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The current economic environment of different markets in the world entail tough regulations and laws, numerous organizations entering different markets, and improved technology-based products that are frequently upgraded or quickly become obsolete (Goncharova et al., 2019). In order to maintain competitive advantage to stay afloat, companies must engage in competitive promotion since the current consumer is no longer gullible to the manipulations of the industrial economy. Consumers make informed choices and since there are numerous alternatives in the market, the issues of brand names, quality, and pricing come to play (Goncharova et al., 2019). 
All these aspects require that companies set down a plan to execute their promotion. Therefore, effective marketing is crucial for organizations to gain competitive advantage (Goncharova et al., 2019). This work entails drafting down a marketing strategy for the Android Note 10 cellphone. 
The Android Note 10 Cellphone
Product Specification
Samsung Electronics designs, develops, produces, and markets the Android-based Samsung Galaxy Note 10 cellphone. The product is categorized as a phablet, a class of modern mobile devices that integrates the aspect of tablets’ sizes on smartphones. The Android Note 10, the successor of the Note 9, was unveiled in 2019 (Galaxy NOTE10 & note10+: Features & SPECS: Samsung US, n. d.).
The Galaxy Note 10 line entails two models with different hardware parameters. The Note 10+ and Note 10 5G+ has 11440p and 6.8 inches while the Note 10/ Note 10 5G has 1080p and 6.3 inches. The displays incorporate curved sides slopping over the device’s horizontal edges. Also included is an aspect ratio of 19:9. The front cameras take a rounded cut-out shape on the display’s top, with all models having fingerprint readers. All the models have a 256 GB internal storage while the Not 10 + 5G and the Note 10+ have a 512 GB model with allowance for storage expansion using micro-SD cards and 8 GB RAM. The Note 10 has 4300 and 3500 mAh built in batteries made of lithium polymers. Both batteries can support fast charging of up to 25 watts and 45 watts Super-Fast Charging 2.0 for the Note 10+. The battery power can also charge other devices that are Qi-compatible (Galaxy NOTE10 & note10+: Features & SPECS: Samsung US, n. d.). 
The device eliminates the 3.5 mm headphone jack to increase the battery size. The sleep/ wake power button has been merged with Bixby button. The Note 10 comes in five different colors. The camera is located on the corner and entails multiple lenses for the rear-facing camera with technology for scene-optimization. The front-facing camera has 10 MP while the rear-facing one ranges from 12 to 16 MP for different models. The instead of two like the Note 9, the Android Note 10 comprises the S-Pen which is a one-piece plastic with improvements like remote control (Galaxy NOTE10 & note10+: Features & SPECS: Samsung US, n. d.). This includes altering camera settings and moving to Microsoft Word the handwritten text.
The Market Need

Previously, the Note series has been offered in two different sizes. This fills the market need of clients looking for the powerful features of the Note but in a more compact size. The power described here is from the increased Ram and storage potential of the cellphone. Therefore, the product differentiation in size is targeted at meeting the needs of a specific market. The provision of different colors provides options for the consumers hence filling this need for the market that makes decisions based on the color appearance of devices in addition to its functioning. 
The S-Pen has been improved by merging into one instead of two and it is equipped with gesture controls. This merge and coupled with the ability to remotely use the S-Pen fills a market need for consumers. It also has unlimited possibilities through customized capabilities that will allow users the ability to use gestures in using their favorite applications or to play games.

In addition, the Android Note 10 cellphone models come with variants that allow more options for the consumer. For example, while the Note 10 has 8GB RAM with 256GB internal storage the Galaxy Note10+ is available in two options, the 12GB RAM and 256GB memory and 12GB RAM with 512GB memory. 
Marketing Strategy

The Target Market 

The overall market targeted or the market population of interest are current and future smartphone users across the globe. The smartphones market is segmented by various aspects. First by the Operating System used which can be Windows, iOS, or Android. Secondly, the segmentation can be by price range as budgeted, mid-range phones, or premium phones that go for upwards of $400. Thirdly, the distribution channels can be e-Commerce, OEM, or retailer. Lastly the market can be segmented by geographical location of the end users. 

