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1.0 Panasonic Company Overview

Panasonic Corporation is a multinational corporation and also the
largest electronics manufacturer in Japan. They are in the industry of
semiconductor/electronics with a focus on consumerhome elecironics.
Panasonic is ranked the gath-largest company in the world in 2009 by
the Forbas Global 2000 and is today among the Top 20 semiconducior
salkes leaders workdwide. Their not sale is about 7,418 billion yen and
they have about 384,586 employeas worldwide.

1.1 Panasonic - Nature of Business

Panasonic Corporation has st business segments which are the Digital
AVC Metworks, Home Appliances, Components and Device, PEW &
PanaHoma, Sanyo Electric and Other Business Domains. Thase si
units manufactures a wide range of products, from audiovisual and
informaticn/communication eguipment fo0 home appliances and
componants.

Of these six business units, we will be focusing in Panascnic’s Digital
AVC Natwork and into thair range of Digital Camaras. The Digital AVC
Metwork comprises of products such as consumer televisions, DV DVbilu-
ray players, homa/car audio systems, digital camcordars and finally theair
aggressive range of Digital cameras. It is a 3409.5 billion dollar yen
business and accounts for 39% of Panasonic’s business. [1]
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1.2 Panasonic’s Origin & Background

Panasonic's history goes back 1o 1918 when Konosuke
Matsushita founded Matsushita Electric Housewares
Manufacturing, selling duplex lamp sockets. Founder
Konosuke Matsushita objectives were to devole
themselves to the progress and development of society
s J and well being of all people around the globe.

In the 1927, Panasonic launched their range of bicycle lamps under the
brand of National. Making it through the World War |l, they produced
electrical components and appliancas such as light fixtures, motors and
elactric irons.

In 1961, Konosuke Matsushita traveled to the United States and met
with American dealers. Panasonic began producing television sets for
the U.S. market under the Panasonic brand name, and expanded the
use of the brand to Europe in 1979.

The birth of the digital camera from the late 1980s wers expensive and
of low quality and it was not until the mid-1990s that the real digital
revolution begins with better quality and higher storage capacity.
Panasonic digital technologies through its collaborations with German
camera maker Leica, a lens expert in its field, consolidated Panasonic
presenca in the market. Panasonic brand for cameras uses the Lumix
name from digital cameras to SLR point to shoot cameras.

| Much accredited to the great vision of an industrialist - Konosuke
| Matsushita, Panasonic has developed itself to what it is today. Their
| distinct R & D, production and sales function is set up #o satisfy
| consumer needs worldwide.




Panasonic
ideas for life
1.3 The Panasonic Brand

The Panasonic brand nama was craated in 1955 and was first usedas a
brand for audio speakars. It is a combination of the words, "Pan”, and
"sonic”, sound and has a meaning of bringing sound our Company
creates to the world.

From October 1® 2008, the name Panasonic Corporation has been
replacad fo raflect the changing of times and furthar consclidate its
brands worldwide. The slogan ‘ideals for life” continues what the pre-
successor has been advocating and in fact added another new
dimension to providing valuas and lifestyles customer aspire fo be.

The name Panascnic i synonymous with innovafion, quality,
periormance and easa of use. Panasonic aims to be the No.1 Grean
Innovation Company in the Electronics Industry in 2018, the 100th
anniversary of our founding. They maka the ‘anvircnment” caniral to all
thair business activities and take the lkead in promoting the “Grean
Revolution” which s taking place around the world for the next
generation. Specifically, Panasonic will work to realize their vision with
thasa two 'innovations.” [1]
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Frarid Fromios

Panaiond generates ibeas 1o lie , today and Tom Qe i
Throwgh innowative thinking, we are committed
taenriching people’s lves srcund the waorld

Panasonic Lumix Popularity

Lumix is Panasonic's brand of digital cameras, ranging from pocket
point-and-shoot models to digital SLAs. Many Lumix models are fittad
with Leica lenses that have been dasigned by Leica's German oplical
engineers and are assambled in Japan, some are rabadged as Leica
camaras with diffarent cosmetic styling. Leica had a similar relationship
with Minolta in the past, where late model Leica SLRs {and some 35mm
point and shoot models) were strongly based on Minofta bodies. The
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Lumix is a highly advancad camera and also comas with manual control
opfions. s shutter interval is also less than 0.04 seconds, hance
allowing the photographer to take shots quickly.

