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 1. INTRODUCTION
In this 21st century, the business industries have marked phenomenal growth (der Ernst, 2014). Consumers are the key to any business, the companies focus on improving customer satisfaction by adopting various policies, and techniques and the companies concentrate on providing better services to the consumers (Konečnik Ruzzier, Ruzzier and Hisrich, 2014). Most of the existing companies are using a combination of different communication channels to retain consumers (salesforce, 2022). The UK economy is a growing economy with a large number of potential customers (Ivypanda, 2019), 
2. COMMUNICATION MODEL
Communication can be defined as the process of sending or receiving information that may occur between persons or between groups of people (Evans, 2021). 
Figure 1: Shannon and Weaver’s communication model
[image: Shannon and Weaver Model of Communication]
Source: communicationtheory.org
The sender is the one who sends the information or message that needed to be communicated, the transmission process begins with identifying the message to send, whom to send the message and which channel to be used to transmit the message, the desired message is converted into signals using a transmitter the process is known as encoding, i.e., the messages are converted either into binary codes or radio waves, and the encoded messages are transmitted to the receiver using a medium, such as internet, electrical wires, and cables. Then these messages send in form of binary digits or radio waves are decoded into a format that can be understood by a receiver the process is called decoding (Drew, 2022). In a communication process, a receiver is identified as the end point of a communication channel, over here, the message is received by the receiver. Feedback is recognized as the last, and final stage of a communication process, which is send by the receiver to the sender after message reception. Noise can be recognized as the disruptions that may occur in the communication channel which will affect the message understanding, noise can be internal or external (Drew, 2022). 
Through advertising the company will be able to increase the product or brand awareness among the customers (Commsights, 2019), there are different methods available for advertising such as, 

Figure 2: Modes of advertising
[image: Integrated Marketing Communications - Rave Communications]
Source: Commsights.com
  2.1. Public relations 
The public relation strategy is an idea of maintaining and establishing goodwill, and reputation for a product among its customers, efficient PR strategies increases reliability, and loyalty towards a particular product (Trizcom, 2019). Advertisements in newspapers, magazines, and other press releases serve as the best PR strategies (business Queensland, 2019).  The Samsung S20 advertisement through social media brand ambassadors and company websites was used as a PR strategy (Shastri, 2022).
 
   2.2. Social media 
Social media advertising is gaining more popularity in this century, it is getting highly effective due to its quick result and low expenses, and can also be attributed to the increased number of smartphone users (Sprinklr, 2022). Therefore for promoting S20 the company was highly concentrated on online platforms and social media (Shastri, 2022).
    2.3. Digital marketing
In digital marketing digital channels are used to market products to consumers. Digital marketing can be done through social media platforms, websites, and mobile devices. It is mostly done through websites (Barone et al., 2022). For Samsung the company has been using direct digital marketing strategies such as campaigns (Samsung, 2014). 
    2.4. Traditional marketing 
Involves all those marketing other than online marketing, traditional marketing methods highly rely on even now on since it has been used and proved effective over the periods (Carmichael, 2019). Samsung Company also makes use of some traditional marketing strategies such as advertisements in newspapers, bill boards, e-mail marketing and so on (Samsung, 2014).
3. INTEGRATED MARKETING COMMUNICATION
Integrated marketing communication can be defined as a method that combines both modern, and traditional advertising channels, it is the method of integrating or incorporating each method for the promotion of the product or services among the target customers (Juneja, 2022).




Figure 3: IMC
[image: Make strategy planning and 360 degree promotion by Jagdishjolly | Fiverr]
Source: medium.com
Samsung is a fast-growing manufacturer of electronic products from South Korea which is in operation since 1938 focusing on the production and development of digital devices, appliances, memory chips, semiconductors, and so on (Bondarenko, 2019). 