The smartphone market is projected to be more than $1.3 trillion by 2026 from the $715 billion estimate in 2020 (Mordor Intelligence, 2020). Despite a slight recorded reduction in 2019, the historical data of the smartphone market displays a steady increase in the number of units shipped to end users. The growth was driven by increases in user spending. This growth is projected to continue with slight reductions in the rate because of the effect of the 2019 pandemic which is projected to be temporary. It is reported that unit shipment to users declined to 279.7 million in the second quarter of 2020 from 331.8 million in the second quarter of 2019, making for a 15.7% decline year-on-year (Mordor Intelligence, 2020). In addition, it is noted that the growth of the market is approaching a flat line due to the levels of penetration achieved across the globe, for example, more than 90% of households in the United States already own smartphones (Mordor Intelligence, 2020). The historical data of the number of shipped units is displayed on Figure 1.
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Figure 1: Historical growth of smartphones units shipped to users, 2007 – 2020 (Mordor Intelligence, 2020).
On average, the market penetration for smartphones across the globe is 50% (Mordor Intelligence, 2020). This implies that the duration between one purchase and replacement is increasing especially in China and the United States (Almunawar et al., 2018). Firms have been increasing their revenues by more frequently developing different variations to their products. However, the maturity state in some countries may be challenging for their sales numbers. Foldable phones and 5G are providing new opportunities (Mordor Intelligence, 2020). 
As smartphones are becoming an ever increasing part in lives of consumers, they are becoming a vital part of retail sales. Ecommerce platforms have initiated targeted discounts for smartphone buyers which has created a culture of purchasing the smartphones online (Almunawar et al., 2018). The online smartphone sales have been boosted further by the increase in holiday shopping traditions driven by globalization. However, some regions like India, the sales numbers in offline stores have continued growing and companies like Xiaomi, Vivi & Oppo, and Samsung are aggressively expanding their offline presence to tap on this market (Almunawar et al., 2018). On regional smartphone production and sales basis, Asia is leading the numbers (Mordor Intelligence, 2020). 

The number of companies in the smartphone market is quite large. There are over 100 manufacturers of smartphones across the world (Hyun, 2017). This number entails multiple firms that are owned by the same companies. However, only a few of these firms dominate the smartphone market. Mordor Intelligence (2020) list Samsung Electronics, Apple Inc., Huawei Technologies Co., Ltd., Xiaomi Corporation, and Vivo Communication Technology Co. Ltd as the five major players in the smartphones industry, taking up to72% of the market share (Sedov, 2020; Mordor Intelligence, 2020). It is important to note that the only non-Android player is Apple. 
Sedov (2020) reworked the market share from different sources to include only those using Android Operating Systems for the years 2018 and 2019. Samsung, Huawei, and Xiaomi are identified as the major three players collectively taking over 58% and 52% of the Android market in terms of units shipped to consumers in the years 2019 and 2018 respectively (Sedov, 2020). This information is displayed on Table 1. 
Table 1: Android smartphones market share distribution in percentage and shipped units in millions (Sedov, 2020)
	Vendor
	Shipments-2019
	Market share-2019
	Shipments-2018
	Market share-2018



