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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: _Toc123613202]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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Figure 1: McKinsey’s 7s model
Source: (Gechkova and Kaleeva, 2020)
This framework has a total of 7 elements. It contains challenging components like strategy structure and system. On the other hand, there are also some intangible components like staff, common values, abilities, and style.
1. Strategy
Samsung's business strategy is heavily centred on market dominance. In the context of launching a new inventive product or any element of the product, it also covers reproducing innovations made by market leaders. Its business strategy is similarly centred on taking advantage of openings in the competitive market and consistently developing new items.
 (Gechkova and Kaleeva, 2020).
2. Structure 
Divisions make up the company's overall structure (Razmi, Mehrvar and Hassani, 2020). The corporation is divided into segments based on its product lines, including device solutions, consumer electronics, and mobile and IT communications. The several heads of divisions oversee each division.
3. System 
The smooth operation of numerous systems within the corporation will determine its long-term prospects for success(Gechkova and Kaleeva, 2020). The system consists of a recruitment and selection system, an orientation system for new hires, a system for managing customer relationships, a system for processing transactions, a system for business information, and a system for knowledge management. It also comprises daily examination and analysis of its systems and processes to take advantage of chances for improved changes that will benefit the company's operations and activities (Razmi, Mehrvar and Hassani, 2020).
4. Skills 
Samsung prioritises developing the talents and competencies of its workforce. All personnel in the organisation are hired based on their qualifications. The business supports the management of employees' talents within the corporation(Gechkova and Kaleeva, 2020). The business used to regularly offer its staff training and workshops to address this.
5. Staff
Samsung has a sufficient number of personnel working in its international operations and functions. Depending on the skill levels needed by the employee, the organisation hires people for a variety of jobs and positions both within and externally.
6. Shared value 
The company's values at Samsung conveyed and outlined two foster the company's inventive and creative organisational structures, which will allow its workforce to function well. To increase motivation and dedication, Samsung formed its core values (Razmi, Mehrvar and Hassani, 2020). Honesty, inventiveness, responsibility, accountability, transparency, and quality are among Samsung's core principles.
7. Style 
Samsung employs a participative leadership style. This leadership approach excels in involving and energising the team in the company's decision-making process. Additionally, a participative leadership style enables the leadership to regularly communicate with the workforce and other management groups to assess problems for resolution as well as to obtain input on the business's operations and activities (Gechkova and Kaleeva, 2020).
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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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In order to ascertain is not whether the consumers' current and potential requirements have been met, the business may concentrate on overseeing and assessing the consumer experience. The corporation can organize but also assess the customer’s journey through a range of communication venues besides utilizing advertising strategies(Becker and Jaakkola, 2020). For such collaboration seen between the team and thus the people to stream effectively all across the enterprise, the methods of communication often are necessary. So that the organization may conveniently address as well as promptly achieve the future and immediate demands of its constituents. It's really essential for the organization to emphasize on marketing strategies but also properly apply ideas to Samsung's activities and operations(Rahimian et al., 2020). In order to ensure the company's client lifecycle can always be achieving the stated objectives and be assessed throughout the various forms of communication.
In addition, every corporation's service design must continue to be maintained as well as effectively handled. This is necessary so merchants can explain but also respect the perspectives and customer desires with regard to Samsung's organization. It improves in reviewing customer engagements with Samsung organizations from initial interaction through successful happy relationships also with the organization(Rahimian et al., 2020). Considering that it is necessary to concentrate on the fundamental points of connection between a company's clients and its customers rather than comprehending the real sales process within Samsung's business, the overall group of customers must be monitored and appraised by the marketing scheme. As a result, advertising messages are employed effectively assess the consumer experience even though those who aid in determining the interest of the audience as well as the present and potential expectations among key members of the company. So that the business may simply understand and manage the demands of each one of its stakeholders as employees(Becker and Jaakkola, 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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