    3.1. Marketing strategies for Samsung S20
Several marketing strategies have been used by the company to attract customers to the product which include the brand ambassador strategy, Social media advertising through social media, digital advertising through the company website, and so on (Shastri, 2022), the company emphasizes product differentiation and targeting fastest growing economies (GBR, 2021). For the Samsung S20 series the company was targeting business professionals by facilitating or providing features like AI facilitated camera and live sharing technology combined with 5G facilities which would enable no-time connectivity and fast data transfer (supportapple, 2022), both direct and indirect methods have been used by the company to promote its products, most of the strategies are focused on a large scale, and direct or personal promotion strategies are not very popular in the case of Samsung (Bohotala, 2019). Like any other Samsung product for Samsung S20 the company followed a strategy of reaching the public domain through a brand ambassador strategy, for instance, the famous k-pop idol group BTS signed ad brand ambassadors for the S20+ series which lifted the brand image in the UK (Samsung, 2022).
4. BRANDING AND BRAND EQUITY  
Branding can be identified as a measure to create a positive impression on the customers about the services and products provided by the company (Oberlo, 2022). For Samsung, the branding is based on elements such as innovation, world-class design, the latest technology, and so on (Samsung, 2022).
Whereas, according to Hayes et al., (2021), Brand equity can be defined as the value or premium generated by the company from a product or service which have an identity or an identifiable name from similar equivalent products. For Samsung, the brand equity is highly dependent on the latest technologies and fast innovations such as the company launching S21 soon after launching S20 (Rayome, 2021).
5.  KELLER’S BRAND EQUITY MODEL 
Keller’s brand equity model intends that to develop a brand it is essential to incorporate the experience of the customers, thereby building a positive perception about the product among the customers, it focuses on developing loyalty among the customers when the customers will be able to relate to the brand the retention rate will increase and people will recommend it to others thereby the revenue and profit of the company will increase (Jofre, Farjam and Hongyi, 2015). In this model, identity is the base, and relationship is considered at the top level since it is important to build an effective relationship. 
Figure 4: CBBE Model
[image: What Is Customer-Based Brand Equity? | Qualtrics]
Source: qualtrics.com
 5.1. Brand Identity: brand identity intends to create awareness among the consumers about the product, furthermore, a brand perception about the product is developed at this stage, ensuring that the messages are effectively perceived by the customers (mindtools, 2018). Considering the case of Samsung S20 in the UK the company is targeting its customers by proposing an idea of equipping the users to overcome the barriers of work through human innovations, it intends that by using Samsung S20 the customers will be able to do what they think they can’t, by offering fast and live connectivity thereby it also develops a sense of belongingness among its customers (Samsung, 2022). For instance, the company is inviting the people to be a part of a large community and offering its lifestyle, it also provides a sense of belongingness and inclusivity for people by being part of a large community which means that Samsung phones are recognized as one of the fastest selling phones in the world by comparing with its tough competitors like Apple, Xiaomi, Oppo (Counterpoint, 2022).
 5.2. Brand Meaning: this involves communicating and identifying the brand with the consumers, at this stage the loyalty of the customers is developed (mindtools, 2022). Beyond the price and quality factors, the brand meaning depends on performance and imaginary factors (Hawker, 2019). For Samsung, considering the performance factors, iPhone is recognized as the phone with quality cameras but with the launch of the Samsung S20+ the company is offering a better camera experience that can compete with the iPhone cameras, the Samsung phones are highly user-friendly, it provides a customer personalization or customization facility which is not provided by other companies, Samsung phones can ensure lasting battery life, the phones are also offering fast charging and wireless charging facilities which are even not available for the tight competitors such as Apple (Jalan, 2022). Whereas considering the Imagery factors the Samsung phones are the largest selling phones in the world (Counterpoint, 2022), therefore, by using the product people will be able to develop a sense of inclusivity and resemblances with the lifestyle of their role models in their life, For instance, in the case of Samsung S20+ phones it is advertised as a product which is suggested by their favourite idols,  the world-recognized artists like ‘BTS’ are the brand ambassadors of the product by which the people see these idols as the face of the brand, the Samsung company is in the market for a very long period, therefore, the brand loyalty among the customers for the product is very high (IHS, 2020). 
 5.3. Brand Response: brand response refers to the customer’s judgment or feeling toward the product, in general, these judgments are made based on factors such as quality, consideration, credibility, superiority, and so on (mindtools, 2022). By comparing with other popular brands it is identified that superiority, credibility, and consideration are high among the consumers for Samsung products for instance, according to Mathew and Panicker, (2017), the consumers have a high preference for Nokia products as per the quality of products when compared with Samsung, and other phones whereas, the pridefulness or the feeling of status among the consumers for using the Samsung products are very high, more than 70% of the consumers are on the opinion they feel excited and fun by using the products. For Samsung S20, this brand response can be highly connected with the features such as high battery life, 5G network, edge design, and so on (Pocket-lint, 2020).
 5.4. Resonance: resonance refers to establishing an emotional, psychological and deep relation with the consumers, over here, developing a sense of oneness or behavioural loyalty is implicit (mindtools, 2022). The brand loyalty among the consumers of Samsung products is very high this can be attributed to that people often feel a sense of being a part of a large community since Samsung phones are one of the largest selling phones (Mathew and Panicker, 2017). The brand ambassadorship strategy plays an important role in developing this resonance for instance, 