	Samsung
	298.10
	25.5%
	293.30
	24.9% 

	Huawei
	240.61
	20.6%
	 206.01
	17.5%

	Xiaomi
	125.50
	10.7%
	120.60
	10.2%

	Others
	1168.60
	43.2%
	557.40
	47.3%



Looking at the market structure and profitability of the smartphone market, the first step is classifying the level of differentiation and the number of participating firms.  Here, the emphasis is in the outcome that despite the number of players, only a few firms dominate the smartphone market and the Android one in particular. The Android smartphone market is more differentiated compared to most commodity markets. This is because the offerings entail a wide range of features in these smartphones. These features include front and rear cameras, storage, RAM, processor, resolution, and display. The smartphones market can be categorized as a differentiated oligopoly (Sedov, 2020). This implies that in the market, a firm may either opt for aggressive innovations for patenting or exploiting commonplace technology at lower prices and aim for economies of scale. The degree of competition highly affects the profitability of firms within an oligopoly. This may provide an allowance for charging significant price premiums where a certain technology has less competition (Hyun, 2017). However, considering the Android market in particular, the competition is quite stiff and hence the luxury of charging premiums is not possible. This means that Android consumers are more price sensitive compared to other operating systems which is reiterated by the findings by the Cision PR Newswire (2018) that on average, Android users earn $37,040 annually while iPhone users earn $53,251 annually. 
Place
One of the important aspects of a marketing strategy is the distribution channels for the product. This is the decision a firm has to make after designing and producing a product, how it will flow from the factory to the potential end users in the targeted market. Stiff competition in the current smartphone market in the world and the high client expectation have forced the hands of firms to focus attention in and invest in their supply chains (Khan & Akhtar, 2016). Technological developments made in transport and communication like overnight delivery, the Internet, and mobile communication has driven the continued developments in distribution channels methods and their effective management. 
Channel performance is a major organizational and marketing concern since it has significant effect on overall firm performance (Ketterl et al., 2006). Recently, companies have been opting for a mixed distribution strategy in different sectors. This is no different from the smartphone sector since making use of a mix of multiple distribution channels with strategic combination results in higher channel performance compered to using single channels (Khan & Akhtar, 2016). For the Android Note 10, a mixed distribution channel is also recommended. Therefore, a mix of the three distribution channels e-Commerce, OEM, and retailer will be incorporated. 
e-Commerce can be done for both businesses to customer and business to business situations. Despite targeting the entire world as a market, the e-Commerce option will be more pronounced for the segments of geographical market that have adopted higher levels of technology use and the holiday buying culture like China and the United States. However, while focusing on online channels, the offline features of service, information, and system qualities to support it will be carefully thought and executed (Khan & Akhtar, 2016). For markets like India and Africa where the sales on offline stores have been increasing, the Android Note 10 will be availed to physical stores through the retailer distribution channels. This will follow a selective distribution approach, placing the product in limited number of outlets in defined territories where buyers have purchase capabilities (Hyun, 2017). Where Samsung has established the OEM (Original Equipment Manufacturers), they will be availed in those regions for the distributors to sell to consumers in the designated territories and offer customer support.
Pricing

Although Android products are classified as price sensitive by the expectation that its users are mindful about the price, Samsung has built a brand name and is leading in the market share for Android smartphones (Sedov, 2020). This is in line with Samsung’s focus on high-end value added products (Hyun, 2017). In addition, the Note 10 is considered a high-end cellphone from the features it is equipped with. Therefore, this allows the Android Note 10 smartphone a slight allowance for a premium price. In addition, a price segmentation within the users who can afford it may be executed. That is, since there are different models of the Note 10, they can be sold at varying prices within a reasonable range to increase in profitability. The more advanced the features included, the higher the price.
Promotion
After designing the product, planning for its distribution, and setting the price, the product must be made known to the consumers. Firms must make effort to ensure that the targeted users including B2B users of their product are informed, persuaded, or reminded of the product in order to influence their perception or trigger responses (Goncharova et al., 2019). The promotion strategy is what makes market domination possible (Sattar, 2020). For the case of the Android Note 10 cellphone, the response aimed for is that the consumers purchase the cellphone. 
Just like for the distribution channels, companies making use of a promotional mix strategy are getting better results with respect to the goals of the promotional activities (Goncharova et al., 2019). This entails a mixture of e-commerce, social media, public relations, sales promotion, personal selling, and traditional advertising.  It is recommended to use unique promotional mixes for each product, even within the same organization. 
Samsung currently uses both push and pull strategies in their advertising that involves heavy promotions. For the push strategy, Samsung utilizes the spot placements where they target huge events like the Super Bowl while making use of heavily invested in traditional advertising for the pull strategy (Sattar, 2020). The company also makes use of social media sites to maintain presence and inform audiences about products. Apart from social media, Samsung also focuses promotion on TV, print media, and point of sale (Sattar, 2020). 
For the Android Note 10 cellphone, a selective mix of the above strategies will be necessary. Heavy investments on TV, print media, and point of sale must continue. Social media must be used by incorporating a few global influencers to target specific regions. Being a high end product, the users of the Android Note 10 are likely to be on different online platforms and are aware of e-commerce. These must also be incorporated. Finally, since the pandemic began, most sporting activities have resumed with no spectators allowed. This implies that the number of individuals watching sorts matches from home has significantly increased. Advertising can focus on different sports that will collectively have coverage across the world and run advertisements there for the next one year.  
Competitive Analysis
The Android Note 10 smartphone comes with a number of competitive advantages that places it above current and future competitors. Most of the advantages will have to do with the manufacturer’s brand name. In terms of the product, many users will choose it on the basis that it is a brand of a renowned manufacturer leading in the share of the Android smartphone market. Further the product comes with alternatives or variants in the features that most consumers use in choosing smartphones front and rear cameras, storage, RAM, processor, resolution, and display. It comes in five different colors and the S-Pen has great possibilities for future expansion to include more powerful features like game controls. 
In terms of pricing, the brand name and features of the product allows for slight execution of price premiums hence the possibility of higher returns. Further, the variants of the Android Note 10 model imply that within the price range, all markets are covered considering that Android users are keen about pricing. The distribution channels suggested already exist for the manufacturing company and also has sufficient resources to execute the recommendations. For promotion, the product has the advantage that Samsung controls the largest Android cellphones market share that is already known and trusted by majority of consumers. Therefore, its promotion can just focus on making the new product known and that its features are ideal for the consumer.
Technology
Technology use will be vital for the success of the proposed strategy for the Android Note 10 cellphone, especially the use of social media and e-commerce on enhancing the aspects of distribution channels and promotion. 