In year 2007, Panasonic market share in terms of shipment was less
than 10 million {(Refer to chart bolow). This is significantly lessar than
some renowned brands like Canon, Sony and Kodak but this has
increased much faster than anticipated. Consumer's praferenca for
digital SLR increased as compare to single lens camera from year 2006
io 2007 and across all regions. Slowly and stoadily, Panasonic is
establishing a name for itsali in the digital cameara world. [2]
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1.4 Panasonic's Key Milestones

1894 From birth to the founding of the company
1918 Panasonic launchad

1927 Squara bicycle lamp developad and marketed

1931 Radio production started
1945 Up from ashes of tha war

1851 Matsushita makes his first visit o the United States

-Mew era of telavision colour elecironics

1953 Mew invention of the Refrigarator

1958 MNew invention of the Tape Recorder & Air-conditioner
1960 Caolor TV

1866 Mew invention of the Microwave Oven

1877 Mew invention of the VHS VCR

| 1880 Birth of Digital camaras

| 1985 Mew invention of the VHS Camcorder

1989 Death of company founder Konosuka Matsushita
1980 Mew invention of the Notabook PC

199¢ Mew invention of the DVD Player

1998 MNew invention of the Portable VD player

2001 First LUMD, DMC-LCS camera fo be launchad

2008 Panasonic Lumix launches two modals of FX33 and FX55 in
Thailand 1
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2. COMPETITOR ANALYSIS
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2.0 Competitor Analysis

After study info the markat, thoere are three main competitors fo
Panasonic. They are mainy Sony, Canon and Nikon. Thera are also
smaller players like Olympus and other brands. Bafore looking into the
features, advantages and benefits of each and every competitor, here is
an overview of the market share of the pia.

Wsony - 24%

N {anon - 20%

W Samsung - 12%

H Hikon - 10%

B Fanasomc - 2%

W Other Brand - 26%

Other than these figures, Canon and Nikon were the markat leaders in
|| 2007 with the highest numbser of shipments of the 131 Million

-~

Canon Hikan oy Dyrus
536.33M 532.4mM ST.EeM S7.25M

Global shipments [ Digital Cameras | in 2007
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Hera, we look into tha price positioning of the Panasonic products:

Price
Hign §
Nikon
Canon
SONY
FUJFILM
(CASIO |
PENTAX
—
Tnchaalogy
BenqQ High
Poce
Low
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2.1 SONY [3]
Products Strengths Weakness
Sony encompasses SlrEﬂ.]lh . Priceg mghef a5 compared
i:ybel-sno: DEC-. which delivers vaiue like : 10 competiors ONenng
7.2 Megapxel
::Cgomlens - Relabie Qualty * Expensie Accessones
: - Trandy Designs « Made n China - product no
- Latest Innovation longer * Mage In Japan *
- Good distnbution network

(oo localky & Internationaly)

* [isppeals to Gen X and Gen

Y consumers.
o Lew Ing on Iis strong
Cyfi sy DEC-F ma'gglhal_jgenans
8 Megaprxal  Sony manages fo be the
ax zoom lens marked leaders In
RCP : $330 * gdomestic Thallandwith 3
strong 24 percent

* Market share.

