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Executive Summary 

 

The following is a comprehensive Brand Audit conducted for BlackBerry Limited, a 

challenger brand in the mobile device and software industry. 

The brand has experienced great highs and great lows since its beginning in 1999. Prior 

to 2011, it was an industry leader. Competitors began to overtake BlackBerry’s market 

share at that point, for several reasons, which this document will explore. 

Finally, a recommended brand strategy is offered based on the insights gained as a result 

of this freshly collected and examined brand information. 

 

Brand Audit 

 

A brand audit is “a comprehensive examination of a brand to discover its sources of brand 

equity. It is a method of assessing the health of the brand, discover its source of equity, 

and suggest ways to improve and leverage it” (Keller, 2013, p. 265).  

 

The benefits of conducting a brand audit are numerous. The audit will provide a basis 

from which to explore BlackBerry’s strengths and weaknesses in the eyes of the 

consumer, as well as from within the company.  
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From the perspective of the consumer, which “deeply 

held perceptions and beliefs create the true 

meaning” of our brand and products?” (Keller, 2013, 

p. 265). 

 

From the company’s perspective, which “products 

and services are currently being offered to consumers, and how are they being marketed 

and branded?” (Keller, 2013, p. 265). 

 

Armed with the resulting information, a successful brand strategy can be developed. “The 

brand audit can set strategic direction for the brand, and management should conduct 

one whenever important shifts in strategic direction are likely” (Keller, 2013, p.265). 

 

Mobile Industry Summary 

 

“Smartphones came onto the consumer market in the late 90s, but only gained 

mainstream popularity with the introduction of Apple’s iPhone in 2007” (Statista, n.d.). 

Prior to 2007, however, BlackBerry (a.k.a. RIM: Research in Motion) was the market 

leader, having introduced the first handheld productivity device in 1999. Check out the 

BlackBerry 850: 

Source: http://www.brandprotocol.net/services.html 
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Source: http://www.zdnet.com/pictures/a-history-of-blackberry-in-nine-iconic-handsets-and-one-meh-tablet-photos/ 

 

“The RIM 850 Wireless Handheld (pictured) had a six- or eight-line display and was 

capable of sending messages, emails and had calendars, address books, task lists, a 

calculator and an alarm function. It was one of the first wireless devices capable of 

connecting people to their corporate email and contacts” (Woods, 2013).  

 

While this 1999 device wasn’t a phone, it was the predecessor of the smartphone. “It had 

4MB of memory, was powered by one AA battery and weighed 133g. It also had a 

QWERTY keyboard, of course” (Woods, 2013). 

 

BlackBerry (RIM) went on to develop smartphones and led the market until 2011, when 

sales began to steadily decline. 
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Source: http://www.seattlepi.com/business/fool/article/This-Company-s-Assets-Alone-Make-It-Worth-The-Risk-

4476406.php 

 

The Apple iPhone had revolutionized the industry by offering customer-friendly features 

such as a touch screen interface and a virtual keyboard. In addition, the first smartphone 

running on Android was introduced to the consumer market in late 2008. The smartphone 

industry has been steadily developing and growing since then, both in market size, as 

well as in models and suppliers. “By 2017, over a third of the world’s population is 

projected to own a smartphone, an estimated total of almost 2.6 billion smartphone users 

in the world” (Statista, n.d.). 

 

Statistics show that Samsung is now the market leader globally. (Note: BlackBerry’s share 

falls into the ‘Others” category on this chart.): 
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Source: http://www.statista.com/statistics/271492/global-market-share-held-by-leading-smartphone-vendors/ 

 

“The increase in Samsung’s share in the global smartphone market between 2012 and 

2013 coincided with the decrease in shipments of Apple’s iPhone. Samsung has seen its 

popularity steadily increase since it held just a 4.3 percent of the smartphone vendor 

market at the beginning of 2010. This has also been reflected in Samsung’s share in the 

overall mobile phone market which has risen from 17.5 percent in the fourth quarter of 

2010 to 24.3 percent three years later” (Statista, n.d.b). 

 

Apple remains the second most popular smartphone vendor based on shipments, despite 

its share falling from 18.7 percent in 2012 to 15.3 percent in 2013. At the beginning of 

2012, 23 percent of all new smartphones sold were iPhones, but this figure fell to 15.5 

http://www.statista.com/statistics/271492/global-market-share-held-by-leading-smartphone-vendors/
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percent at the start of 2014. Sales of the iPhone nevertheless peaked in the first quarter 

of 2014 with over 51 million units purchased and almost 170 million units were sold in the 

whole of the 2014 fiscal year. This marks a 20 million unit increase from the amount sold 

in 2013. The iPhone generated considerable revenue for Apple with sales of the device 

amounting to over 100 billion U.S. dollars in 2014. The iPhone therefore accounts for 

more than 50 percent of Apple’s total global revenue, and it generated 56 percent of the 

company’s revenue in the final quarter of 2014” (Statista, n.d.b). 

 

 

With statistics like this, where oh where is BlackBerry? Projections for the immediate 

future don’t help either. “Last year, growth in smartphone sales slowed to 9.5 percent. 

This year, it will fall to a projected 2.5 percent. Even mighty Apple is under pressure that 

its iPhone sales could drop for the first time since its debut” (O’Brien, 2016). 

 

Reasons cited for the projected slowdown in smartphone sales include the fact that “new 

features are becoming more incremental, and price points are dropping” (O’Brien, 2016). 

 

For almost nine years, the mobile industry has had a gale-force wind at its back. 
That breeze turned into a hurricane with the release of the first smartphone. Since 
then, across device makers and across geographies, almost every segment of the 
mobile industry has experienced torrid growth. Apple rocketed from being a noble 
survivor to being the world’s most valuable company. Samsung reinvented its 
image, though it eventually stumbled. And a host of new names, like Xiaomi, 
emerged from nowhere to become giants. Those days are over. As the industry 
gathers in Barcelona this week for the annual mega-mega-mega conference 
Mobile World Congress 2016, the tidings are grim (O’Brien, 2016). 
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It sounds to me as if the smartphone industry has reached its peak, and better features 

or greater value will be the strengths that determine whose left going forward. 

