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5G-Digital marketing strategy of global company in the field of telecommunication

Abstract

Object: The purpose of the study is to form the methodological foundations of the!5G marketing strategy of the
leading enterprises in the field of telecommunications on the example of the global company Huawei. Justification of
the methodology for determining the competitive advantages of using the 5G miarketing Strategy. The object of the
study is the marketing activity of global companies in the telecommunications marketfin conditions of digitalization.

Methods: System-structural method, diagnostic method, logical-comparativepgeomparative analysis, statistical
analysis, factor analysis, methods of grouping and classification.

Findings: The theoretical and methodological foundations of the“Huaweit€ompany's development of marketing
strategy are summarized.

Strategies for standardization and adaptation are considered, including”innovative smartphones and 5G devices
based on strategic partnerships in developed countries, as welhas examples of successful adaptation to legal, technolog-
ical and political issues. The conducted analysis determined thejadvantages of implementing the marketing strategy of
Huawei 5G promotion in Ukraine, standardization of'6€ technologies and solutions, the study made it possible to de-
velop proposals for the development of the company's brand andépromotion strategy within the framework of the study
of the process of developing the company's marketing strategy. Conducted SWOT analysis of Huawei's activities in
Ukraine. The article analyses and conducts a comparative analysis of the marketing strategies of Huawei's main com-
petitors (Samsung, Apple), and proposes priosity, strategic growth vectors.

Conclusions: The article substantiatespand“Systematizes the theoretical and methodological approaches to re-
searching the process of developing thefcompany's marketing strategy, defines the main means, methods and technolo-
gies for the formation and justification ‘@f Huawei's marketing strategy; practical recommendations were developed to
strengthen the company's marketing strategyain the field of telecommunications technologies in Ukraine.

Keywords: marketing strategy, Huawei management system, brand, analysis, opportunity, 5 g, communication
market in Ukraine, sustainable.dévelopment strategy, cloud engineering management structure, environmental efforts.

Introduction.

In the conditions<of the " development of the digital economy and the general trend of digitalization of
society, a gradual changevin the paradigm of the concept of marketing and the methodology of forming mar-
keting strategiesyis beiny carried out. The rapid development of information and communication technologies
andghe digitalization of society, which is taking place against the background of “Industry 4.0” technologies,
contributed to Jthe transformation of traditional approaches to the formation of marketing strategies. This
trend is espegially reflected in the activities of global companies, which are market leaders and funders of the
introduction of innovations. In the context of the identified issues, the field of mobile communication is the
most dynamic in terms of the implementation of innovative technologies in all areas of enterprise activity,
including in the formation of marketing strategies. In addition, the global market has clearly identified global
market-leading companies that are pioneers in the implementation and dissemination of innovations based on
the achievements of “Industry 4.0”. Which, of course, activates a change in the methodological techniques of
marketing strategies that are developed and implemented in the market. The actualization of the issue of the
formation of a marketing strategy on the global market in the field of mobile communications isjustified by
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5G-Digital marketing strategy of.

the influence of digital technologies on the transformation of traditional methodological approaches in the
formation of marketing strategies of global companies.

Literature Review

Many scientific works of famous scientists in the field of marketing management are devoted to the
substantiation of traditional approaches to the conceptual foundations of marketing, including Porter M.
(Porter, 1985), Doyle P. (Doyle, 2003), Kotler F. (Kotler, Keller, 2018), Lamben J.J. (Lamben, 2011),
McDonald M. (McDonald, 2011), Oklander M. (Oklander et al., 2018), Chukurna O. (Chukurna, Zamlyn-
skyi, 2023) and others.

Michael Porter works contains a practical implementation of marketing strategies, building strategic
planning matrices. Porter proposed the first known typology of competitive strategies (basic competition
strategies). Porter developed a well-known methodology for analyzing competitiveness to detuningtthe com-
pany's strategy based on the study of competitors’ actions and the market as a whole (Portef, 1985).

