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In the article, the importance of marketing activity
at an enterprise is justified. The role of marketing
planning in the enterprise’s marketing activity is
substantiating. Different approaches to defining
the essence of marketing and marketing plan are
analyzed. The morphological analysis of the term
“marketing plan” is performed. The author’s view
of the marketing plan defining is formulated. The
necessity of the understanding of market activ-
ity features in different business areas is justi-
fied. The analysis of the worldwide smartphone
market is performed. The analysis of the leading
smartphone producers’ activity in the last years is
conducted. The main problems in their product
and price policy are identified. The main direc-
tions for improving their marketing activity are
proposed. The main features of the enterprise
marketing activity in the smartphone market are
identified. General measures of marketing activ-
ity for improving market position for smartphone
producers are suggested.
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B cmambe 060CHOBaHa B&KHOCMb MapKemuUH-
2oBoli desimesibHoCMU Ha rpednpusmuu. O6o-

CHOBaHa posib MapKeMUH208020 M/1aHUPOBaHUSI
B MapkemuHz2080U Oesime/ibHocmu npeornpu-
amusi. [poaHanu3uposaHbl pas/iuyHble [oo-
X00b! K 0npedesieHuro CyWHOCMU MapkemuHea
U MapKemuH208020 r/iaHa. [posedeH Mopgho-
JI02UYECKUL aHa/lu3 MOHSIMUST «MapKemuHao-
BbIl naH». CghopmynuposaH asmopckuli roo-
X00 K Orpede/ieHurd MapKemuHa0B8020 f1/1aHa.
O6ocHoBaHa  HEOOXO0OUMOCMb  MOHUMAaHUST
ocobeHHocmell MapkemuH20800  0esime/ibHO-
cmu npednpusimull pa3/IuYyHbIX cghep desimerib-
Hocmu. [lposedeH aHa/lu3 MUPOBO20 PbIHKA
cmapmepoHos. posedeH aHa/lu3 0esime/ibHo-
cmu sedywjux npoussooumeneli cMapmagoHo8
3a rocnedHue 200bl. OrpedesieHbl OCHOBHbIE
npo6riemMbl ux MPodykmosoll U yeHosol nosu-
muku. [pedsIoKeHbl OCHOBHbIE Harpas/IeHUs!
Y/IyHWeHUsT UX MapKemuHz2080U 0esimesibHO-
cmu. BbiOe/ieHbl 0CHOBHbIE 0COBGEHHOCMU Map-
KemuHz2080U Oesime/IbHoCmU Mpeonpusimusi Ha
PbIHKE cMapmahoHoB. [1pedsioxKeHb! OCHOBHbIE
Meporpusimusi 1o y/1yHWeHUo MapkemuH2080U
rosuyuu npoussooumeseli cMapmgoHoB.
KntoueBble crnoBa: MapkemuHeosasi 0esimerib-
HOCMb, MaPKeMUH208bIU 1/18H, PbIHOK cMapm-
¢poHOB, MPOU3BOOUMESL CMapMOHOB, MpPo-
ayKkm, yeHa.