 

Marketing Issues 

 

While Samsung and Apple are the top category leaders in mobile phones, more than half 

the population chooses some other brand.  

 

“Contrary to what the international media coverage might suggest, the smartphone 

market is about much more than just Apple and Samsung. While these two companies 

are still market leaders, their combined market share amounted to no more than 37.3 

percent in the most recent quarter” (Statista, n.d.c). 

 

Source: https://www.statista.com/chart/3959/worldwide-smartphone-shipments/ 

https://www.statista.com/chart/3959/worldwide-smartphone-shipments/
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BlackBerry has struggled to stop its steady decline in popularity, due largely to its 

Operating System. A leader prior to the 2007 introduction of the iPhone, changes and 

upgrades made to its OS have proven ineffective attempts to regain any real share. 

 

Source: http://www.statista.com/statistics/266572/market-share-held-by-smartphone-platforms-in-the-united-states/ 

 

In addition to Samsung and Apple, primary competitors in recent years’ mobile device 

industry are: Huawei, Nokia, ZTE, and Xiaomi. 

 

http://www.statista.com/statistics/266572/market-share-held-by-smartphone-platforms-in-the-united-states/
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Mobile Phone Market Share. September 2015. 

 

       Source: http://www.smartphonemarketresearch.com/wp-content/uploads/2015/09/counterpointphonemarketshareq22015.png 

 

Android phones lead consistently, with Samsung the #1 device manufacturer. The 

Android OS has seen continuous popularity, with many apps available. This is where the 

BlackBerry has fallen short.  

 

Up until now, that is.  

 

Meet the all new BlackBerry PRIV, with all the desirable features of a BlackBerry, and an 

Android OS.  

http://www.smartphonemarketresearch.com/wp-content/uploads/2015/09/counterpointphonemarketshareq22015.png
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Source: http://cdn.pocket-lint.com/r/s/970x/assets/images/phpnqc7je.jpg 

 

The BlackBerry “Priv” -- named for ‘privacy’ and ‘privilege’ -- runs a full version of Google’s 

Android operating system but features some of “BlackBerry’s highly respected security 

and productivity features. It comes with an application that tracks how much other 

applications are accessing your personal data and location. It also has BlackBerry’s 

signature physical keyboard, which slides down from under the touch screen” 

(Bloomberg, 2015). 

 

“The name BlackBerry resonates with investors as the company who lead the cell-phone 

revolution, only to be eventually trumped by Apple as they dragged their heels when 

innovative smartphone technologies came to the market” (Kee, 2015). 

 

This is a brand image problem that sticks with BlackBerry, although they are far ahead of 

the technology curve when it comes to privacy and security. BlackBerry is considered the 

most secure network. So much so, in fact, that “this security and the inability to hack into 

it and read texts and emails caused Pakistan, a country where the business of hacking 
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might actually be a viable one, to disallow BlackBerry devices. Pakistan could not hack 

BlackBerrys, so instead, they are not allowing them in the country anymore” (Kee, 2015). 

 

With security becoming more and more of a concern to consumers, this feature can be 

emphasized to increase BlackBerry’s share of the market. “An important differentiator will 

become security and data privacy. Even consumers with little understanding of 

technology will see news stories about hacked devices, and as a result will look to be 

reassured about how secure their personal data is” (Mobile World Live, 2016). 

 

Summary 

The BlackBerry brand continues to see declines in sales in spite of previous efforts to 

introduce new strategies. A brand audit will provide a comprehensive insight into the 

brand assets and limitations currently driving this trend. 

 

With the introduction of a new product line that may well finally achieve a turnaround, it is 

imperative that a carefully constructed strategy for the brand be developed at this time. 

It’s now or never.  
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Brand Inventory 

 

The purpose of the brand inventory is “to provide a current profile of how all products 

and services sold by a company are branded. The outcome is an accurate, 

comprehensive profile in terms of which brand elements are employed, and the nature of 

the marketing program” (Keller, 2013, p. 266-267).  

 

BlackBerry’s product names, logos, symbols, characters, packaging, slogans and other 

trademarks will be analyzed visually and verbally to provide a clear picture of the brand.  

 

BlackBerry’s Products & Services 

 

BlackBerry’s organization markets Devices, Enterprise Solutions/Services, BTS, and 

Messaging. Its products and services are widely recognized in the market for “productivity 

and security. With these core strengths, the brand’s broad portfolio of products and 

services is focused on serving enterprise customers, particularly in regulated industries 

and select vertical markets, including government, financial services, legal and 

healthcare” (BlackBerry Limited, 2016). 

 

The logo that accompanies all products and packaging is the familiar double “B” shaped 

graphic, followed by the brand name: BlackBerry. 
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Source: 
https://www.google.com/search?q=blackberry+branding&source=lnms&tbm=isch&sa=X&ved=0ahUKEwiw7_zJnfbLAhXDxIMKHbthBjMQ

_AUICCgC&biw=1600&bih=789#tbm=isch&q=blackberry+logo+images 

 

The BlackBerry brand consistently uses the colors black, white and silver. The overall 

visual image is upscale, sleek and business-like. Design features of BlackBerry phones 

are described as an “aircraft-grade aluminum frame accented nicely against a black 

rubbery textured casing – where it sports an almost carbon-fiber-esque pattern” (Phone 

Arena, 2015). 