Doyle P. explores such issues as the formation and implementation of business strategigs; strategic. mar-
ket planning, segmentation, positioning, and the marketing mix; market drivers and competitiveistrategigs. R.
Doyle has gained worldwide fame through teaching and research in the field of marketing and,business strat-
egies. P. Doyle advised the most famous international companies, including Coca-ColagShell;"IBM, Nestle,
Hewlett-Packard, British Airways, and many others (Doyle P., 2003).

Digital transformation contributed to a change in the marketing paradigm and the formation of a new
worldview in the field of application of marketing tools in conditions of digitalization:

A critical review of the evolution and periodization of the development.@f marketing theory is widely il-
luminated in the scientific works of M. A. Oklander (Oklander et al\,20%7#Oklander et al, 2018). Ok-
lander M.A. provides several definitions of digital marketing and considers, it as a form of marketing of mass
customization, a marketing model of the 21st century. He proves that digital marketing is “a type of market-
ing activity that, using digital channels and digital methodsf allowstargeted interaction with target market
segments in virtual and real environments” (Oklander®t al.;%2017).“Determining that the main strategic direc-
tion of digital marketing is a personalized relationship with users, and the promotion channels are: the Inter-
net, local networks, computers, mobile phones,“digital television, advertising displays, interactive screens,
POS terminals. It substantiates the concept of digitalymarketing, as a result of the evolution of Internet mar-
keting development (Oklander et al., 2017). In the contéxt of this campaign, digital marketing is considered
as individualization diagnosed with consumersy which is accompanied by the active use of digital promotion
tools.

The term “Digital marketing” (digitalor interactive marketing) refers to the use of various types of digi-
tal channels for the promotion,of gaods on the market for target consumers and businesses. Another defini-
tion provided by Danko T. P. interprets,digital marketing as marketing that provides interaction with custom-
ers and business partners using, digital information and communication technologies and electronic devices,
in a broader sense it is... the implementation of marketing activities using digital information and communi-
cation technologies (Danko,ySkorgbogatyh, 2005).

Karpishenko “Q.0! digita"marketing means the use of all possible forms of digital channels for the
promotion of a campany an@”its products. Television, radio, Internet, social media are all digital marketing
tools (Karpishenkojikginova, 2015).

Striyel ., Chukurna O., Tanashchuk E. consider the problems of the peculiarities of the marketing con-
ceptdn the ffield ofidévelopment of trends in the telecommunications market (Striy et al., 2022).

Qiven thelglobal nature of changes taking place against the background of digitalization, the methodol-
ogy of forming marketing strategies has undergone significant changes. The peculiarity of activity in the
field of mobile communications is that it is global companies that become leaders of digital innovations, in-
troducing new technologies, contributing to a change in the marketing paradigm. Since the innovative tech-
nologies that are introduced affect the development of other spheres and sectors of the international econo-
my. Thus, stimulating the development of information and communication technologies in related sectors of
the economy. This is the unique feature of mobile communication, as a basic information and communica-
tion technology, which is used as one of the marketing channels for the promotion of information, simulta-
neously performing the technological function of accumulating and storing information. This creates techno-
logical opportunities for the development of digital marketing.

Taking into account the significant contribution to the theory and practice of the development of the
concept of digital marketing by outstanding scientists of our time, it should be noted that digital technologies
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are spreading not only in the marketing activities of enterprises, but also in other areas. The development and
spread of information and communication tools contributed to the emergence of new channels for the promo-
tion of information, goods, ideas and services and the accumulation of large amounts of information that can
be used throughout the life of the company and its brands. These trends affect the models and methods of
forming marketing strategies in the digital economy. Including, reflecting on the activities of global mobile
communication companies. In this context, the question of researching the problems of forming marketing
strategies of global companies in the mobile communication markets becomes relevant. The object of the
research was the global company Huawei, which is a mobile communications operator and successfully im-
plements innovative solutions in the field of telecommunications services and the development and promo-
tion of mobile phones.

