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The Brand is a South Korean business that also decided to start out even in 1938 as a food store wanting to trade store. In 1969, the entrepreneur also successfully transitioned to the internet-connected Organization (Harbar et al., 2020). Black and white color broadcasting was the initial electronic product generated by the adjudicatory company. One of the world's biggest manufacturing companies in the world right nowadays is Samsung. For its customer base, the Samsung company generally actually creates televisions, cell phones, and memory sticks. The organization is the best on the planet because it produces the best Android phones for its customer base, which makes it an excellent company in the universe (HazratiHavidz and Mahaputra, 2020).
The organization produces the highest, and most trustworthy items with the greatest cellphone cameras, sturdiness, and consistency (Harbar et al., 2020). These are among the most notable features and primary rewards of the entire Samsung electronics. The group's strategic basic principles include adaptation, inclusivity, transparency, brilliance, and economic success. The business used to perform its responsibilities and run its business in accordance with its basic values, and it used to develop different advertising plans in order to succeed and expand in the harsh market. In contrast, the business model of the Samsung Corp is principally concentrated on creating the greatest products and services, which are heavily supported by the trustworthy advertising and marketing (Harbar et al., 2020).
For Samsung company to advertise its new, trying to cut products on the marketplace well before the opponents, marketing techniques are important. so that the organization could easily entice more consumers to the Brand name (Harbar et al., 2020). High total revenue and profitability are the consequence of this. The corporation will have a competitive advantage also from this. Given that Samsung is a producer of cell phones. As a result, the company manufactures a variety of components directly for these cellphones, offering it a pricing method. Furthermore, it permits it to be more adaptive in respect of both the contents of what is created and how it should be produced (HazratiHavidz and Mahaputra, 2020).
Increasing benefits greatly must be a top priority (Al-Surmi, Cao and Duan, 2019). This is so that a government's primary drivers of expansion in terms of overall revenue and profit in a single year are its consumers. Therefore, the company should link its marketing techniques with market requirements and customer requirements. The business should emphasize on a few interactions that would increase customer experience. Samsung provides the most advanced technology that is more adaptive, safe, and trustworthy in its computers, Smartphones, smartwatches, and touch screens as well as its smart advertisement technologies (Al-Surmi, Cao and Duan, 2019). The earlier, Samsung established an extensive partnership network in the commerce innovative technology industry.
In order for the business to effectively give the best answer that aids in improving the processes and features of the businesses and can also increase sales (Al-Surmi, Cao and Duan, 2019). The business should embrace new approaches to addressing and satisfying stakeholders ’ needs, and it should also make the required adjustments to the service and product it provides. With the aim of developing and selling its unique products and building an image of Samsung as a high-quality brand with a premium price, the company's owner has launched a new competitive strategy. The business often chooses to spend in both R&D and new technological developments. Through innovation, the company gains a competitive edge. Samsung places a lot of emphasis on product design and creation (Al-Surmi, Cao and Duan, 2019).
On the other side, by promoting its products and using the greatest advertising approaches, marketing strategies assist in raising awareness of the customer journey (Harbar et al., 2020). It will result in the market's promotion of the goods. to make it simple for clients to discover the products through advertising. More clients will be drawn to Samsung's firm as a result of marketing initiatives. By advertising the product to customers so that they are familiar with Samsung's products, the marketing strategy helps to build customer journey awareness. As a result, the customer's trust will be preserved. The firm can easily keep the customer coming back. The organization is making the marketing activities by taking into consideration to the phone (HazratiHavidz and Mahaputra, 2020). 
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[bookmark: _Toc124188130]2.1 Challenges faced by Samsung in phone marketing
Operating in a crowded and competitive market presents the organisation with numerous difficulties (Farjadian et al., 2019). Globalization, a shifting corporate climate, an increase in digitalization, a rise in brand awareness and competition, the management of reputation and information, and increased customer expectations are just a few of the difficulties. Here is a concise summary of the difficulties Samsung is now experiencing in the marketing activities of mobile phones. 
1. Dynamic environment of business
Another difficulty the corporation faces is changes in the business climate. This is due to the dynamic character of the commercial market for the marketing of phones (Morgan et al., 2018). As a result, the supply and demand for the product might alter in response to shifts in the business market environment. As a result, Samsung is having trouble implementing the changes in its operations successfully. The business market environment's trends and technology are constantly evolving with the times. As a result, the corporation faces a significant hurdle that makes it difficult for Samsung to adopt new technologies and business trends for the marketing of mobile phones. This will result in the company's client proportion declining (Farjadian et al., 2019).