 

BlackBerry uses a variety of slogans depending on the product: 

• “Your Brilliance SECURED” for its newest smartphone, the PRIV, 
• “Wider World” for its Passport, 
• “BlackBerry means serious business” in general (Blackberry, n.d.). 
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Devices 
 

Although BlackBerry is focused on marketing to enterprise customers, devices have 

historically been the majority of its operations. “The BlackBerry brand, design, security 

and other product features continue to have significant appeal to a wide range of 

smartphone users, particularly in the enterprise space. Their device business strategy is 

focused on meeting the needs of the modern user, including protecting personal privacy 

while enabling the user to securely conduct business” (BlackBerry Limited, 2016). 

 

In support of this strategy, in fiscal 2016 BlackBerry “launched the PRIV, an Android-

based device with strong security and privacy features as well as support of the full 

Android application ecosystem” (BlackBerry Limited, 2016). 

 

BlackBerry currently sells seven different smartphone models, shown below in order of 

their release (most recent first): 
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Source: <http://us.blackberry.com/smartphones.html> 

 

The Priv is BlackBerry’s newest and most hopeful smartphone, just introduced in October 

of 2015. This model has “everything you’ve come to expect 

from BlackBerry with the full ecosystem of Android™ and its 

apps. It features a slide-out keyboard, Schneider-

Kreuznach® certified camera and the best integrated 

messaging experience on Android. Added security lets you 

know when you could be at risk, so you can easily take 

action to improve your privacy” (BlackBerry, n.d.a). 

 

Source: 
http://us.blackberry.com/smartphones/
priv-by-blackberry/features.html 

http://us.blackberry.com/smartphones.html
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Capitalizing on its strengths and admitting its’ greatest weakness, the BlackBerry brand 

invented the PRIV for people who mean business. “BlackBerry is the best professional 

tool for those who strive for success every day, providing superior productivity, ultimate 

privacy and effective communications and collaboration” (BlackBerry, n.d.a). 

 

The Passport was introduced in 2014, and is the shape 

and size of a passport. “The BlackBerry® Passport™ 

smartphone is designed to be different from other 

smartphones, with a large, wide touch screen and a 

touch-sensitive keyboard. The design was based on the 

form of an actual passport, providing a sense of 

familiarity even in something so new. The Passport is 

built for busy people, with optimization of power 

consumption in BlackBerry® 10 and an impressive 3450 mAh battery. That’s almost 2 

times bigger than the battery in the iPhone® 6” (Blackberry, n.d.b). 

 

The Classic is reminiscent of BlackBerry’s first smartphones, 

designed for true BlackBerry loyalists. Introduced in 2014, “the 

BlackBerry Classic represents a definite upgrade. It features an 

excellent keyboard with a sturdy feel, robust security, and an 

appealing and familiar design for BlackBerry diehards” 

(Blackberry, n.d.c).  

 

Source: 
http://us.blackberry.com/smartphones/blackberr
y-passport/overview.html 

Source: 
http://us.blackberry.com/smartp
hones/blackberry-
classic/overview.html 
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The Leap is one of the few BlackBerry smartphones without the brand’s familiar 

QWERTY keyboard. It claims to be the “Best-in-class BlackBerry 

Keyboard: Type fast and accurately on a touchscreen keyboard that 

learns how you write. The BlackBerry® Keyboard provides an 

effortless typing experience with personalized next-word suggestions, 

which you can simply flick into your messages. Refuse to be bound by 

the mistakes and missteps that can hold you back” (BlackBerry, n.d.d). 

Clearly, BlackBerry is attempting to compete with other touchscreen 

smartphones with this product introduced in 2015. 

 

The P’9983 “Porsche Design” features a “unique BlackBerry® 

Keyboard that provides the very best typing experience. 

Personalized auto correction and next word suggestion help you 

type faster and more accurately. This superior keyboard also 

has specially crafted glass-like keys with the durability of rigid 

synthetic material, and a special 3D effect with silver font 

characters” (Blackberry, n.d.e).  

 

Clearly, one of BlackBerry’s more upscale devices, the P’9983 

targets the high end market. “The silver and black blend 

obviously looks the business, and will find a nice home in the breast pocket of your Savile 

Row suit. ~ Jeff Parson, T3” (Blackberry, n.d.e). 

 

Source: 
http://us.blackberry.com/smar
tphones/blackberry-
leap/overview.html 

Source: 
http://us.blackberry.com/smartphone
s/blackberry-p9983/overview.html 
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The Z30 was one of BlackBerry’s very first smartphones 

without the classic QWERTY keyboard. Enhanced audio 

capabilities are highlighted as a major competitive feature. 

“Collaborate like you’re in the same room thanks to advanced 

audio technology on the BlackBerry® Z30 smartphone. Chat 

face-to-face with BBM® Video2, and even share what’s on your 

screen. The BlackBerry Z30 comes with a stunning 5" display 

and BlackBerry Natural Sound technology, delivering vivid 

screen detail and realistic sound quality to your BBM Video 

conversations” (BlackBerry, n.d.f). 

 

The P’9982 “Porsche Design” is another upscale product offering 

borrowing from the Porsche brand image. It claims to be a 

“uniquely designed and expertly crafted device designed by 

Porsche and BlackBerry®, made from the finest quality stainless 

steel, with a satin finish complemented by a hand-wrapped, Italian 

leather back door. The iconic design is elegantly carried through 

to the intuitive BlackBerry 10 OS, with a custom home screen, 

clock, ringtone and auto signature” (BlackBerry, n.d.g). 

 

It also features the touchscreen-only design, claiming you can 

“type faster and more accurately on a touch screen keyboard that learns how you write. 

The BlackBerry® Keyboard provides an effortless typing experience with personalized 

next-word suggestions, which you can simply flick into your messages” (BlackBerry, 

n.d.g). 