Y cmammi 061jpyHMOoBaHO BaXK/IUBICMb MapPKEMUH2080i 0isi/TIbHOCMI Ha NIONPUEMCMBI. 3a3HaqYeHo, W0 MapkemuHa08a Oisi/IbHICMb € 00HIEH 3 idcucmem
MeHEOXXMEHMY, Onmxe, Mae csoi crieyucbiuHi hyHKUT, ceped siKuX ¢/1i0 BUOIIUMU MapkemuHa08e r/1aHysaHHs1. O6IpyHMOoBaHo 0cob/1uBY PO/ MaPKEeMUH-
208020 r/1aHyBaHHs1 y 3a2asibHill MapkemuHzo8ill disiibHocmi nidnpuemcmsa. [poaHasti308aHo Pi3Hi Midxoo0u 00 BU3HAYEHHST CYMHOCMI MapKemuHay ma
MapKemuHe0B8020 n/aHy. HasedeHul aHasli3 das 3Mo2y BU3HaYUMU OCHOBHI MOOIGHOCMI ma BIOMIHHOCMI HAaBEOEHUX BU3HaYeHb. [1/151 6i/ibl HAOYHO20
rpedcmag/ieHHs1 HaBedeHo MOPghosIo2idHUL aHasli3 MOHIMMST «MapKemuH208Ull n/1aH», sIKul 0as 3Moz2y cqhopMy/ioBamu asmopckbkul fioxio 0o BU3Ha-
YeHHs1 MapKemuH208020 NnaHy. [/19 moeo wobu mapkemuH2o8ul rn1aH 6ys echeKmusHUM, BiH MOBUHEH Bpaxosysamu ocobsiusocmi miei cghepu Oisiib-
Hocmi, 8 sikil mpaytoe nidnpuemcmaso. OCKi/lbKU Memoto 00C/IOXeHHST 6y/10 BUSIB/IEHHST 0C0b1uBocmell MapKemuH2080i 0isi/IibHOCMI Ha PUHKY cMapmabo-
Hi8, MO npoaHani3o8aHo csimosuli PUHOK cMapmMAboHi8 3a ocmaHHi Poku. HasedeHull aHani3 das 3Mo2y BUOKPEMUMU M'Mb /1idepig ceped BUPOBHUKIB
cMapmeboHiB Ha CBIMOBOMY PUHKY. AHasli3 NPOBOOUBCST HA OCHOBI CMamuCmuKU CB8IMOoBUX MPodaxis cMapmabOHIB. BUOKpeM/IeHO OCHOBHI Mpob/iemMu, 3
SIKUMU CMUKa/IUCh JII0epu BUPOBHUYMBa CMapmaOHIB, & MaKoX NpoaHasli3osaHo ix MpUYUHU. AKUEHM B aHasli3i 3p06/1EHO Ha NPOOYKMOBili ma yiHoBsil
noslimuyi 3a3Ha4yeHux rionpueMcms. Ha ocHoBi aHasli3y 3arporoHOBaHO HarpsiMU BOOCKOHA/IEHHSI MapKemUH20801 Qisi/ibHOCMI MIOMPUEMCMB — BUPOBHU-
KiB cMapmaboHis. Kpivm moeo, aHasi3 0as 3Mo2y BUOKPEMUMU OCHOBHI 0CO6/IUBOCMI MapKemUH20801 Oisi/IbHOCMI NIONPUEMCMBAa Ha PUHKY CMapmabOHI8
ma 3anpornoHysamu 3a2a/lbHi MapKemuH208i 3ax00U, BXUMMS SIKUX 0acmb 3MO2y MOMOYHUM Jlidepam PUHKY CMapmabOHI8 Mokpawumu ceoi nouyii Ha
BIOMOBIOHOMY pUHKY. Ceped HUX MOXHa BUAIUMU CMBOPEHHST HOBUX MEXHO/I02IHHUX BUPOGIB, siki dadymb 3Moay nionpuemcmsam 3aliMamu Hosi cee-
MeHMU PUHKY abo Hasimb BUXOOUMU Ha HOBI PUHKU; MOWUPEHHST Bri3HaBaHHs1 6peHdy ceped MomeHyitiHUX MOKynyis Yepe3s CrIOHCOPCLKY ma BUCMAasKosy

OistIbHICMb, NIOBULEHHS IKOCMI CMapmAhOHIB ma 3acmocysaHHs HOBIMHIX mexHosioeill y iX BUPOBHUYMS.
Knto4oBi crnoBa: MapkemuH208a Oisi/IbHICMb, MapkemuH208ull r/1aH, PUHOK CMapmebOoHI8, BUPOBHUK CMapmaboHi8, Npodykm, yiHa.

Formulation of the problem. For achieving effec-
tiveness, the company has to make different manage-
rial decisions, as well as decisions in the marketing
sphere. Such a need emerges from the essence of
numerous people involved in the enterprise market-
ing activity. Marketing is the part of the general mana-
gerial activity of the company. In this case, market-
ing also has specific functions, especially marketing
planning. Marketing planning helps marketers to plan
people activity and generate resources for achiev-
ing the company’'s goal by implementing marketing
measures. At the same time, it is necessary to focus
that different businesses have their specifics and
need special marketing activities for getting the best
results.

