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BlackBerry’s Hub+ Market Feasibility
[bookmark: _Toc520657084]Abstract
As competition in the Smartphone market grows, creating a strong brand that consumers can relate to mean all the difference to companies like BlackBerry, Apple, and Samsung. These brands have an exceptional effect on consumer perception. On the contrary, it was a mark of an end of an era when BlackBerry announced to exit hardware market. The decision was based on the notion that Smartphone market is already saturated with very successful competitors who are capable of designing hardware on the way higher side than it could do. By developing complacency in its brand, BlackBerry ignored other rival entry into the market that entirely changed the game in the Smartphone industry. Having exited the hardware market, BlackBerry is now concentrating with software development. Its offering is less diverse than other offerings in the market and is now stuck in the middle between high-end and low price. Hub+ is a great product BlackBerry intends to introduce into the market. However, the question is whether it will change consumer’s perception towards its brand and whether it will survive in the software market that is already saturated by 3rd party brands that are taking a leading command.
[bookmark: _Toc520657085]Introduction
Blackberry is entering into the software market. The company developed a new product known as Hub+ and is trying to evaluate whether or not the product will gain traction in the competitive market. BlackBerry had been experiencing great lows since it decided to quit the hardware market. The company was once a market leader and when it decided to quit the hardware market and outsource all its hardware operations, it changed how consumers perceived its products (Keller, 2013, p.265). The purpose of this report is to examine the theme of customer perception and how BlackBerry can overcome a number of delays and setbacks with its new product (Hub+).
BlackBerry’s offering is less diverse than Android’s and Apple’s offerings. Moreover, its position is stuck in between satisfying customers through high-end or low price. The problem the company is facing is that competitors like Apple and Android are offering similar products that are of high-quality and low prices. To compete, BlackBerry needs to improve the quality of its new product and use a price strategy to come up with the most appropriate value for its product. 
Hub+ is a great product and if it is customized to meet customer’s preferences, it can gain traction faster in the competitive market. High-quality product can change the perception customers developed towards the company when it exited the hardware market.  There are many third party companies that are offering similar products for free and Blackberry would struggle convincing customers to purchase a product they can get elsewhere for free. The solution to this problem is using a pricing strategy that would help the company solve the issue with the understanding that customers do not hesitate purchasing a product they believe is worthy their money or one that has all the features that meet their preferences. 
An evaluation of customer’s perception towards the new product will involve criteria that will require gathering of some information regarding quality and price from the market. The priority is to know whether or not customers like new features in the added in the product. This may mean evaluating whether or not customers like the new product and whether or not they are willing to purchase it. The information gathered will help in determining whether or not the proposed solution will be viable. 
[bookmark: _Toc520657088]Problems that Motivated the Report
Blackberry offering is less diverse than that of Android and Apple. After exiting the hardware market, BlackBerry 10 no longer gained traction in the consumer market. This was partly because customers had lost trust with the brand and other great competitors eroded its market share. The problem that motivated the report is that Blackberry is more likely to struggle with changing consumer’s perception and eventually gain market share.  
[bookmark: _Toc520657089]The Person who initiated this Report
The reporter (student) is the one who initiated this report because he wanted to explore various problems BlackBerry had been facing when trying to enter into the software market. The reporter also wanted to conduct a market feasibility to determine whether or not BlackBerry’s new product will gain traction in the software market. The report will be read by various stakeholders such as the management, the marketing manager, product engineers as well as various shareholders. The management is responsible for implementing change in the workplace, but shareholders has the power (money) to make proposed changes possible. 
[bookmark: _Toc520657090]Discussion
According to Li & Cavusoglu (2014), BlackBerry has touted Hub+ as a product that would difficult to live without. One of the major advantages the company has with this product is the lack of competitive applications that provide the same features, i.e. the ability to consolidate notifications from multiple 3rd party applications. Hub+ is a standalone product that would be used to respond to notifications from third party apps as opposed to using the source application. Li & Cavusoglu (2014) noted that Apple’s closest native application, the Notification Center, only provides alerts about third party applications, but does not have the ability to respond to these alerts directly. According to Hoyer et al. (2010), Blackberry can take advantage of this but continues to suffer a major loss due to poor perception towards its brand. 