Source: 
http://us.blackberry.com/smartphon
es/blackberry-z30/overview.html 

Source: 
http://us.blackberry.com/smartph
ones/blackberry-
p9982/overview.html 
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“Two and a half years ago when 

BlackBerry 10 (operating system) 

was first released, the Z10 and 

the Q10 were the first two phones 

released. Today they are still the 

two most used BlackBerry 10 

phones, combining for 56.5% of 

users. Just under half (47.6%) of 

BlackBerry 10 users have a 

physical keyboard on their 

phones” (Ebscer News, 2015). 

 

Prices are wide ranging among the different BlackBerry models. The PRIV is retailing for 

$699, while the Z30 is available for as little as $200. The Porsche Design models are 

priced from $1,200 up to as much as $48,000. 

 

Accessories: BlackBerry offers a full line of accessories for all of its devices. Customers 

can purchase audio accessories, cases, batteries and chargers. 

Source http://news.ebscer.com/category/statistics/ 

http://news.ebscer.com/wp-content/uploads/2015/10/Sept2015Devices.png
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Source http://blogs.blackberry.com/2015/05/accessorize-your-blackberry-with-a-value-bundle-now-available/ 

 

Apps: BlackBerry provides business and 

productivity apps from BlackBerry World, 

Android apps and games from the Amazon 

Appstore, as well as Enterprise apps and 

solutions. 

 

 

Enterprise Solutions and Services 
 

“BlackBerry lost the consumer [handset] market a while ago, and now are almost 

exclusively an enterprise player, said Roberta Cozza, a research director at the industry 

analyst Gartner” (as cited in Everington, 2016). 

Source http://blackberryrocks.com/2014/01/22/6-cool-apps-for-
your-bb10-devices/ 
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“Security, reliability, productivity 

and collaboration are hallmark 

strengths of the brand’s 

platform and are instrumental to 

their success in the enterprise 

market” (BlackBerry Limited, 

2016). 

 

Blackberry will continue to 

strengthen this positioning, and focus on “regulated industries that rely on stringent 

security needs, as well as on the government market” (BlackBerry Limited, 2016). 

 

BlackBerry Technology Solutions (BTS) 
 

“The BTS business is comprised of five units: QNX, Certicom, Paratek, the BlackBerry 

IoT Platform, and Intellectual Property and Patent Licensing (“IPPL”). The BTS unit was 

created to position BlackBerry’s technology licensing businesses together under one 

leadership umbrella with a view to creating new revenue streams and enhancing value 

from the company’s technology” (BlackBerry Limited, 2016). 

 

 

 

Source http://crackberry.com/sites/crackberry.com/files/u10880/BES_Message_Flow.jpg 
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Messaging 
 

“In fiscal 2016, the brand expanded its focus and 

footprint in the messaging business with the 

acquisition of AtHoc, a secure, networked crisis 

communications solutions market leader. The 

acquisition of AtHoc enhances the company’s mission to provide secure communication 

solutions and complements the brand’s enterprise portfolio of cross-platform solutions 

and trusted global network to enable new capabilities for safety, security and mission-

critical business communications. BlackBerry has expanded the features and functionality 

of BBM through platform enhancements and innovative services. The company 

monetizes the BBM platform through in-app advertising, a virtual goods store, and the 

subscription-based BBM Protected offering for secure enterprise messaging” (BlackBerry 

Limited, 2016). 

 

Revenue 

 

BlackBerry “primarily generates revenue from the sale of smartphones and enterprise 

software and services. They also generate revenue from the embedded market through 

licensing QNX software products and providing professional services to support 

customers in developing their products. More is generated from its secure messaging 

products and services sold by AtHoc, Secusmart and through its BBM service. Finally, 

BlackBerry generates revenue from technology licensing, accessories, non-warranty 

repairs, BlackBerry World and gains and losses on revenue hedge contracts. BlackBerry 
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intends to continue to increase the proportion of its enterprise software and services 

revenues that it generates from subscription-based licensing” (BlackBerry Limited, 2016). 

 

Overall, BlackBerry’s device sales have declined steadily, dropping from 19.9 billion 

dollars in revenue in 2011 to just 3.3 billion in 2015. 

 

Source:  http://www.statista.com/statistics/266240/global-revenue-of-rim-since-2004/ 

 

With much of its hopes riding on the Priv with its Android operating system, BlackBerry 

hasn’t disclosed those sales figures yet. “During its Q4 conference call, BlackBerry 

admitted that its phone sales — it moved just 600,000 units in the last quarter of its fiscal 

year — were well below Wall Street’s 850,000 expectation and the 700K devices it sold 

the previous quarter. While BlackBerry isn’t disclosing how many of those devices were 
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Privs as compared to its other BB10 products, the BB10 operating system is being treated 

as essentially defunct” (Hruska, 2016). 

 

Leadership 

 

BlackBerry’s Executive Team is headed by John Chen, Executive Chairman & Chief 

Executive Officer, who joined the company in November of 2013. Marty Beard is 

BlackBerry’s Chief Operating Officer. 

 

Mark Wilson is BlackBerry’s “Chief Evangelist”. He joined BlackBerry in January of 2014. 

Wilson is “responsible for delivering the BlackBerry message through thought leadership 

and other opportunities that promote the brand. Mark was named by BtoB Magazine as 

one of the Best Marketers from 2009-2011 and 2013. He was also named to the 2013 

FierceCMO list of CMOs to watch” (BlackBerry, n.d.). 

 

In a 2014 AdAge interview, Mark Wilson states, “The No. 1 objective is making BlackBerry 

synonymous with work, and that means professional mobility, enterprise mobility and 

really everything we do in terms of brand, defining our value proposition, defining our go-

to-market tactics and ecosystem support. For people who are choosing a device or mobile 

platform to help them be productive and efficient -- while at the same time protecting their 

security and privacy -- we want them to choose Blackberry” (Maddox, 2014). 
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Brand Positioning & Associations 

 

Business to Business Market 

 

BlackBerry remains in a good position with businesses and organizations who need top-

notch privacy and security. While the growth of “bring-your-own-device” practices has 

caused the device business to decline, BlackBerry’s software remains as the requirement 

for these devices.  