Poputar Features :
-Ant-shake function
-Sim & Compact

-innovative ( EgQ. 15t touch screen
camera, 1ace detection)

-High quallly & high ISO sattings
(Dedier quallty shots at night or low
¥ght situations )
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2.2 CANON [4]

Canon

Products Strengths Weakness
sSD11001S Headquariered InJapan, Canonis <« Priced nighar than
i Japan Multl National Compary competriors
egap that speciaiise in the manutactre
3x zoom of maging and opical products  «  Blur Images In low ight
RACP : §250 amironment {Certain
modeés with no "Ant-shake”

Since 1984, Canon gan huge function)

Succass |nt100uung seres of

Powershot and Digital IXUS senes  *  NOWIde angle function

and later daveioped DSLR ranga

of EOS senas which is poputar * Storage Card provided

with botn professional (Yow storage capacty )

ot hers and mass market
mgs * Lack n Intama memory

SD750
7 Megapxal

3x zoom Powershot and the IXUS models
ACP : §350 were designed 1o be small in sze
which appeals 1o Gen X and Gen
Y who opt for convenienca,
conlemporary design and good
qualtly Image.

Currenty, sacond in market share
&t 20 per cant as compared to
rval Sorty In Thalland domesic
market In 2007, Canon s strong In
fis ine-up of naw product ranga
with some of fis higher range still *
Made In Japan

11




2.3 NIKON [5]

Nikon

Coolpix S51
8 Megapixal
35xzoom
ACP : §280

Coolpix P4
2 Megapixal
3.5xzoom

RCP : $400

| m—

Panasonic

Strengths

Nion, pert of Mitsubishi group

ploneerad SLA tachnologies. This

empowers Nikon with mankat
leadership In camera brandng

In 1931, Nikon shifted ilis

production to northem Bangkok,

Thatiand. This enables Nikon

advaniage In understanding value

and culture of Thalland marked.

Models made in Thalland. SBetter

percanad qualily and value as
comparad 1o made In china
products.

Small and compact Jesign

ideas for life

Weakness

High Price

Less focus on mid-end
consumer market

Design - Less Trendy
Modest battery ife

Limitad spec { ag. Low ISO )
Deacining markat share, at
only 10% in domestic In
Thallang

Hard to use, especially for

DSLA models and
peginnars

12
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3. CONSUMER ANALYSIS
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3.0 CONSUMER ANALYSIS

Gonsumer
¥alue

BUYER DESCRIPTIONS
BEHAVIMIUA
IBE' B ip36 | GeanX & Gen Y}
Gander Eath Male & Femeks
Income Annual 530,000 bo 535,000
Bracket
Oecupation = Shudenis

+«  Warking Adulls

Blue collar working executve

Demagraphics Sagment = 5an X and Gen 'y
{Lowe for freedom, enerpetic, fun and rendy things )

Consumar Dacision Makng - Complax due 1o mone infonmation
search, considered not 2 regular purchass lem and nat pricad
cheap

Masiow's Needs Malrix | Social Mesads
{Local Thal peopie prafermed well Known brands)

Mora empnasis o batier ldestyle 8nd changes in purchasse patham
i dress well and eal well, dus o higher educalicn and InCome

Miora technology 589y a5 compared o ofher peaneraticn

Open minded and welcoima foraign intemalionsl Drand & products.
Ability o accapt diferant culiure, sitihede, opimion end Interests.

Gen X and ¥ hawve increasing bean spending more time on tha
Iniemal, socisl nebwork webeiia, mobile phones (eq. Facebooak,
Twithar, SMS messaging) rather then traditional mads ke TV and
radio

Being more aducaled, Gen X end Y Bre less rasponsve 1o
marksating massages and tend 1o ignore hand seding techrique or
massanes. Aequire new ideas and unigue approach (o atract thedr
attan$on in ordar i differantaie irom adweriising dutter and sre
usually tima poor and impatient. Expacting higher guality of
senvice and qualiy

Gen X and Y - Open bo new concepls and idea and eguippad with
high brand awereness. Handly brand loyal &= Tollow market [rends,
innowalion and latest dasign. Highar chances of brand swiching.
Age 18— 22: Arst ima buyer and ownear for digiisl camers

Age 22— 35 FArst imar or siready owned 2 digial camera but
looking for second camera with new functions or upgrade

Emerging demograghic group of pecpia with Incressing spand
power dua to higher aducabon and income
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Additional survey done on local Thai digital camera consumers [6]

Significance level of difierence when introduced to prices, impulse
buying, media, quality and confusion and recreation consciousness style

of shopper.