Limitation of the Solution
Research on consumer behavior has shown that quality has the largest influence on all products introduced into the market (Oliver, 2014). In fact, statistics shows that only 37.5 percent of consumers are aware of BlackBerry’s entrance into the software business (Frith, 2018). This is evident enough that only a few customers would consider purchasing a product they are not aware of its existence. 
Brand holds so much credence over purchase decisions. With this regard, it could be difficult for BlackBerry to win consumer’s loyalty with its new product. This is because when it exited the hardware market it destroyed three pillars that determine customer’s loyalty which include: trustworthiness, likability, and quality. Consumers like surprises and want variety. BlackBerry became complacent, and for it to earn consumer loyalty again, it needs to refresh its brand by offering authenticated products rather than doing what every other company in the market is doing. 
As mentioned earlier, BlackBerry is facing two issues with its new product, which are: Competitor’s Strengths and Pricing
(a) Competitor’s Strengths
Brand competitiveness depends on the capacity of the firm to innovate and upgrade. BlackBerry rivals have gained this competitive advantage because of pressure and consumer demand for products that match their ever-changing lifestyle. They approach innovation in its broadest sense. For example, with its iPhone Apple took unexpected action that destroyed the existing strengths of other players in the Smartphone market. It developed software that is incompatible with other handsets manufactured by competitors and, therefore, it is hard for incoming rivals to respond to this entry (Li et al., 2014). By so doing, Apple demonstrates that it understands the software market and also knows how to change the game. 
Apple has shown that much innovation is ordinary and incremental. Its breakthrough in the Smartphone market involves ideas that are not even new to BlackBerry. It continues to work on ideas that have been around for many decades; ideas that BlackBerry do not pursue perhaps because they involve investment in skills and knowledge. In a broader view, the success for BlackBerry’s product (Hub+) in the software market is at stake because its rivals are already creating a competitive advantage by serving a market segment it continues to ignore.
(b) Pricing (The cost of BlackBerry Hub+ is 0.99 USD per month. Will consumers accept this?)
When making purchases, consumers tend to align their purchase decisions with the benefits they intend to receive from the product in comparison to the price they expect to pay for that product. Nagle & Müller (2017) explain that value-based pricing establishes the price of goods and services offered in the market largely on perceived value. When thinking about pricing of the Hub+, it is important to note that there are so many companies in the software market that are offering similar products as Hub+ entirely for free. Therefore, the question whether or not consumers will purchase the product cannot be ignored.
[bookmark: _Toc520657091]Criteria upon which Recommended Solution will be Based
For BlackBerry’s product to survive in the software market, there are a few things the company needs to do. They include: 
(a) Find better means for competing in the old ways with the new product
(b) Adapt new approaches to innovation or decide whether there is a need to invest in more sophisticated product design
(c) Look for ways in which it can provide highly, personalized, and seamless experience to consumers with the new product
(d) Determine whether or not the cost add to the quality factor 
[bookmark: _Toc520657092]Data/Research Findings
Based on data accessed online, it is clear customer perception on BlackBerry at the moment is negative as they see the company as outdated and non-innovative. Most consumers believe that while BlackBerry was the biggest company in the mobile phone industry, it has lost to competitors who have introduced great products in the market. Consumers are more inclined to purchase BlackBerry’s products as they highly value those of competitors like Apple and Android. 
Having left the hardware industry, only 37.5% of consumers are aware of its new products. Thus, it is not a priority when it comes to latest news and releases of new products consumers can associate with. Most consumers seem to see BlackBerry’s new product (Hub+) as something that offers no additional value to the already existing apps they have on their phones. Regardless of this, the product is more helpful to end-users who do not have much time yet want to be somewhat active on social media. The average rating of the product (Hub+) is standing at 5.3 out of 10, which tell a lot about its viability in the software market.