 

“The new goal, BlackBerry Chief Operating Officer Marty Beard said in an interview, is to 

“innovate around the reality” of smartphone users who prefer non-BlackBerry phones. 

“There’s a perception in the industry that we only support BlackBerry devices,” Beard 

said, but noted, “our software business has gone totally multi-[operating system].” (as 

cited in Randranath, 2015). 

 

“To compensate for falling hardware sales, BlackBerry has redirected its focus from the 

devices themselves to software and services, including those aimed at federal customers” 

(Ravindranath, 2015). 

 

The contract portion of the company’s business has not been unaffected. “In 2011, 

BlackBerry’s federal contracts peaked at more than $90 million — by 2014, they had 

shrunk to about $40 million. This shift is due in part to bring-your-own-device policies at 

the department level — even the Defense Department has approved BlackBerry’s secure 

application for iOS and Android devices” (Ravindranath, 2015). 
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Positioning Statement 

 

BlackBerry’s Positioning Statement is:  

 

 

 

 

 

Nice, however, consumers don’t seem to agree. 

 

Secondary Associations 
 

BlackBerry currently has two smartphone models co-branded with Porsche Design, 

although experts question the benefits 

of the association. “Porsche has been 

slapping its name on BlackBerry 

handsets for 10 years now. The further 

the brand falls, the more it’s probably 

willing to pay for the affiliation. And if 

nobody buys them, no one will notice” 

(Stock, 2014). 

Source: http://irlenz.com/2016/01/04/%D8%B9%DA%A9%D8%B3-
blackberry-porsche-design-p9982/ 

To busy mobile professionals who need to always be in the loop, 
Blackberry is a wireless connectivity solution that allows you to stay 
connected to people and resources while on the go more easily and 

reliably than the competing technologies. (Paul, 2015). 
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Key Issues 

 

“We suspect that the Priv accounts for most of BlackBerry’s sales these days, but the 

phone’s high price ($650 as of this writing) makes it a steep ask against other top-end 

devices. The Priv’s hardware specs are perfectly respectable. The problem is, the 

Samsung Galaxy S7 is based on the same hardware with better overall performance, a 

faster GPU and CPU, 4GB of RAM, advanced manufacturing technology, and a much 

better camera — all for $675 unlocked. The Priv’s screen is slightly larger, granted, but 

probably not enough to outweigh the Samsung advantages unless you were already a 

BlackBerry enthusiast or a die-hard lover of physical keyboards. The Priv’s problem isn’t 

that it’s a bad phone — the problem is that it doesn’t give end-users who either have 

never owned a BlackBerry or who moved away from the platform to use other devices an 

intrinsically compelling reason to come back to the fold” (Hruska, 2016). 

 

Competition 

 

BlackBerry has seen “both its global smartphone market share and its share in many 

international markets decline significantly in recent years relative to companies such as 

Apple Inc. (“Apple”) with its iOS ecosystem, and companies that build smartphones based 

on the Android ecosystem, such as Samsung, LG and Lenovo. This decline has been 

due to a variety of factors, including consumer preferences for devices with access to the 

broadest range of applications, such as those available in the iOS and Android platforms, 

and by the BYOD trend in the enterprise market. In fiscal 2016, the Company introduced 
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its own smartphone based on the Android platform, PRIV by BlackBerry, differentiated by 

its slide out touch-enabled physical keyboard and built-in BlackBerry security features to 

enhance the Company’s competitive position” (BlackBerry Limited, 2016). 

 

The biggest competitor to BlackBerry’s new PRIV is 

the Samsung Galaxy S6 Edge smartphone. Points of 

parity include: 

• Android Operating System 
• Screen Resolution 1440 x 2560 
• Light Sensor, Proximity Sensor, Scratch-

resistant glass 
• Camera 16+ megapixel 
• Wireless Charging: Built-in (Qi, Power mat) 
• Multimedia Music Player, Speakers 
• Navigation: Turn-by-turn navigation, Voice 

navigation 
• Connectivity: Bluetooth, Wi-Fi, USB 
• Voice dialing, Voice commands, Voice 

recording 
• U.S. Carrier Availability: AT&T, Verizon, T-

Mobile, Sprint 
 

Points of Difference between the Blackberry PRIV and Samsung Galaxy S6 Edge 

smartphones: 

• BlackBerry has full QWERTY keyboard 
• Samsung has a choice of colors: Black, Gray, Gold 
• Samsung has 5 megapixel front-facing camera vs. Blackberry’s 2 megapixel 
• Samsung has 64 GB built-in storage vs. Blackberry’s 32 GB 
• BlackBerry offers microSD expansion up to 2000 GB 
• BlackBerry notifications include service lights 
• BlackBerry offers additional microphone(s) 
• BlackBerry offers hearing aid compatibility 
• BlackBerry MSRP $699 vs. Samsung MSRP $800 (varies) 
• Samsung also available on U.S. Cellular. 

Source: https://www.androidpit.com/blackberry-priv-vs-
galaxy-s6-edge-comparison 
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As you can see, Blackberry’s PRIV with the Android OS is a decent contender to 

Samsung’s Galaxy S6 Edge. The three differences that stand out as highly positive, 

marketable features are the PRIV’s full QWERTY keyboard slide-out option, its best in 

class privacy and security, and its hearing aid compatibility. But in this case, what’s the 

SAME also really counts: an Android OS. 

 

An Android site review of the new PRIV asks: “Who knew that we'd get to 2015 and one 

of the more capable manufacturers of Android phones would be BlackBerry? There's little 

about this phone we don't like. It's a great all around device, and directly competes with 

the current top of the line Android phones. It's a serious phone for serious people, but it's 

also a whole lot of fun and built to be entertaining” (Holly, 2015).  