BUYER BEHAVIOUR DESCRIPTIONS

Gender Qutte similar and no signincance dilfaranca

Demographic info Fulure buyers & owners buy for parsonal use

Poputar brand by 1) Sory 2) Canon 2) Fujl ( Prafer brand name versus less
owners & future Known brands)
buyers
Popular price range  US $262 10 $335
Purchase power Female more than maie [ In Thaland, prica and owner rale of
(Genden digital camera highar In Femala 35 comparad © ther
counterpart, Male gendar )

Am Group 181024 1 '(E"' potantal consumers In Thadanag )

| Powental Incoms income batween US $395 10 $526 - wiling 1o buy & aigtal
Group camera range from US $263 % $395 ( In Thaliand, higher

income spend ess for camara purchese )

&
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4. PRODUCT BACKGROUND
& MARKET CHALLENGES
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4.0 Product Background and Market Challenge

4.1 Product Background

The Panasonic Lumix

Lumix is Panasonic's brand of digital cameras and have a history since
their first launch in 2001. Lumix digital cameras are manufactured by
Panasonic and the name “Lumix™ come from the words “luminanca” and
"mix”, which meant to mean *mixing differant things togethar”.

All Panasonic Lumix cameras are fitied with Leica lenses. Leica Camera
AG, a German company spacialising in oplics. Loica-branded lensas ara
uwsed on all Panasonic Lumix cameras and video recorders. These
lensas are manufactured by Panasonic to Leitz quality standards. The
collaboration between the two firms extends at all lewvels, with
engineening teams confributing in areas of respective axpertise.
Panasonic/Leica models wara the first onas to incormporate optical image
stabilization in their digital camaras. This collaboration has browght wo
of the world class lkeading companies together. With great experienca in
thair own fields, they are blanding their technologies to produce Lumis
camearas which surpass the barriers of culture and experienca.

The FX Serias

The FX sanes digital camera is aimed at teenagers and youngstars who
are looking for something sporty. It is smart equipped with the quick
shooting speed, wide angle feature and can also record videos. With all
thesa features, it enables the youth to captura all the moments while
also fitting into thair budget. These cameras are trendy, small and ultra
compact. For its past few camera launchas, Panasonic has focus its
efiorts into what it doas best; high-gquality swpar-zoom bridge camearas
and stylish high-value ultra-compacts. One of the first big launches of
the season for Panasonics was FX55 and FX33 ultra-compacts
cameara.

17
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All about the FX33 and FX55 [7]

Thae DMC-FX55 and FX33 are two great 8 megapixel cameras. These
wo cameras are essentially the same albeit for the FX55's little front
grip and largar three inch LCD monitor. Both cameras feature a 3.6x
wide angle (28 - 100 mm) zoom lens with optical image stabilization and
ISO sensitivity of 100 to 1600 at full image size (or for the very brave
ISO 6400 Dinned’). New features include an auto-brightness LCD, face
detection and 'Intelligent Auto Mode' which automatically selects the
most appropriate setting according to the situation without any user

\ interface. Designed for ease of use, simply select Intelligent Auto mode

from the dial and the camera will automatically detact motion (Intelligent
ISO), shake (MEGA 0.1.S), face (Face Detection) and scene (Intelfigent
Scane Selector) and select the settings accordingly. [7]

| Other Features include:
& Eliminates blurring from shaky hands and moving subjects
| '« Face detection for up to 15 faces in one shot

« Automatic scene selection

« Automatic exposure selection

« 8.1-megapxel CCD captures enough detail for photo-quality 16 x 22-
inch prints

« 3.6x wide-angle image-stabilized optical zoom; 2.5-inch LCD display

« Intelligent Auto Mode with Face Detection and Intelligent Scene
Selector

« High-Sensitivity mode shoots at an ISO equivalent of 6400;
Continuous A utofocus minimzes autofocus time