Analysis of recent research and publications.
There are a lot of authors who consider in their works
problems of marketing activity. There are J. Chen,

G. Armstrong, R. Duermyer, P. Kotler, D. Lavin-
sky, R. McKenna, M. Wood, etc. But each company
should create a unique set of marketing activity. In
this case, the topic, which is chosen for investigation,
has actuality for today’s economic environment in
whole and for the market of very popular products —
smartphones — especially.

Setting task. The purpose of the thesis is theo-
retical analysis and identification of the features of the
marketing activity of smartphone producers.

Presentation of the main research material.
Marketing is a process of many different aspects
such as building customer relationships and satis-
fying customer needs. The main marketing actions
are social interactions and decisions by the manage-
ment. The practical process involves researching
customer needs to develop the provided products to
meet the needs, together with the quality that meets
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the price. Research is essential in order to gain a
relationship with the customer that will become valu-
able in return [8, p. 29].

Marketing is a combination of product, price,
distribution, and marketing communications; by
understanding these aspects, a company can make
organizational marketing decisions. It can also be
considered as a leadership style, whose goal is to
accomplish customer needs and requirements by
using an appropriate marketing mix. The marketing
strategies can set a certain direction for the entire
company'’s policy. The main tools for the company
to influence its customers through marketing actions
are selecting the right products, pricing, delivery
channels, and marketing communications tools [1, p.
12-15, 21]. The main focus of the marketing should
be the customer. All company functions should con-
centrate on fulfilling customer satisfaction, in both
financial and social level [6, p. 21].

The procedure of marketing can be divided into
several steps, which should be followed in order to
achieve successful marketing in actions. The first
step is to find out what the customers need, want,
and require. This may vary between different cus-
tomer segments. The next step is to develop the
product or service to meet these requirements in
order to satisfy the possible customer needs and
requirements. After that, the customers must be
informed about what the company has to offer. This
stage includes finding the correct marketing chan-
nels to communicate with the customers. If that step
is successful and customers show interest in the ser-
vices, the next goal is to satisfy the customer needs
with the product. This means providing the promised
value in the outcome of the provided product that the
customer has paid for. The last important step is to
create long-term relationships with customers by fol-
lowing their satisfaction level and by responding to
that, for instance by rewarding loyal customers with
small benefits [8, p. 29-30; 12, p. 14-17].

There some issues, which should be answered in
the plan of marketing [3]:

— the company should understand its strengths
and weaknesses, opportunities and threats by analy-
sis internal and external environment;

— the company should implement a customer-
oriented approach to analyzing its products and ser-
vices; the understanding of the real market position of
the company should be given by customers;

— the company should analyze its target seg-
ments of the market for understanding the structure
of the product portfolio and selecting the best market-
ing strategy;

— the company should know current, latent, and
potential competitors for planning ways for improving
its marketing position;

— the company should make decisions on effi-
cient use of its resources;
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— the company should write a marketing plan
based on collected information about internal state-
ment, consumers, market features, competitors. This
pan has to include specific, measurable, attainable,
relevant and time-based goals (SMART goals); mar-
keting and sales policy for achieving these goals;

— the company should implement the plan and
evaluate its success. The marketing plan is the con-
stant document, which needs to be reviewed and
improved all the time for getting better results in the
market.

The aim of the marketing plan is to help the com-
pany in the decision-making process. The marketing-
related considerations could be for instance selection
of a marketing strategy, marketing implementation,
target groups and services, cooperation partners,
marketing communications tools and the budget [12,
p. 28]. A marketing plan describes specific short-term
implementations on how to increase the income of
the company in the long-term [15, p. 4].

For better understanding the essence of the mar-
keting plan and its role in enterprise marketing activ-
ity, it is necessary to make a morphological analysis
of the concept “marketing plan” (table 1).

Thus, the marketing plan is a written document for
marketing activities designed to reach the income of
the company in the long-term.