Social media helps in brand recognition which is a starting point in the promotion aspect since consumers will want to buy brands they recognize (Alalwan, 2017). As social media users go about their businesses online, they can keep looking at the product even when they’re not actively thinking about it (Alalwan, 2017). Engaging social media influencers can easily get the entire world to have conversation about the Android Note 10 and in turn potential users will read reviews and ask questions concerning the product. Through these conversations and creating channels for customer service, potential and current users of the Android Note 10 will air issues there are struggling with which can either be resolved in real-time or addressed through later models, taking this as research for improvements (Alalwan, 2017). By telling the story of the Note 10 brand, the targeted users will feel a sense of belonging in the description and hence trigger responses towards the product. Social media sites can also act as a source of traffic for the e-commerce sites hence increasing sales (Alalwan, 2017). In addition, other resellers also use social media in promoting their businesses and hence the channels of distributions will be enhanced since potential clients will know where the products can be found or will suggest where they wish they would be found and hence improve on distribution channels. 
E-commerce combined with transport developments of overnight delivery completely change the distribution channels (Tran, 2021). The Android Note 10 smartphones can be stored in strategic locations only such that any purchase made in any part of the world can be delivered within the shortest time possible after the purchase is made online. Making use of e-commerce implies that the cost of goods sold can reduce by reducing on the number of employees required and other costs of running a physical store (Tran, 2021). In addition, more products can be sold since the platforms reach more audiences and business is done round the clock since there is no closing hours. 
Conclusion
In order to maintain competitive advantage to stay afloat, companies must engage in competitive promotion. This is a result of increased competition and improved technology across the globe. This work entailed drafting a marketing strategy for the Android Note 10 cellphone. This is a product by Samsung Electronics. It is superior for its category of features in looks, color, display, storage, and RAM. It fills the gaps in the market of consumers in need of powerful features but in a compact size and/ or in different colors. In addition, it covers the gap for remotely playing games through the S-Pen.

The target market is projected to grow steadily, although while plateauing because of penetration levels in some region. This justifies the marketing strategy of using different mixes for different geographical regions. Although there are many smartphone manufacturers, only a few dominate the market share for Android smartphones. The proposed marketing strategy entails using a mix of distribution channels to incorporate e-commerce, OEM, and retailer models. Given the manufacturer’s brand name and the type of product, premium pricing is recommended to increase on profitability. For the promotion, a mix of marketing mix is also proposed. This entails TV, print media, point of sale advertising, social media, and e-commerce. The biggest comparative advantage for the Android Note 10 is that it rides on a strong brand name for a manufacturer compared to current and future competitors. Technology will play a vital role in the distribution channels and promotion of the product.
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