» Stores images on SD memory cards (includes 27MB of internal
memory: powered by lithium-ion battery (battery and charger
included)

» Retail Price - $299 USD
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4.2 Market Challenge

The main challenge that Panasonic had in Thailand is 1o ba able o
launch these two similar models of cameras against the advertising
clutier of their existing compsatitors. Thase included creating product
awaroness, educating the target market of the camera’s featuras, media
selaction, ensuring wser axpeanence the cameras and finally boosting of
sales without cannibalzation in order for Panasonic to make its worth.

Creating Product Awameness

Creating the awareness of the FX33 and FX55 was a challenging task.
The avenuwe of typical advertising was already flooded by their
compatitors of Sony, Canon and Nikon. The typical advertising and
promoticnal would have just added to the aleady cdutterad
advaertisements that the Thai people would have already had ancugh of.
On top of this, the typical advertising and product campaigns would be
costly and would not bring in bufier sales. A unique out of the box idea
was needed to create awareness. Panasonic would have to look info the
advartising goals they wanted, the marketing budgat and the media
selaction.

Educating the market of the camera’s features

The main product faature was the ‘intelligent auto mode” which picks the
camera's seftings automatically to ensure the best picture. This was the
true blua new feature from Panasonic. The featura is wp, but aducating
the market was not. Once again, there is much clutier for Panasonic o
look at against their competitors. Each product has its own features and
evary competitor was screaming out thase faaturas to the public. This
addad on o the clutter.

Media Salaction

The media selection would tie in very strongly with Panasonic's
advertising budgat. With many media channals, it is vital for Panasonic
io ensure that their target audience is reached through the rnight
channels. Getting this wrong would mean a failure in the markating
launch.

19
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Ensuring user experience

For a technical product like a cameara, user expenencs is usually vital io

the closing of sales. With the markefing awarenass and features of the
product togather with the right media channels to ensure the target
audience knows about the product, it is essential for the potential buyers
io be able to try this product. Panasonic would have to look into how o
achieve this through their distnbution channels, IT events or evan on-
sireet promotions.

Boost of sales

Everything is wrong for sales even if the markating and promoticnal mi:
is right, but the product distribution is wrong andor the product is not
able to ba manufactured and delivered at the night time. It would be a
challenge for Panasonic to achieve this in line with the marketing plan.
Wrong praparation would maan a high demand without the products.
Sales will be lost much to the competitor. Other ideas io look into would
ba the packaging of the product and the salling price which will vary
often seal the complete daal. Finally, the risk of cannibalization is also
present as the promofion of this camera may nisk switching buyars away
from getting ancther Panasonic Lumi:.
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5 & 6. CAMPAIGN OBJECTIVE
& SELLING IDEA
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5.0 Campaign Objective

As every new product launch, the campaign objective is the most crucial
element in terms of planning. It is the heart of the campaign, and all
other messages should be singing this same song.

Main objective is to “promote Panasonic Lumix as the camera brand
for sporty enthusiast.”

Through this main objective, it should also answer all the market
challenges as stated above. The sub objectives include:

« Creating Panasonic Lumix product awareness to the Generation
X and Y in Thailand

o Educating Generation X and Y with the ‘intelligent auto mode’
feature as the main selling point of the camera

o Ensuring the Generation X and Y get as much user hands-on
experienca with the camera

« Boosting Sales

6.0 Campaign Selling Idea

PANASONIC LUMIX - CAPTURING CLEARER PHOTOS
FOR THE SPORT INDIVIDUALS

22
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7.IMC TOOLS USED
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7.0 IMC Tools Used

To promote the complete campaign launch of the Panasonic Lumix
FX33 and FX55 in Thailand to Generation X and Y, Panasonic decided
to use Guerilla Marketing tactics for their launch to capture their target
audience. This method would put forth the campaign objective and
selling idea in an out of the norm methed: unlike the typical advertising
of their competitors.