 

Many product changes have been made over these years, however, BlackBerry has 

retained its own operating system software…until now. The recently introduced PRIV is 

the first BlackBerry device with an Android operating system, the lack of which many 

believe has held BlackBerry back for a long time. 

 

Best known for its privacy and security, BlackBerry is attempting to capitalize on its 

strengths with the PRIV. A growing concern among consumers, privacy and security are 

a positive point of difference that provides a stand from which to launch new marketing 

strategies. 

BlackBerry also offers enterprise solutions, and continues to provide software to 

corporations and organizations to securely manage apps and files, mobilize business 

processes, provide secure voice and messaging, and enable mass crisis communications. 
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According to BlackBerry’s most recent corporate report, the following strategic objectives 

are important to its success in all areas: 

• “Seeking strategic alliances and relationships, 
• Targeted acquisition and investment strategy, 
• Expanding distribution, 
• Achieving best in class operational metrics, 
• Continuing to invest in highly qualified personnel”. 

(BlackBerry Limited, 2016). 

With careful analysis and strategic planning, the BlackBerry brand may yet be able to 

make a comeback in the mobile industry. 
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Brand Exploratory 

 

An exploratory of the BlackBerry brand will identify consumer perceptions, and be a guide 

to necessary changes in strategy. BlackBerry’s brand has been on the decline for several 

years, and attempts to revitalize it have only just kept it alive. “In 2009, Blackberry was 

named the fastest growing company by Fortune magazine. Four years later, it has less 

than 3% of the market” (Di Somma, 2013). In 2015, BlackBerry made some bold moves 

in an attempt to regain market share. 

 

“The average lifespan of a brand has declined rapidly in recent decades, so this situation 

is one that every brand will likely face at some point. The brands that will fight their way 

back are those that put their customers before their egos, admit things are not working 

and look for the opportunities to re-engage. The brands that will disappear will be those 

that carry on doing what they are comfortable with in the mistaken belief that somehow 

the market will change its mind, or those that chase a rabbit down a hole in the belief that 

the bunny is big enough for everyone. The good news for Blackberry is they saw, and 

called, the wrong chase. Will that be enough to get them out of the hole? Time, and 

returns, will tell” (Di Somma, 2015). 

 

Consumer Perceptions 

 

BlackBerry’s consumer perceptions reached an all-time low in 2013 according to 

measurements by BrandIndex, “suggesting that the smartphone maker is still struggling 

to maintain its market share” (Marzilli, 2014). 
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Research 
 

“In a market where Android, Apple and Windows Phone platforms dominate, BlackBerry 

has been losing confidence among consumers. The BrandIndex Recommend score, 

which tracks if consumers would recommend a brand to a friend, reached an all-time low 

in 2014. The peak was in 2008 to 2009, when scores were in the 20-30 range out of a 

score of -100-100. Now scores are in the negative -5 to 0 range” (Marzilli, 2014). 

 

 

Source http://www.forbes.com/sites/brandindex/2014/06/23/blackberry-reaches-customer-lows-amid-
ceos-positive-hopes/#3c4d6cefb122 

 

 

“BlackBerry’s perception as a brand that offers good value products for their price tag has 

also eroded over the past few years. BrandIndex Value scores, calculated by asking 
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consumers if they thought Blackberry products offered good value for money, have also 

tumbled to their lowest point since 2007. Whereas Value ranged from 10-20 out of a -

100-100 score range, the metric is currently below the -5 range” (Marzilli, 2014). 

 

Source http://www.forbes.com/sites/brandindex/2014/06/23/blackberry-reaches-customer-lows-amid-
ceos-positive-hopes/#3c4d6cefb122 

 

“Purchase Consideration scores for BlackBerry, which ask consumers if they would 

consider buying a BlackBerry next time they are in the market, have not quite reached 

the all-time low of 4% in November 2013, out of a possible 0%-100%, but remain below 

pre-2013 levels of 7%-9%, with scores currently in the 4%-5% range” (Marzilli, 2014). 

 

Primary research conducted online via class discussion and an anonymous survey via 

social media revealed the following consumer perceptions about the BlackBerry brand: 
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• Positive elements: Business/work communications, privacy & security, durability, 

ease of use, QWERTY keyboard. 

• Negative elements: Outdated, unpopular, limits apps, user interface, confusing to 

use. 

• Reasons not to purchase: loyal to Apple, happy with Samsung, limited apps, 

dislike the user interface. 

 

 

Interesting to note is the strong consumer loyalty to Apple. Respondents mentioned the 

words ‘loyal’ and ‘love’ when mentioning Apple, while Samsung users seem to be less 

attached, but ‘happy’ or ‘content’ with their phones. Apple users also mentioned 

integration of devices, e.g., everything they own is Apple (it’s all compatible). 

 

In 2015, BlackBerry introduced a new smartphone in an effort to respond to the negatives 

consumers perceived about its devices… The BlackBerry PRIV.  

 

The PRIV offers all the positive elements that BlackBerry is known for: 

• Business/Work Communications 

Po
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• Privacy & Security 

• Durability 

• Easy to use 

• QWERTY Keyboard (in addition to 

touch screen) 

 

The PRIV also addresses the negatives: 

• Android Operating System 

• Plenty of apps 

• Familiar, easy to use interface 

 

When asked if they would consider purchasing a PRIV, survey respondents indicated: 

• 28.58% were either Very or Somewhat Likely to consider it 

• 71.43% were Not Likely to consider it 

 
Source: April 2016 Survey Monkey survey by J. Carpenter conducted via Facebook and LinkedIn. 

Would you consider purchasing a BlackBerry 
PRIV?

Very Likely Somewhat Likely – Not Likely

Source http://www.pocket-lint.com/review/135810-blackberry-priv-
review-a-sweet-blackberry-and-android-pie 
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Analysis 

 

Consumer data indicates that although BlackBerry is perceived as having many positive 

features, the negatives outweigh them. Brand loyalty to Apple and Samsung is also cited 

as a reason not to switch. Consumers are happy with what they have. 