6. KELLERS MODEL- ADVANTAGES AND DISADVANTAGES
6.1. Advantages
•	Keller’s brand equity model enables its users to develop an insight into the wants and demands of the customers and to construct plans and policies accordingly (Creately, 2022).
•	It provides insight into the existing market situation (Creately, 2022).
•	Perception of the company and its product from different perspectives (Creately, 2022).
6.2. Disadvantages
•	Emotional emphasis is high (Qualtrics, 2022).
•	Complexity of understanding emotions is high (Qualtrics, 2022).
•	Probability of taking split decisions is high (Qualtrics, 2022).
•	More emotional or psychological factors based than data based (Qualtrics, 2022).

7. CUSTOMER JOURNEY AND TOUCHPOINTS
A Customer Journey can be defined as the process from the identification of needs to satisfaction of their demands in simple terms a customer journey can be defined as the total of activities from discovering the brand to purchasing the product, and beyond (Questionpro, 2022). The customer journey proceeds through five stages such as

Figure 5: customer journey
[image: Customer Journey: What it is & Examples [Free Template] | QuestionPro]
Source: questionpro.com
Whereas consumer touch points can be defined as the points at which the consumer gets to interact with the brand, the touch points can be through websites, advertisements, employees, or through applications (Lahey, 2021),
Figure 6: Touchpoints
[image: Omnichannel Touchpoints That Win Customers' Hearts]
Source: magnetoblog.com
Any company uses these stages and the journey to gain insight into customer experience (Questionpro, 2022). Over here, the case of Samsung S20 model is analyzed.
7.1. Awareness: Making the consumers aware of the existence of the product is very important to attract consumers to the product (Anderson, 2022). Considering the case of Samsung a variety of digital and social media marketing is adopted by the company to promote its products, a combination of the marketing campaigns along with a marketing agency was used as the main strategy by the company in the UK (Twitter, 2022). For Samsung Galaxy S20 the company was targeting business persons, and IT- business makers, therefore, to increase the awareness of the product among the business persons the company adopted a strategy of the campaign through Twitter which would necessarily catch the attention of business personalities thereby to generate brand awareness among the people (Twitter, 2022). To increase consumer awareness social media and digital marketing networks are used as touch points which include Twitter, Facebook, Instagram, and so on (Twitter, 2022). Furthermore, the company is also using campaigns are an efficient method to generate consumer awareness about the product Twitter, 2022), All these touch points can be considered as touch points before purchase. 
 7.2. Consideration: Consideration mostly involves the promotion of the product in comparison to the competitors. The phone market in the UK is highly competitive with Apple Company being the highest seller of mobile phones since 2018 (Statista, 2022). Therefore it is important for the company to promote the products based on its unique value propositions (Twitter, 2022). For Samsung S20 the product was offering a 5G flagship program along with fully incorporated AI technologies which ensured live connectivity with other people (Samsung, 2020). The 5G flagship program and the AI technologies were unique for Samsung which was not even founded in Apple iPhones (support apple, 2022), which encouraged the customers to stay with Samsung. Therefore during making a purchasing decision the potential consumer will compare the available varieties for which the consumers will use various company websites, product reviews, and so on to find out the distinctive characteristics of the product (Corf man, 1978), therefore, these points act as the touchpoint for the company.
  7.3. Conversion: At this stage, the customers take the decision either to purchase or not (Twitter, 2022). In the UK the Samsung company has a number of outlets and a Samsung experience store is operating in the country through which by calling the particular number the consumers can buy the products without going to the physical store, and along with sales the experience store also serve as a customer care centre in which the customers can report their problems and get solutions, more than ten experience stores are operating in different parts of UK (Samsung, 2022). Along with the product review, features, and quality certain other factors are also such as the service of the company, call centre facilities, and price of the product also serve as the touchpoints for a customer during a purchasing decision. For Samsung, the price of the Samsung phones is considered justifiable to its features and the company is also providing excellent consumer service through its experience stores in the UK (Samsung, 2022) which added to the increased consumer experience and purchasing decision for the product. 
  7.4. Retention: As per different studies it can be identified that retention of customers is more expensive than finding new customers (Twitter, 2022). As per the reports from the UK, the retention rate of Samsung phones is facing an upward trend which can be attributed to the innovations and excellent customer services (Lince, 2017), considering the case of the Samsung S20 the retention rate among the UK customers was low because S21 was launched soon after the launch of S20 with similar features and at a low price (Rayome, 2021). To retain the consumer’s efficient consumer assistance and service are important the company is providing efficient after-sales services that the consumers can access from a single call which reduces their difficulty to visit physical stores and makes the maintenance process simple (Samsung, 2022).