Methods

The following methods were used in this study. The System-structural method is usgd imygthe study of
theoretical and methodological aspects of the formation of the company's marketing strategy..The Diagnostic
method is used to diagnose Huawei's marketing strategy in the global smartphone marketshandthe Ukrainian
market. The Logical-comparative method for conducting a comparative analysis of marketing strategies of
Huawei's main competitors (Samsung, Apple). Statistical analysis methods for assessing the global
smartphone market, identifying the main trends and trends in the smartphone market in Ukraine. Factor anal-
ysis is used to analyse factors that affect the development ofthe smartphone market

Methods of grouping and classification for analyzing the types of thegnarketingpstrategy of the compa-
ny, as well as for systematizing the factors of the internal and external €nvikonhment that affect the develop-
ment of the company's telecommunications industry. Forecasting method forspredicting the main financial
indicators of Huawei as a result of implementing a marketing strateQyate, promote the company in Ukraine by
using the competitive technological advantages of 5G.

Results

The development of information society and digitaljeconemy, its dynamic changes affect the foundation
of marketing methodology. In the theory of strategic marketing,there are two approaches to the methodology
of forming a marketing strategy: traditional; economic-mathematical and statistical models. The traditional
approach to the methodology of forming a marketingjstrategy involves the use of matrix models. Recently,
more and more attention among scientists was paid to economic and mathematical methods and models in
the analysis of marketing activities of the enterprise and the formation of strategies. The use of economic and
mathematical models allows you to get the best\quality and reliable results than matrix ones. The emergence
and further improvement of application pragrams simplify the use of mathematical methods and speed up the
process of making marketing decisions when developing strategies. This aspect is particularly relevant in the
context of informatization and digitizatio” of society since it provides an opportunity to respond flexibly to
changes in the external magketing enwironment and promptly adjust marketing information. Therefore, there
is a need to systematize and imprave the classification of methods and models used in the information of the
company's marketing strategys

The methodology ofsferming a marketing strategy in the conditions of the digital economy and the de-
velopment of “Industry<4.0” technologies was studied using the example ofthe global company Huawei.

Huawei is,a mobile operator operating in the market of mobile equipment and signal transmission and a
develgper<af mabile phones. Thus, the company works on the B2B and B2C market, simultaneously cover-
ing different-areas of activity in the same field of activity. Such a strategic approach provides opportunities
to cover'the glagbal market while remaining in a certain business area. In order to form an adequate marketing
strategy ofithie company in two types of markets, an assessment of its competitiveness was carried out specif-
ically in the mobile phone market, noting the main competitors.

Analysis ofHuawei company competitiveness. Competition in the smartphone market moved to a new
level in 2019. On the one hand, the market itself is no longer growing, on the other-the onslaught of Chinese
manufacturers has dramatically increased, forcing other companies to act much more actively than before.
The rating is based not on personal preferences, but on the popularity of devices. It is based on statistics from
the European analytical company StatCounter. It calculates the success of manufacturers based on how much
traffic their devices generate in the global network. We will look at the main positions of the rating in detail,
clearly demonstrating how the share of manufacturers has changed over the past six years. The key points
were brand indicators for the first month of each year starting in 2014 and ending in January of 2020. Table 1
shows the change in top smartphone brands over the past six years to the beginning of 2020.
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Table 1 Changes in Top smartphone brands in Ukraine over the past six years to the beginning of 2020, %

2014 2015 2016 2017 2018 2019 2020

Samsung 22,69 27,85 28,92 29,32 33,71 31,81 31,82

Apple 25,86 23,52 22,75 19,58 19,73 19,64 22,85
Xiaomi 0,05 0,07 0,52 0,72 2,16 4,85 7,88
Huawei 0,85 0,95 157 2,59 3,78 5,26 7,87
Oppo 0,47 19 3,45 4,49
LG 2,79 2,99 4,01 4,28 3,87 3,48 2,78
Motorola 181 0,89 2,28 2,18 2,12 2,64 2,72

Mobility

Lenovo 0,14 0,36 0,93 2 2,92 2,87 1,77
Nokia 22,15 18,42 11,24 7,43 341 2,04 1,16