For understanding the marketing planning fea-
tures of the smartphone market, it is necessary to
analyze it.

The statistic shows the global market share (in
sales) held by smartphone producers worldwide,
from the first quarter of 2016 to the second quarter of
2018 (fig. 1).

This figure shows that there are five biggest pro-
ducers of smartphones in the world.

The first place is Samsung Co. Samsung, known
as the producer of different kind of electronic devices,
especially mobile devices and home entertainment
systems. This is the global leading smartphone sell-
ers for a long time. Since 2016, Samsung Co. has
maintained a share of 20% to 30% in the smartphone
market. Before the last year, Apple has been its clos-
est competitor over the years, while trademarks such
as Lenovo and Huawei have also grown their market
share in the smartphone market.

Samsung has different lines of products. One of
the most effective is the Galaxy series, which com-
pany firstly produced and released in 2009. The com-
pany’'s smartphone sales have increased fast from
2.4 million units at the beginning of 2016 to 71.6 mil-
lion in the Q2 (2" quarter) of 2018.

Samsung is the leader in the market for smart-
phones, and also maintains a market share of 20% to
22% of mobile phone shipments.

Apple is the second largest producer of smart-
phones in the world. Its sales more than 210 million
units (iPhones) over the world in 2016. In Q4 of 2016,



B EKOHOMIKA TA YIPABJIIHHA M AMPUEMCTBAMUN

Huawei is the third largest producer of smartphones,
with 10.6% of the share of smartphone markets. The
company realized more than 45 million smartphones
to end users in that period.

According to the IDC Quarterly Mobile Phone
Tracker [7] (table 2), smartphone producers sold a
total of 355.2 million units worldwide during the third
quarter of 2018 (3Q18). As a result, total sales in a
year decreased by 6.0%.

As we can see, there is a negative tendency of the
total decreasing of the worldwide smartphone mar-
ket. In this case, the threat to the smartphone market
existence arose. Specialists [7] make a forecast that
the market will back to growth in 2019.

Based on table 2, we can see two tendencies.
Firstly, Samsung has a decrease in its market share
but up today stays a leader in the smartphone market.
Secondly, Chinese smartphone producers improve
their market positions. The best example is that Huawei
in the Q3 of 2018 got second place in the global smart-
phone market and at the same time overtaken Apple.

Let's consider in more details the features of prod-
uct policies by leading smartphone producers.

Samsung today has the leadership position in the
worldwide smartphone market but in the third quar-
ter of 2018 declined its market share up to 20.3%.
It was big problems with the sales of the Galaxy
S7 and S7 Edge. Just sales of new S8 and S8+
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Fig. 1. Smartphone market [7]

Table 1

Morphological analysis of the concept “marketing plan”

Source

Definition

Genus

D. Lavinsky [9]

repeatedly buy from you.

Identifies everything from who your target customers are to how
you will reach them, to how you will retain your customers so they

Everything will retain
customers repeatedly buy.

R. McKenna [5]
business.

Written strategy for selling the products/services of a new

Written strategy for
selling.

R. Duermyer [3]

A business document outlining your marketing strategy and
tactics.

A business document.

Business Dictionary [13]

The product specific, market specific or company-wide plan
that describes activities involved in achieving specific marketing
objectives within a set timeframe.

A plan that describes
activities involved in
achieving specific
marketing objectives.

Investopedia [2]

A business’s operational document for advertising campaigns
designed to reach its target market.

A business’s operational
document.

G. Dacko Scott [4]

The value proposition of a business and sets out the schedule for
a set period of time.

Proposition and schedule.

Biz Filings [14]

The marketing portion of a business plan addresses how you will
get people to buy your product or service in sufficient quantities to
make your business profitable.

A portion of a business
plan.

M. Wood [15], A.
Puustinen, U.-M.
Rouhiainen [12]

A concrete form of the documentation process and contains
structured information about the markets and suggestions on how
to accomplish the selected goals of marketing.

The concrete form of the
documentation process.

M. Wood [15, p. 4]

Specific short-term implementations on how to increase the
income of the company in the long-term.