2. Globalization 
The Samsung corporation is initially faced with issues related to globalisation. The introduction of electronics into the company had a huge impact on how the industry was affected by globalisation in the marketing activities of mobile phones (Farjadian et al., 2019). The corporation initially encountered a problem with the global growth of technology. The Samsung company's performance and expansion are impacted by globalisation. It is the most important element that shaped how the business looks now. The corporation was faced with the difficulty of worldwide product differentiation in order to satisfy or address consumer expectations in the global market. Many new technologies have emerged globally, but the Samsung corporation has had difficulty efficiently using them (Morgan et al., 2018).
3. Competition
As a result of the fiercely rising competition in this market. Therefore, Samsung is likewise dealing with a competitiveness issue (Morgan et al., 2018). Additionally, the business has rivals like Apple and Amazon, two companies with solid market reputations that have won the confidence and contentment of their customers. The largest problem the company is currently facing is this one. In order to increase profits and propel the business forward, the organization must uphold a positive reputation in the cutthroat marketplace. There are rival businesses in the market that are always working to raise their values there. In order for the business to continue operating in the market and maintain a positive reputation with its clients (Farjadian et al., 2019).
4. Management of reputation
The management of the company's reputation is another difficulty that the Samsung company faces in the marketing of mobile phones(Farjadian et al., 2019). Building a positive reputation for the business in the cutthroat competition is crucial. so that the business can draw in more clients and have better possibilities for future success and growth. The management of the company's reputation in the business market environment is one of its top priorities. so that the business can effectively compete with its rivals and get a competitive edge in the market. Therefore, the company's wealth in completing its operations and functions of its business may encounter a hurdle (Generowicz et al., 2021).
5. Enhanced digitalization 
Today, the world is becoming more digital. Since every business is going digital, clients will have greater facilities and more shopping possibilities. In its digitalization, Samsung is also up against a task and a problem. The organization struggles to adapt to new procedures and tools due to its lack of a change management strategy, challenging technology and software applications, and personnel that lack the necessary IT skills. Additionally, market demand for digitally delivered goods and services makes it difficult for businesses to properly digitize their internal processes (Generowicz et al., 2021).
6. Expectations of customers 
Customers' expectations for the company's products are growing in the marketplace. Customers anticipate more features in Samsung's phone (Generowicz et al., 2021). According to the passing of time and market trends, client demands are rising. Customers expect the corporation to provide more goods of the highest quality that are also long-lasting, dependable, and reasonably priced. So, this is a problem the corporation is having with its operations on the mobile phones. As a result of the company's inability to consistently meet client expectations, this presents a challenge for the business. The number of customers in the company will decrease if the expectations of the customers are not met. As a result, the business should concentrate on satisfying and meeting client expectations. Prior to this, the business had trouble fully satisfying customer expectations on schedule due to a variety of obstacles (Farjadian et al., 2019).
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To get the results it wants in the market it serves, it will need to develop marketing mix strategies. Will be able to achieve its broad marketing strategy by developing strategies that address the various aspects of each element(HazratiHavidz and Mahaputra, 2020).. The following is an examination of the seven components that make up the marketing mix, along with suggested strategies for each one:
1. Product 
1. sells its goods under five broad categories, each of which functions as its own distinct product line. The company sells all of its products under the brand name.
2. sells a lot of different products, allowing customers to choose the one that best suits their needs(HazratiHavidz and Mahaputra, 2020)..
3. sells highly differentiated products with a variety of features that customers can't get from competitors. As a result, it is thought that its products are unique.
4. It is believed that its products are of higher quality than those of its rivals. As a result, consumers are willing to pay more for these(HazratiHavidz and Mahaputra, 2020)..
2. Product 
1. A competitively based pricing strategy is currently being used to establish the subsequent price level. This is because there are a lot of competitors in the industry, so information about them is easy to get.
2. It also takes costs into account when setting prices for a few products for which competitors' information is unavailable or the production costs are higher, 3. sells its products for more money than its rivals. This is because it has more features, which make up for the high price(HazratiHavidz and Mahaputra, 2020)..
4. It currently employs product bundle pricing, in which products are sold at prices that are lower than the sum of their individual prices.
3. Place
1. uses two marketing channels to sell its products. The first is the online website, where it sells directly to customers. The second is where it sells to wholesalers, who then sell it to various national retailers. These are then sold to its clients(HazratiHavidz and Mahaputra, 2020)..
2. It sells its products at over 500 retailers across the nation. It uses a strong marketing strategy to try to get its products into as many stores as possible. This guarantees that its products are easily accessible to customers in various regions of the nation(Rahimian et al., 2020)..