Note - calculated by the author based on (Rating o fsmartphone manufacturers 2021)

Based on analytical data, it can be seen that the main market leaders are the followdngybrands: Huawei,
Samsung, Apple, Xiaomi. It is these brands in the market of mobile phones and,Smartphones that are global
leaders that have advantages in areas of innovation, marketing channels and technelogical advantages. How-
ever, the functions of the communication operator are performed only by the Huaweijycompany, retaining the
leadership in the introduction of new smartphone models that are focused,©on the new 5G communication
standards. In the Ukrainian market, the distribution of shares of brand-cempanies that are manufacturers of
smartphones shows the significant popularity among consumers*of twWiggbrands — Samsung and Apple.

The distribution of the market share of smartphone manufactugers globally for the period 2019-2022 is
presented in Fig. 1

=)Summ ing *Apple m3BaauWw
mEAnsI *QOppo ° LG
« MuroiolftMobility m Ldiovo m Glfoa

Figure,1 The balance®f power among the key manufacturers of smartphones in 2019-2021

Note - calculatedby thefauthor based on (Rating o f Smartphone manufacturers 2021)

The campetitive distribution of the market among smartphone manufacturers in the world and in
Ukrainesigypresented/in Table 2, based on which it can be seen that the trends in the development of the
Ukrainian market‘are in line with global trends. Comparative characteristics of the balance of power among
the keypsmartphone manufacturers in the world and Ukrainian rankings, in 2019.

Table 2. Camparative characteristics of the balance of power among the key smartphone manufacturers in the world and
Ukrainian rankings, in 2019-2021

The largest manufacturers of Part of the smartphone market, %
smartphones Ukrainian rank, % Chinese rank, % World rank, %
Samsung 31,82 5,7 20,8
Apple 22,85 6,6 149
Xiaomi 7,88 H,7 8,7
Huawei 787 37 14,7

Note - calculated by the author based on (Rating o fSmartphone manufacturers 2021)
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The balance of power among the key smartphone manufacturers in Ukraine and China is somewhat dif-
ferent. Ukrainian consumers prefer Samsung and Apple manufacturers. Chinese consumers prefer Xiaomi
and Huawei. The leader ofthe Chinese smartphone market is Huawei. For 2019, it was able to increase sales
from 28.5 million units to 36.3 million units, or 27%. As a result, its market share increased from 27.4% to
37.0%.

Thus, Huawei's main competitors are Samsung, Apple, and Xiaomi.

In order to carry out a strategic competitive analysis, which is the basis for the formation of a marketing
strategy, brand perception maps of the main smartphone manufacturers were developed. The logical presen-
tation of which is presented in Tables 3-6. Next, draw up maps of strategic groups of Huawei's competitors.

Five experts on information and communication technologies and marketing activities of the IBI-
Rating Agency were engaged to draw up maps of strategic groups of Huawei's competitors. The experts were
asked to evaluate the level of consumer awareness, the range of smartphones, the brand update, the effec-
tiveness of the marketing strategy and the improvement of smartphone manufacturing technelogyyon, a 10-
point scale (1 — low level, 10 — high level). The consumer awareness score was calculatedias the average
score of 5 experts in information and communication technologies and marketing activities. “ihe map of
groups of strategic competitors of Huawei based on the ratio of indicators of smartghone_market share and
level of consumer awareness is presented in Table 3.

Table 3. Map of Huawei company's strategic competitor groups (The share of smartphone‘market/the level of consum-
er awareness)

Smartphone manufacturer's brand  The level of consumer awareness (Kl) Smartphone market share, %
(K2)
1 Samsung 10 31,82
2 Apple 10 22,85
3 Xiaomi 9 7,88
4, Huawei 9 7,87

Note - calculated by the author based on (Official website o fHuawelNin, UKraine; Rating o fSmartphone manufacturers 2021)

A map of groups of Huawei's strategic competitors in termsyof smartphone market share and consumer awareness is shown in
Figure 2.
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Figure 2. Map of Huawei's strategic competitor groups
(Share of the smartphone market / the level of consumer awareness)

Note -‘Calellated by the author based on (Official website o fHuawei in Ukraine; Rating ofSmartphone manufacturers 2021)

Analyzin@ the share of the smartphone market and the level of consumer awareness, we can conclude
that the largest competitor of Huawei in the Ukrainian market is Samsung. As evidenced by the data in Ta-
ble 4.