Specific short-term
implementations.
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Table 2
Worldwide smartphone selling
Period Samsung Apple Huawei OPPO Xiaomi Others
2016Q1 23.8% 15.4% 8.4% 5.9% 4.4% 42.1%
2016Q3 20.9% 12.5% 9.3% 7.1% 5.9% 44.3%
2017Q1 23.3% 14.7% 10.0% 7.5% 5.5% 39.0%
2017Q3 22.1% 12.4% 10.4% 8.1% 7.5% 39.6%
2018Q3 20.3% 13.2% 14.6% 8.4% 9.7% 33.8%

moved the situation in a positive way. At the end of
2018, Samsung expanded its product portfolio with
Galaxy S9 and S9+. These models are very techno-
logical and have high prices. Also, the product mix by
Samsung includes more affordable by price models —
J-Series and A-Series. These models have a flag-
ship-like design but with lower price (A-series) and
significantly low price (J-series). A refreshed A7, A5,
and A3 together with a freshly updated J-Series, and
new flagship S9/S9+ should give Samsung a well-
balanced product portfolio this year. Experts believed
that Samsung’s bigger problem is the loss at the mid-
price and low-price products. Refreshed product port-
folio with new features could possibly help to decide
Samsung’s problems. Samsung should look to new
A-series devices to fill the gaps in the middle price
segment of the smartphone market.

Huawei got second place in the top leaders of the
smartphone market. At the end of 2018, the com-
pany sold more than 52.0 million smartphones and
took 14.6% of the worldwide market. Huawei reached
this result by selling its P-series and updated Mate-
series. These smartphones are at the top of the most
advanced market. And also, similar to Samsung,
Huawei produced its Honor brand for young people
with lower price but good online services. All these
features give the possibility for Huawei to be in the
Top-5 of global smartphone produces and be a strong
competitor for Samsung and Apple.

The new iPhones by Apple helped the company to
increase its quarter sales a little to 46.9 million smart-
phones up 0.5% compared with the 46.7 million units
of the previous year. Apple once again released three
new devices: the new 6.5-inch iPhone XS Max and
5.8-inch iPhone XS and iPhone XR with more afford-
able price. The new XS Max and XS have a higher
level of selling comparing with the last year’s iPhone
X. These models are more advanced: a new screen
size, high power, improved camera, upped the stor-
age, faster processor via the A12 Bionic chip. Apple
removed iPhones X and SE from the product portfolio
due to low price and not appropriate quality. Also, for
iPhones 6S, 7, and 8 Apple decreased prices. These
measures should balance product portfolio. The
great hope for improving Apple market position is to
increase sales of the most popular iPhone XR.

OPPO like Samsung illustrates sales decreasing
over the year. But today OPPO maintained the fifth
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place (8.4% in total market) with 29.9 million smart-
phones in 3Q18. OPPO is not a popular smartphone
producer in Europe but it has a strong position in
Asia and Africa regions. Despite this, sales in these
regions are enough for the company to get a strong
position in the global market. OPPO designed the
Find X and R17 products which growth recent sales.
OPPO'’s camera-focused R9s was a crucial model in
China, had good sales in that helped it to see strong
shipments in the market. OPPQO’s growth has in the
rest of Asia and in some countries of the Middle East
and Africa regions. OPPO had an active policy in both
above-the-line and below-the-line activities in India
and focused on its after-sales service efforts in Indo-
nesia by increasing its number of service centers.

Xiaomi is one of the newest electronics compa-
nies and is arising in the smartphone market fast.
The great strengths of Xiaomi are the production of
high-quality smartphones with cheap prices. These
advantages gave the possibility for Xiaomi to fast
increasing its market share and take fourth place in
the worldwide rating of smartphone producers (9.7%
in 3Q18). Today Xiaomi is the biggest mobile phone
producer in China. Xiaomi crowded out Samsung and
Apple from Chinese market of smartphones. Weak-
nesses of Xiaomi are: it is not presented in the U.S.
market and has no original products — they are often
similar to the models by other smartphone produc-
ers. Because of cheap prices for the products, Xiaomi
continues its global expansion in the smartphone
market. The company started with increasing its pres-
ence in India, Indonesia, several European countries
like Spain, Ukraine. Today Xiaomi’s product portfolio
includes Redmi 5A, Redmi 5 Plus, and Redmi Note
5, and the newer Redmi 6/A/Pro. These products and
price policies give chance for Xiaomi to further expan-
sion of the worldwide smartphone markets.