  7.5. Advocacy: it refers to the process of satisfying the customer needs and attracting more customers through them, in simple terms, it can be said that word of mouth publicity (Twitter, 2022). Samsung has used this word-of-mouth marketing strategy, for instance, one of the most retweeted tweets is of Samsung’s ‘Ellen DeGeneres Oscar selfie’ which indirectly promoted the brand and the company (Koh, 2016). For instance, in case of Samsung S20 thorough brand ambassadors with a single tweet, product awareness is reaching beyond boundaries at a very low cost through social media like Twitter, Facebook, and other community networks which attract other consumers to use the product (Koh, 2016), these points serve as consumer touch points after purchases. 
8. CUSTOMER JOURNEY MAP
A customer journey map is a diagrammatic representation of the customer’s interaction with the company from the awareness stage to the advocacy stage, the customer journey map enables the company to identify and evaluate different factors from the customer’s viewpoint, and helps to increase the sales of the company (Mixon, 2022).
Over here, the customer journey map is identified for Samsung S20,
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From the customer Journey map for S20, it can be identified that to provide awareness about new products the company is making use of social media or social networks which is definitely advantageous since social medias can reach number of people with low cost and no time (CG, 2021). For comparing between different available product search engines and websites are used by the customers, service stores or experience stores are playing a fundamental role in determining conversion decision of the consumers (Trotter, 2022), after the purchase the retention of the consumers are depended on the excellence of after sale service (Juneja, 2015), and the satisfied consumers will suggest the brand and the products to their friends and loved ones and thus this cycle again repeats.
Table 1: Customer Journey map
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9. TOTAL ENGAGEMENT MODEL
Customer engagement is an idea to encourage customers to be engaged with the company rather than just encouraging or influencing them to make purchases (Roberts and Alpert, 2010). In this model beyond price, quality, and other factors importance is given to customer experience, brand advertising, value proposition, and cultural elements (Harmeling et al., 2017). The model focuses on establishing a connection between consumers, employees, and organizations to achieve long-term growth. 
Figure 7: customer engagement model
[image: The total engagement model | Download Scientific Diagram]
Source: researchgate.net
From the analysis of Samsung Company in general and S20 in particular in the UK market, it is identified that the marketing strategy, the quality, and the retention of Samsung products are all at a very high level even though Apple Company owns a large share of the smartphone market (Statista, 2022), this can be attributed with the lack of proper planning within the company for instance, Samsung S21 was launched soon after launching S20 which created confusion among the potential buyers resulted in failure to capture the market (Rayome, 2021).
Considering the brand element the consumers should be able to distinguish between competitors not only in terms of logo and brand but also in terms of the unique value propositions of the products. For Samsung, the advertisements are giving more importance to the brand rather than promoting what is the unique feature of a distinguished product or the unique propositions are mostly associated with cameras or other physical features when compared with other competitors which make the potential consumers do extra work to find out what the particular product’s distinctive features (CourseHero, 2022).  For instance, the Samsung S20’s promotion was mostly focused on its physical features such as the camera quality, edge finish, long-lasting battery, and so on (Jalan, 2022), therefore strategies should be made to make potential customers aware of the unique value proposition of the product for Apple products the unique proposition is the ‘high lifestyle’ (Mueller, 2020). Considering the Internal culture at Samsung UK, the employees are getting an opportunity to develop and the employees are getting opportunities to explore different markets and to personally experience what the consumers are needed (Campaign, 2008). Proper implementation of these experiences in developing plans and products will increase the demand for the products that could cater to the needs of the consumers which will enhance the customer’s experience with the company (NECXT, 2022). 
10. CONCLUSION
Samsung Company has been in the field of development, and sales of electronic products from a very early period therefore brand awareness is high among the people, and the company has been maintaining effective coordination and delivery of services to the consumers, which means that each of the elements is working efficiently even though a combined working of all the elements such as organization, internal culture, employees, and delivering of services will enhance the effectiveness and growth of the organization. 
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