 

The new BlackBerry PRIV has been designed to address the negatives, retain the 

positives, and beat the competition with its key strength: privacy and security. Its image 

of being a “tool, not a toy” is a strong point of difference. 

 

In spite of these efforts, customer loyalty to the competition remains an issue that stands 

in the way of BlackBerry’s success. The brand has lost a lot of ground, and it may be 

difficult to regain much of the market. 

 

Source: https://remarkableleader.wordpress.com/2013/07/11/what-does-brand-loyalty-really-mean-part-1-of-2/ 
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Target Markets 

 

 

BlackBerry’s primary target market has evolved 

to more of a B2B as a result of its declining 

popularity with consumers. Known for its 

business communications strengths, network 

privacy and security, BlackBerry is popular with 

government agencies and corporations. 

 

“BlackBerry says it’s targeting “productivity-driven mobile professionals,” who still care 

about using their device as a phone, want to be able to securely link to their corporate 

email accounts, and value getting work done over playing games” (Oliveira, 2014). 

 

While BlackBerry continues to market itself to the business market, I think it still hopes to 

regain popularity with consumers. The new PRIV featuring an Android OS speaks 

volumes. This drastic move on BlackBerry’s part is in answer to consumer preferences. 

Business customers are not in the market for apps. 

 

Source http://bizblog.blackberry.com/2014/07/top-
requirements-app-dev/ 
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“It's bittersweet news for die-hard BlackBerry fans, a 

shrinking, but fiercely loyal group. Yes, BlackBerry will 

continue to exist, but won't offer any phones running on 

its own BlackBerry 10 software. Still, future Android 

BlackBerry devices means more choice besides the 

usual mix of Samsung, LG or HTC Android phones. As 

for the BlackBerry 10 software, the company is focused on getting national security 

certification for it so the devices can be used in certain government and corporate 

projects” (Cheng, 2016). 

 

Clearly, BlackBerry is targeting both B2C and B2B target markets. Its consumer target 

market is ‘busy mobile professionals’, and its business target market is ‘government and 

corporate’. Either way, the target is those most interested in privacy and security. 

 

Primary research indicates the two major competitors are Apple and Samsung. These 

are the two most popular smartphone companies in the U.S. today. 

 

Apple’s strengths in the smartphone arena are its quality technology, and customer 

loyalty, according to primary research. The following strengths and weaknesses are 

identified in a 2016 SWOT Analysis of Apple by John Dudovskiy, Dissertation Adviser at 

Research Methodology. 

Source http://crackberry.com/att-blackberry-bold-
9900-pricing-and-release-date 

http://research-methodology.net/apple-swot-analysis/
http://research-methodology.net/about-us/
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(Dudovskiy, 2016) 

 

Samsung’s customers seem happy enough but not nearly as loyal as Apple’s according 

to my primary research. The SWOT Analysis by Dudovskiy for Samsung in 2015 identifies 

the following strengths and weaknesses: 

 

(Dudovskiy, 2015) 

 

Apple Strengths

• Market leadership for a range 
of products and services

• Strong brand image
• Financial strength
• Sophisticated supply-chain 

infrastructure
• High profit margin

Apple Weaknesses

• Higher prices than competition
• Occasional technical issues 

related to product functionality
• Incompatibility of Apple 

products and services with 
other products and services

• Narrow product range
• No major improvements in 

latest product versions

Samsung Strengths

• Leadership in visual 
display market segment

• Strong patent portfolio
• High brand value
• Global leadership across 

all mobile and 
smartphone markets

Samsung Weaknesses

• Absence of own OS and 
software

• Low profit margin
• Extensive product 

portfolio
• Competitive advantage 

hard to sustain

http://research-methodology.net/samsung-swot-analysis/
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According to Dudovskiy, “the absence of Samsung’s own OS and software has negative 

implications on the level of consumer loyalty” (Dudovskiy, 2016). Customers aren’t loyal 

but they also aren’t trapped. 

 

Recommendations 

 

BlackBerry is a brand that is challenged by its history and financial state. 

Recommendations take this into consideration, putting the brand’s best assets to work in 

a budget-conscious, practical, yet powerful strategy. 

The overall objective is to generate new interest in the brand with some smart, new 

marketing campaigns that present its devices in a new light. Following is a recommended 

campaign strategy. 

Theme: “Because I…” 

The campaign theme will highlight why existing users choose BlackBerry devices. Short, 

memorable statements will be featured, such as: 

• “Because I work” 

• “Because I play” 

• “Because I want privacy” 

• “Because I want security” 

• “Because I want accuracy” 

• “Because I want quality” 

“Social media has revolutionized the way online users communicate with each other, with 

short, concise statements trumping longer forms of content” (Rampton, 2015). 
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In addition, content marketing data shows that the average U.S. citizen consumes 

100,500 digital words per day, so keeping messages short and attention-getting is 

imperative to success. 

 

Source: http://blog.visme.co/storytelling-content-marketing/ 

The storytelling approach of this campaign will appeal to consumer preferences for a 

‘story’ vs. an ad, and use images which are processed 60 times faster than words. 

Video 

An around the world interview-style video with brief clips of actual BlackBerry device users 

presenting their “because I…” reason will be produced for this campaign. 
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“Micro-video apps shorten videos to less than ten seconds, making them ideal for sharing 

on sites like Twitter and Instagram. In this format, customers can quickly view a message 

as they scroll through their social media feeds. Brands can quickly send a message that 

will be seen by a larger audience, especially on Vine and Facebook, where they 

automatically play as a user scrolls past” (Rampton, 2015). 

“Animoto's annual “Online and Social Video Marketing Study” shows that video marketing 

is growing and that consumers prefer to learn about products through video. The study 

also illustrates how video marketing plays a pivotal role in the acquisition of new 

customers, as well as helps brands engage with existing ones. The study says that four 

times as many consumers would rather watch a video about a product than read about it. 

