Beats Wireless Speaker
Strategic Assessment

Data-Driven Insights from 4,628 Consumer Survey Responses
Presented to: CEO & Marketing Team
Date: June 22,2025

Objective: Strategic launch decision and go-to-market
recommendations
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Agenda: Strategic Decision Framework

TODAY'S DISCUSSION
1 Strategic Recommendation 2 Market Opportunity 3 Competitive Intelligence
Launch decision and rationale Consumer behavior and What we need to know about
upgrade signals rivals
4 Product Strategy 5 Go-to-Market Approach 6 Risk Assessment
Features, pricing, and Channels and marketing Critical unknowns and next
positioning strateqy steps

7 Supporting Data

Key survey insights for reference

Objective: Determine whether Beats should launch a wireless speaker, and if so, define the strategic approach for success.
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Strong Go: Launch $150-250 Wireless Speaker to
Capture Gen Z Upgrade Cycle

RECOMMENDATION: LAUNCH NEW WIRELESS SPEAKER

Three Strategic Rationales: Consumer Demand Signals:

e Market Timing: 71% ownership, active replacement e Clear pain points: battery life, sound quality

e Brand-Audience Fit: 68% are 18-24 years old e Price tolerance: 32% willing to spend $100-300+

e Revenue Opportunity: $150-250 price point addresses e Brand reputation: #1 purchase driver (3.52/5)
pain points

Recommendation Caveat: Based on strong consumer research foundation. Pending competitive intelligence and risk

assessment outlined in this presentation.
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Market Opportunity: 64% Daily Usage with Clear

Appetite for Upgrades

CONSUMER BEHAVIOR INSIGHTS

High Engagement Despite Saturation:

Daily Several Monthly [ Rarely
times
weekly

e 64% use speakers daily/several times weekly
e 84% rate sound quality "Good" or "Excellent"

e 21% likely to purchase new speaker in 12 months

Clear Upgrade Signals:

o Top requests: "Better battery life" and "Better sound quality"

e 53% report lifestyle changes affecting usage

Perfect Demographic Alignment:
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68% aged 18-24 (Gen Z core)
86% aged 18-34 (Gen Z + young millennials)

Male-leaning (55%), inclusive across genders

e Price segments: 32% spend <$50, 35% spend $50-100, 23% spend $100-200
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Competitive Landscape: Critical Intelligence Gaps to
Address

WHAT WE DON'T KNOW (YET)
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Missing Competitive Intelligence: Beats' Known Advantages:

o JBL/Bose/Sonos pricing strategy Brand reputation (#1 purchase driver)

o Feature differentiation & tech advantages

Gen Z brand affinity & cultural relevance

o Distribution partnerships

Apple ecosystem integration potential

e Marketing positioning & acquisition costs

Music industry artist partnerships

Research Framework Required:

Competitive Analysis Needed:
—— Direct Competitors (JBL, Bose, Sonos, Ultimate Ears)
| | Price positioning and margin structure
| ——Key features & technology differentiators
| —— Distribution channels & retail partnerships
| —— Marketing strategies and brand positioning
—— Market Share & Growth Data
—— Customer Loyalty & Switching Patterns

Bottom Line: Strong consumer foundation, but need competitive intelligence before final go/no-go decision.
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Product Strategy: Superior Battery + Sound Quality at
$150-250 Price Point

CONSUMER-VALIDATED PRODUCT STRATEGY

Core Feature Priorities (Survey-Validated): Strategic Price Positioning:

Battery Life

Sound Quality

Connectivity

Durability

<$50 $50-100 [ $100- B 5200+
0 s 3 45 200
o Extended Battery Life - #1 user pain point o $150-250 target based on willingness to pay
e Premium Sound Quality - Beats' core competency e 66% currently spend under $100
e Seamless Connectivity - Bluetooth 5.0+, multi-device e Higherincome ($S75K+) willing for S200+ investment
e Durable & Water-Resistant - Lifestyle-friendly design e Price vs. brand reputation creates moat

Key Question: How does this positioning compare to established competitors?

( Made with GRMIMA )



https://gamma.app/?utm_source=made-with-gamma

Go-to-Market: Digital-First Approach Leveraging
Brand Strength

CONSUMER-INFORMED MARKET STRATEGY

Primary Target:

Gen Z (18-24) + Young Millennials (25-34)
Tech-savvy, music-centric, socially influenced
High engagement with Beats brand ecosystem

Digital-native purchasing behavior

Channel Strategy (Based on Consumer
Preferences):
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Amazon dominance: 66% prefer online retailers
Brand website: Direct-to-consumer opportunity

Department stores: 18% value physical retail

Brand Reputation -

Online Reviews

Marketing Approach:

Advertising

0I 1.I5 II’: 4?5
Leverage brand reputation (top purchase driver - 3.52
vs advertising 2.7)

Influencer partnerships on Gen Z platforms
Online reviews strateqgy - high influence

"Gift-ready" positioning - significant portion receive
speakers as qifts

Open Question: Competitive channel strategies and potential conflicts need analysis.

( Made with GRMIMA )



https://gamma.app/?utm_source=made-with-gamma

Risk Assessment: Key Unknowns & Research

Required Before Launch

CRITICAL QUESTIONS TO ANSWER

Market Risks: Operational Risks:

e Competitor response to Beats e Manufacturing partnerships at
entry? scale?

e Economic conditions affecting e Supply chain dependencies vs.
premium purchases? headphone expertise?

e Shift toward smart speakers vs. e Product development timeline
portable? & launch window?

Specific Research Required:

o Competitive Response Analysis: Pricing/feature reactions
o Manufacturing Feasibility: Partner capacity, component sourcing
e Financial Modeling: Costs, margins, ROl framework

o Brand Impact Assessment: Perception of brand extension

Timeline Impact: These analyses will determine final launch decision and timing.

Strategic Risks:

Speaker launch diluting
headphone brand equity?

Apple/HomePod strategic
priorities?

Quality standards & brand
reputation protection?
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Supporting Data: Key Survey Insights

APPENDIX: SURVEY HIGHLIGHTS

Sample: 4,628 total responses | 3,285 wireless speaker owners analysed

Demographics: Key Market Data:
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o Age:68% (18-24) e Ownership: 71% own speakers
e Income:40% (S75K+) e Usage: 65% daily/weekly
e Gender: 52% Female, 46% Male o Satisfaction: 84% rate sound "Good+"

e Purchase Intent: 21% in 12 months

Purchase Drivers (1-5 scale):

Price: 3.56

Brand Reputation: 3.52

Online Reviews: 3.34

Battery Life: 3.55

Sound Quality: 3.47

Connectivity: 3.53
Price Segments:

e <$550:32%

e $50-100:35%
o $100-200:23%
o $200+:7%

Key Insight: Strong consumer foundation with clear upgrade appetite, but competitive analysis required for final strategic

decision.
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