Introducing...

S TSP

' 7.1 Key IMC Tool: Event — The Lumix Battle

\
| The "Panasonic Lumix Battle” was the key event. The idea of the battle
was to take as many clear photo images of their opponent with his’her
‘ Panasonic Lumix camera. Each photo gives the team a point; the team
| with the most points win. This was simply a 'camera battle” between a
Red Team and a Blue Team. Both teams were using the exact same
Panasonic Lumix Camera, but with a different packaging and different
model number; the FX33 for the Red team and FX55 for the Blue Team.
Through this event, fans were given a chance to express themseles
with fast moving action pictures while the teams ran around, did stunts

and everything they could to take a clear picture of their opponent. This
also featured the anti shake feature of the camera.

Two celebrities were picked; actors Theeradej
‘Ken" Wongpuapan and Pakom ‘Dome’ Lam
were each to lead a team into this battie. To
promote this event, Panasonic has arranged for
supporting tools such as television
advertisements, print advertisements, and
magazine advertisoments, graffiti, videos,
photos, websites and even T-shirts. These will
be axplained in the following.

24
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7.2 Television

The media selection of Television was chosen with celebrity
endorsements. There were wo types of advertisements by the 'Blue
Team' and the 'Red Team' separately. Both advertisements were
promoting the strengths of their own team and their battle preparations.
Both advertisaments also displayed both cameras respeactively while the
endorsements of the local celebrities to feature the cameras. The
audience was challenged to pick a team for the Lumix battle, and getting
a blue or red camera signifies that you have Joined their team’. Finally,
audiences were encouraged to go to the Lumix battle website to join the
battie.

This whole television advertising was to show the selling idea of the
Panasonic Lumix for sporty individuals. If you were sporty, you would be
interested in the lumix battie and want to use a Panasonic Lumix.

7.3 Print Advertisements and Magazines

| Print Advertisements were then printed and posted on the streets and in
the magazines to reinforce the message of getting the audience to
choose their side between the red and blue team. The print
advertisement also showed the two celebrities trying to take a photo
| shot of each other. The celebrity endorsement would also continue to
' draw the attention of those who did not see the television
.‘ advertisements. The magazines featured a section encouraging
audiences to choose sides.
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7.4 Websites

The main website for this campaign was www.lumix-battle. com. The
target audience was encouraged to go there to register themsaelves to
join the battle. Other than this, fansites were created to promote the
teams where photos, videos, T-shirt designs and much more could be
posted in support of the wo teams. These sites were
www._fightforblue.com and www.redwin1000parcent.com. The objective
of the websites was to continue to create the awareness and to get their
target audience hyped up about the Lumix Battle event. By achieving
this, the target audience would continue to spread the news to their own
social network and in doing so, promote and create awareness. This
tied in with the selling idea, as the websitas were able to host dear
photos of sporting moments for everyone to view.

| 7.5 Photos and Videos

The websites hosted photos and videos taken by the Panasonic Lumix
cameras. Training photos and videos were taken by the individuals in
gearing up to the Lumix battie. Once again, this featured the Panasonic
Lumx cameras and its features. It showed the quality of the pictures
taken as well as the clarity of the picturas even in the fast moving action
shots. Other than this, the videos also featured the gear up to the Lumix
Battle as fans continued to train and show their videos. All these
complimented into the whole promotion of the event.

26
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7.6 Graffiti & T-shirts

The other guerrilla marketing tactics adopted by both fans as well as the
red and blue teams respactively were the use of Graffiti and T-shirts to
promote their support for the indvidual teams. This whole thing brought
on the hype to evaryone for the very much awaited event.

LIk I

7.7 The IMC Campaign Summary

The selling idea in Panasonic's IMC campaign was integrated
differently. The event was the key that featured the camera for sporty
indwviduals. Through this event, the features of the camera were truly
experienced. High quality photos at high speed and movements. The
other sub tools were usad to promote this event and in terms, promote
the selling idea. Refer to the chart below.
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