And doing so helps them retain information about that product. Only 14% of the 1,051 

U.S. consumers surveyed could remember the last display ad they saw, while 80% could 

recall the video ads they watched online the week prior” (Corselli, 2015).   

“Video marketing is so powerful, it can enhance a brand's chances of connecting with 

consumers via email marketing and social media engagement” (Corselli, 2015).   

Social Media 

The video (as well as static ads) will be used on Facebook, Twitter, Instagram, YouTube, 

Vine, LinkedIn, Google+, etc. Hashtags used will be: #blackberry #because. 

“Eighty-four percent of consumers say they've liked a company video that has appeared 

in their newsfeed” (Corselli, 2015). 

Educate Campaign 

http://www.dmnews.com/video-puts-marketing-in-motion/article/399053/


J. CARPENTER | BLACKBERRY BRAND AUDIT | JOANN@JCARPENTER.BIZ 45 

A campaign focused on educating the general public about the privacy and security 

issues mobile device users face will also be used. 

“Effective content marketing programs incorporate very robust consumer education 

strategies. It’s one of the ways of connecting with the audience, building a brand, and 

ensuring the business has a competitive advantage rather than just creating more content” 

(Cordray, 2015). 

Infographics 

Infographics will be developed to make it easy for consumers to understand the statistics 

on mobile device privacy and security problems. Statistics will be gathered and used to 

show why users should be concerned. 

“’Infographics’ are an efficient way of combining the best of text, images and design to 

represent complex data that tells a story that begs to be shared” (Bullas, 2012). 
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Source: http://www.jeffbullas.com/2012/03/07/9-awesome-reasons-to-use-infographics-in-your-content-marketing/ 

Blog 

A blog will be created for this campaign to provide a venue for articles, reports, statistics 

and infographics to be posted. 

“The first benefit of blogging? It helps drive new traffic to your website and works closely 

with search engines and social media to do that” (Wainwright, 2015). 
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Source: http://blog.hubspot.com/marketing/the-benefits-of-business-blogging-ht 

“If prospects find answers to their common questions via blog posts written by people at 

your company, they're much more likely to come into the sales process trusting what you 

have to say because you've helped them in the past -- even before they were interested 

in purchasing anything from you. Prospects that have been reading your blog posts will 

typically enter the sales process more educated on your place in the market, your industry, 

and what you have to offer. That makes for a far more productive sales conversation than 

one held between two relative strangers” (Wainwright, 2015). 

 

SEO 

Search engine optimization will be used to drive consumer traffic to the blog for this 

campaign.  

http://blog.hubspot.com/marketing/the-benefits-of-business-blogging-ht


J. CARPENTER | BLACKBERRY BRAND AUDIT | JOANN@JCARPENTER.BIZ 48 

“That blog post is now ranking in search engines. That means for days, weeks, months, 

and years to come, you can continue to get traffic and leads from that blog post. So while 

it may feel like day one or bust, in reality, blogging acts more like this” (Wainwright, 2015): 

 

Source: http://blog.hubspot.com/marketing/the-benefits-of-business-blogging-ht 

 

Participation Marketing 

Social media channels will feature posts, infographics and articles shared from the blog 

by followers and subscribers. 

“Participation Marketing has affected many brands’ overall digital strategies in recent 

history. This idea calls attention to the amount that individuals engage with social media 

content each day, and how much they enjoy doing so. By employing a Participation 

Marketing strategy, brands can capitalize on this by inspiring their audiences to share 
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more high quality content that can be featured alongside existing marketing efforts, and 

ultimately enable consumers to become advocates for the brand (Coppinger, 2016). 

Fan Club Contest 

Existing users can submit video testimonials about BlackBerry to enter a contest to win a 

FREE BlackBerry device of their choice. All entries meeting established criteria (i.e. 

promotes the brand in an acceptable way) will receive a FREE BlackBerry t-shirt. 

 

Source: http://crackberry.com/re-introducing-blackberry-choice-t-shirt 

These video entries can be used as content across all social media channels, blogs and 

websites. “Fifty-six percent of consumers say customer testimonials are helpful when 

purchasing a product/service” (Corselli, 2015). 
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In addition, user-generated content (UGC) is proven to be more effective in influencing 

purchasing decisions than brand-generated marketing: 

 

Source: https://www.offerpop.com/resources/blog/why-you-should-care-about-visual-ugc-infographic/ 

 

Mobile Ads 

Campaigns should also be linked from targeted mobile ads. “Mobile is growing faster than 

all other digital advertising formats in the US, as advertisers begin allocating dollars to 

catch the eyes of a growing class of "mobile-first" users” (Hoelzel, 2015). 
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Source: http://www.businessinsider.com/mobile-is-growing-faster-than-all-other-ad-formats-2014-10 

“Display and video will be the fastest-growing mobile ad formats as digital ad dollars 
quickly shift from desktop to mobile, and ad products improve. US mobile display and 
mobile video ad revenues will grow at an astonishing CAGR of 96% and 73%, 
respectively, between 2013 and 2018” (Hoelzel, 2015). 
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Conclusion 

 

The BlackBerry brand has an uphill battle 

in its fight for regaining any market share 

against Apple and Samsung. The 

problem is that it lost its place in the 

market a long time ago. Changing 

consumer perception of the brand now 

will be a long, slow process, and is 

largely dependent on just how long the 

brand can hold on. 

Beefing up its B2B market is a smart move financially, and hopefully enough to keep 

BlackBerry afloat.  

Meanwhile, increased use of user-generated content, social media, video marketing and 

mobile advertising is recommended to gain back BlackBerry’s B2C market share.  

It’s going to take some major work, but I believe it’s still possible. 

 

  

Source http://www.quotehd.com/quotes/words/too%20little/2_25 
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