3. It makes a lot of money online and gets a lot of traffic to its websites. In order to run its online business, has formed partnerships with numerous delivery service providers to ensure prompt delivery(Rahimian et al., 2020)..
4. Promotions
1. It will advertise its products through a variety of media outlets. It makes use of conventional media, such as radio and television advertisements(Rahimian et al., 2020).. This is advantageous because of its extensive reach and capacity to attract a large number of individuals. Due to the increasing use of the internet, it uses online and social media advertising, which is less expensive and advantageous.
2. Due to the high monthly usage of YouTube, Facebook, and Twitter, it advertises on a variety of social media platforms. On these pages, where it frequently uploads content, it has over one hundred thousand likes or customer followers(Rahimian et al., 2020).
3. participates in a variety of trade shows and events throughout the year, participating in various sales promotions.
5. People
1. Its marketing efforts are greatly aided by employees who report to its sales team. These people have been taught how to persuade others, as well as how to treat business clients with respect and take into account their preferences(Rahimian et al., 2020).
2. It employs individuals in its customer service division. In the event that there are any issues with the product, customers contact these individuals, and they assist customers in resolving the issue. They have received training to treat customers with respect and make every effort to resolve customer issues(Rahimian et al., 2020).
3. In order to obtain raw materials, employees collaborate with suppliers. These individuals are crucial to maintaining or improving the product's final quality.
6. Process
1. to ensure that its products are always available in stores, it has installed systems that let stores know when their stock is low. orders its productions to replenish its stock while providing them with additional products(Rahimian et al., 2020). This guarantees that customers will always have access to the products they require.
2. has an online delivery process in which orders are received in the computer system and the appropriate product from inventory is shipped to the delivery service provider based on these orders.
7. Physical Evidence
1. The products are packaged in a distinctive color that makes them easy to spot on retail shelves. These are placed on company-provided special shelves with distinctive color and design. In crowded retail establishments, this makes it simpler for customers to locate such shelves(Rahimian et al., 2020).
2. Customers will be able to view its products in high-quality images taken from a variety of angles on a user-friendly online website.
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The most significant indicator of how well-known a service, good, or brand is in the eyes of consumers is brand awareness (Makrides, Vrontis and Christofi, 2019). Brand recognition is crucial for a business since it enables it to connect with its target market and may quickly expand or increase its marketing outreach. Samsung has a few key options for its marketing strategy to increase brand recognition in the cutthroat market.
1. As a marketing tactic, Samsung can employ media listening to increase brand recognition for  the mobile phones. Providing knowledge on what the target audience expects from the company's brand is crucial. In order for the business or its brand to succeed in a cutthroat market, it should concentrate on building strong relationships with its customers (Makrides, Vrontis and Christofi, 2019). 
2. Samsung may also employ the customer testimonials marketing tactic for the mobile phone. It is a fantastic technique to reach the target audience and efficiently raise brand awareness in the cutthroat market. It will assist the business in building up its reputation as a brand or product in the market. Customer recommendations typically fuel a business's sales (ILYAS et al., 2020). As more people become satisfied with the company's product after hearing about previous success stories, this will bring in more customers.
3. Samsung could increase brand awareness on the social media network as part of another marketing campaign. Almost everyone in this generation regularly uses social media networks. Platforms for social media include Twitter, Facebook, Instagram, and Snapchat (ILYAS et al., 2020). Instagram is the social media site with the biggest impact. It is a sizable market for the business to expand brand awareness in, and it will aid in focusing on the majority of Samsung's audience and clients.
4. The business might utilize the marketing tactic of putting money into a referral system or programme to raise its brand's visibility in the marketplace. A well-established reference programme can readily add significant or long-lasting value to the business and increase brand recognition. Through the company's referral programme, current customers and other company-influenced individuals can easily persuade others to purchase the company's goods (ILYAS et al., 2020). After convincing others to buy or acquire the business's goods, the person is compensated by the business with a commission fee.
5. The company's ability to perform remarketing campaigns of remarketing is its marketing strategy. Samsung's target audience visited the website in January, which is known as paid marketing advertising, but they departed without making a purchase (Makrides, Vrontis and Christofi, 2019). It is the ideal strategy for raising awareness of the Samsung brand. Raising awareness of the Samsung brand among the many people who are already familiar with it is fairly simple.
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Twenty people who responded said that they liked Samsung's smartphone overall. In response to the question "which smartphone do you prefer to buy between iPhone and Samsung?" fifteen of the twenty respondents indicated that they would purchase a Samsung smartphone rather than an iPhone. The Galaxy S series seems to have been Samsung's ultimate attempt to compete with Apple's iPhone in the smartphone market. They took advantage of the shortcomings of their rivals and produced the model with the widest touch screen, highest resolution, fastest processor, and thinnest smartphone on the market(ILYAS et al., 2020).