[bookmark: _Toc520657093]Analysis of Data against Criteria
Research findings indicate that only 37.5 percent of consumers are aware of BlackBerry’s new products. BlackBerry was once a leading company in the hardware market. This means that all is not lost as it can leverage on this advantage by competing in the ways it used to compete in the hardware market. Research also shows that consumers see the company as non-innovative and, therefore, do not trust its new products. To change this perception, the company needs to evaluate its product and see if it is sophisticated enough to meet consumer’s preference. This would mean investing even more in product development to ensure that consumers find value in it. 
[bookmark: _Toc520657094]Conclusion
BlackBerry has developed a great product it can use to compete in the software market. The product has a competitive advantage that other companies in the software market do not have. Its features allow notification consolidation from multiple 3rdparty applications and, more importantly end users can use the product to respond to various notifications they receive on their mobile devices. The product is also essential for corporate businesses as it offers efficient ways for communicating with customers. Despite of all these advantages, the product is likely to face some challenges gaining traction in the software market. Poor consumer perception is one of the major problems the company faces. By exiting the hardware market, BlackBerry sent a message to its customers that it was not good enough hence losing its loyalty to its rivals such as Apple, Sony, and Samsung. With this perception, it is too hard for consumers to trust BlackBerry’s products. In fact, many consumers tend to think that the company stopped functioning, thus, are not even aware of the new product it has released.
This report finding also indicated that consumers who are aware of Hub+ tend to think that BlackBerry is still non-innovative and, therefore, are more likely to decline purchasing the product. To change perception, the company needs to prove that is has adapted even more innovative designs that meets consumer’s preferences. While this important, the company would be required to go beyond and do some extensive market research in order to know what exactly does clients like and want integrated in mobile apps. Having understood the market segment it is serving, the company would be able to compete not only with great products but also with better prices that would earn it some profit. The report finding also indicates that consumers are not reluctant to paying even more for a product that meets their preferences. With this understanding, the company should ensure that Hub+ is tailored to meet consumer needs. Having included useful features, the company can now target both individuals and corporations and use value-based strategy to match prices for its customized applications with those of its rivals.   
[bookmark: _Toc520657095]Recommended Course of Action
[bookmark: _Toc520657096] 	Brand positioning/Repositioning 
The best course of action BlackBerry needs to take is to focus on brand positioning, but this should be done strategically and as described below. 
· Tailoring the Product to satisfy consumer needs or add to the quality factor
Brand is the perceived image and subsequent emotional response to a company, its products and services. A brand is all about values. BlackBerry is competing in a marketplace that is already occupied by very successful brands. This means that the company would find it difficult getting consumers remember what it stood for in the past when it was leading in the hardware market. Therefore, to create a great brand the company would be required to invest more in tailoring the product to satisfy consumer needs. This also means innovating new features that would offer seamless experience to the consumers. 
· Set a reasonable price for the product (some users on crackberry.com say they’d be more than willing to pay 0.99 USD per month for a whole suite of apps 
Having tailored the product to meet consumer preferences, BlackBerry should use value-based strategy to match prices for its customized product. There are many companies offering similar products to Hub+ for free. Therefore, many end-users would consider it too expensive hence consider alternative options. If the company offers additional features not integrated in rival products, it can position itself in a competitive edge that would see it make even more profit. 
· Marketing the product (Hub+)
BlackBerry has not yet developed a mobile marketing app it can use to get to new customers. It is still relying on third parties such as Android. This reliance does not grant it the opportunity to target the exact customers who would be interested in its product. The best course of action is to develop its own marketing app and more specifically a mobile app because many consumers are no longer interested in old methods of advertising. Most of them are now using mobile phones and tablets to search for products online. Developing a mobile app for marketing Hub+ is a viable solution. This is even so because mobile advertising is now becoming the next big wave as it is more efficient and a creative way for reaching customers in the market. 
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