Conclusions from the study. As we can see, the
biggest smartphone producers have different prob-
lems and trends in their product and price policies.
All of them need to create the best marketing plan
based on their strengths and weaknesses and take
advantages for opportunities. Their plans should be
different but should have similar elements.

The main goal for all companies, which performed
their activity in the smartphone market, is determined
to be more effective than competitors using technolo-
gies, innovation, and expertise of the smartphone
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industry. Smartphone producers should build their
brand by giving awareness to consumers in the qual-
ity and excellence of their products. The main objec-
tives of the marketing activity of the companies are
the following:

— create new devices using advanced technolo-
gies for taking new market segments or entering
other markets;

— continue to grow and develop innovative tech-
nologies;

— participate in different shows and sponsoring
events for brand name presentation;

— make different kind of interviews or other sur-
vey methods for getting a response from the custom-
ers and to improve their satisfaction.

So, the marketing activity of smartphone produc-
ers should include a series of measures aimed at
stimulating sales and service of the company, as well
as increasing customer satisfaction and maintaining
market share in the smartphone market. Each com-
pany should create a marketing plan based on smart-
phone market features.
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FEATURES OF MARKETING ACTIVITY IN THE SMARTPHONE MARKET

The purpose of the article. Business success is based on its marketing activity. Marketing success is
affecting all business aspects. Marketing is a managerial subsystem, which includes several elements: prod-
uct, price, place, and promotion. Without marketing, customers have no possibility to get awareness about
products and services despite their quality. Marketing helps businesses to eliminate sales decreasing or
improve the situation.

Any marketing activity should start from the marketing plan. Companies have to decide questions about
the best marketing measures. These decisions are very important for companies because of the big range of
possible communications with customers and other stakeholders. In this case, marketing activity should be
managed and, first of all, carefully planned by the managers.

Methodology. Marketing planning plays a vital role in achieving the company’s goals. The essence and
structure of the marketing plan are analyzed. Definitions of the marketing plan by different authors are consid-
ered. The morphological analysis of the concept “marketing plan” is performed. As a result, the marketing plan
is defined as a written document for marketing activities designed to reach the income of the company in the
long-term.

Results. A typical marketing plan is a written document for marketing activities designed to reach the
income of the company in the long-term. A good marketing plan should help answer key questions about busi-
ness and act as a reference document to help to execute a business marketing strategy. It will also help to
develop a structured approach to creating services and products that satisfy customers’ needs. A marketing
plan also should be based on the features of the company and the customer market.

The smartphone market is one of the most advanced markets in the worldwide economy. There is a high
level of competition in the smartphone market. The analysis of the worldwide smartphone market is made.
The strongest leaders and their potential competitors in the smartphone market are identified. Given analy-
sis has shown that in the modern conditions new producers of smartphones increase their market share
very fast and bear a big threat to older competitors. In this case, smartphone producers should pay much
attention to marketing activity and create effective marketing plans. They should base on the features of the
smartphone market.

The main features of marketing activity and tasks for smartphone producers are identified: generate new
ideas to penetrate other markets or segments within the wireless industry; continue to grow and develop prod-
ucts; spread brand name by attending shows and sponsoring events; implement surveys or other experiments
to gain customer feedback and improve satisfaction.

Practical implications. The introduction of proposed marketing measures in the smartphone producer’s
activity will allow young companies to increase their market share and mature companies to maintain their
market share in the smartphone market.

Valueloriginality. In the article, the modern situation in the smartphone market is considered. The main
direction for smartphone producers in the case of their marketing activity is identified. It is the first step for fur-
ther researchers and businesses to improve their marketing activity.

y)si)| Bunyck 29. 2019