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Generally speaking, the impression of the respondents towards the cost of Samsung cell phone contrasted with iPhone is great(Becker and Jaakkola, 2020). The average percentage of the respondents' total responses; rated the Samsung smartphone's pricing as favorable. Samsung's current success can be attributed to its strategy of simultaneously introducing innovative new phones and affordable products. This is yet another significant distinction that appears to assist Samsung in achieving its marketing leadership position, the lower pricing strategy(Becker and Jaakkola, 2020)..
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The respondents' overall perception of Samsung smartphone promotion is positive. It would appear that Samsung views promotion as the most significant factor in establishing consumer brand awareness and marketing their smartphone(Becker and Jaakkola, 2020).The analysis of the data reveals that 95 percent of respondents have seen a Samsung smartphone promotion. When asked where they had seen any Samsung advertisements, respondents provided the following responses: While using social media (Facebook) and YouTube, local television, the internet, billboards, in-store magazines, newspapers, and billboards After watching the advertisement, 80% of respondents stated that they could recommend Samsung smartphones to others. It should also be noted that 5% of respondents admitted to purchasing smartphone products as a result of the advertising. The proportion of people who see the advertisement and those who suggest it remains consistent(Becker and Jaakkola, 2020). Perhaps there is also a study on how frequently people accept that they purchase products due to advertising! If this is the case, it demonstrates how effective Samsung product promotion can be.  
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	Strength 
1. One of the strongest patent portfolios among technology companies as a result of extremely high R&D expenditures.
2. Leadership in the industry in most of the markets where the company operates(Becker and Jaakkola, 2020).
3. Reputation and brand recognition
4. enormous budget for marketing and advertising.
	Weakness 
1. Too many models of smartphones.
2. promoting the business as a low-, middle-, and high-end smartphone vendor(Becker and Jaakkola, 2020)..
3. The Android operating system from Google offers little control over the user experience.

	Opportunities 
1. Create a separate brand of low-end smartphones to combat the growth of OPPO and Xiaomi(Becker and Jaakkola, 2020).
2. Over the next ten years, significant expansion is anticipated in the Internet of Things (IoT) market.
3. Enter the expanding market for wireless chipsets(Becker and Jaakkola, 2020)..
	Threats 
1. The fact that Android-based smartphones are becoming a commodity could have an effect on the gross margins of the business.
2. increasing the level of competition in almost all of Samsung's markets(Becker and Jaakkola, 2020)..
3. New patent infractions that result in bad press that hurts the company's reputation.



Customer Journey map 
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Figure 1: Samsung Customer Journey Map
Source:(Rahimian et al., 2020)

[bookmark: _Toc124188138]3. Recommendation
1. Samsung's biggest rival in terms of overall market share for mobile phones. In the same way that technology is always changing, the consumer electronics industry must change in order to continue to thrive(Rahimian et al., 2020)..
2.This is especially true for Samsung, which faces some of the toughest rivals in the market. In order for Samsung to maintain its competitive advantage, there are a number of modifications that I believe it should take into consideration.
3. It stands to reason that the average consumer would be perfectly content to pay a little bit more for a Samsung phone than they would for one made by a less well-known manufacturer. At the moment, Samsung is doing very well in the television market(Rahimian et al., 2020)..
4. Even though they charge a premium, Samsung has always excelled in the television market. They must, however, be wary of Apple's inevitable entry into televisions. Currently, Samsung produces nearly all Apple devices' displays. 
5. They ought to pursue some of the expanding markets more aggressively, such as medical technology, wearable technology, and virtual reality technology. Hopefully, Samsung's realization that a business cannot survive solely on its brand name and the decline in sales that followed the release of the iPhone 6 have made them aware of their own mortality(Rahimian et al., 2020)..
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It is an in-depth analysis of the Samsung company's marketing manager. The corporation faces a number of difficulties, including the effects of globalisation, a shifting business environment, increased competition, the advent of digitalization, and rising customer expectations. These are some typical obstacles or issues that the business faces. 4 using marketing methods to overcome the difficulties the organisation faces. The corporation is putting a lot of effort into boosting brand awareness in the cutthroat market. The study is based on the management of the marketing activities of Samsung for the mobile phones.
Customer testimonials, social media platforms, and the development of remarketing campaigns are the marketing methods employed by the business for this. These marketing techniques will aid the corporation in spreading brand awareness in a crowded market and making it simpler to draw in new clients or viewers for Samsung. Additionally, the company's profit and sales revenue will rise as a result.
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