Table 4. Map of Huawei's strategic competitor groups (the structure of the assortment / updatability brand)

Smartphone manufacturer's Range of smartphones (K3) Brand updatability (K4)
brand
1 Samsung 10 10
2. Apple 9 9
3. Xiaomi 8 9
4. Huawei 9 9

Note - calculated by the author based on (Official website o fHuawei in Ukraine)
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Based on the selected catena for the product range structure and brand updatability, we can conclude
that the largest competitor of Huawei in the Ukrainian smartphone market is Samsung.

rteiidiiauiig.

Xiaomi: ;'
Apple. 1
" lluawei; 9
4
0 7 4 6 S 10 1
Figure 3. Map of Huawei's strategic competitor groups (the structure of the assortme ility brand)
Note - calculated by the author based on (Official website o fHuawei in Ukraine; Rating of rtph nufacturers 2021)
Table 5 Map of Huawei’s competitor groups (part of the smartphone market/effec ss \of the marketing strategy)
Smartphone manufacturer's brand  Efficiency of using a marketing strate- rtphone market share, % (K2)
gy (K5)
i.  Samsung 10 31,82
2. Apple 9 22,85
3. Xiaomi 7,88
4. Huawei 7,87

Note - calculated by the author based on (Official website

The analysis of the smartphone market share in s and the effectiveness of the marketing strategy
demonstrates the fact that the largest competitor of Huawei in the Ukrainian smartphone market is Samsung.

N Samsung
31182
e. 22,87
« Xiaomi, 7.S8 iHuawei; 7
9 9;2 94 9.6 9.8 10 10.2

Figure 4. Map of Huawei's strategic competitor groups
(part of the smartphone market/effectiveness of the marketing strategy)

Note - calculated by the author based on (Official website o fHuawei in Ukraine; Rating ofSmartphone manufacturers 2021)

Data for constructing a map of groups of Huawei’s strategic competitors in terms of parts of the smartphone
market and the improvement of smartphone production technology are presented in Table 6.
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Table 6. Map of Huawei's strategic competitor groups (part of the smartphone market/improving smartphone manufac-
turing technology)

Smartphone manufacturer's  Improving smartphone manufacturing tech- ~ Smartphone market share, %

brand nology (K6) (K2)
1 Samsung 10 31,82
2. Apple 9 22,85
3. Xiaomi 9 7,88
4. Huawei 10 7,87

Note - compiled by the author

Bailtiling"81.S
s Apple. 22,85
4 Xiaonii: 7,ss *  Huawei; “,8
8,8 9 9,2 9,4 9.6 9,8 10 10,2
* Samsung * Apple #Xiaomi * Huawei

Figure 5. Map of Huawei's strategic competitor groups (part of the smastphone market/improving smartphone man-
ufacturing teghnolagy)

Note - calculated by the author based on (Official website o fHuawel ifpUkraine; Rating ofSmartphone manufacturers 2021)

So, the maps of strategic groups show thatythe largest competitor of Huawei in the Ukrainian
smartphone market in terms of smartphone market sharéf"consumer awareness, range of smartphones, brand
updatability, effectiveness of marketing strategy, and improvement of smartphone manufacturing technolo-
gies is Samsung. Evaluation of Huawei'sigompetitive advantages showed that the main competitors in the
Ukrainian smartphone market are Samsting and*Apple (Fig. 6).

Development of a marketing strategy Huawei in Ukraine through the use of technological advantages of
5G. The assessment was condugted impa circle of experts with some experience in the smartphone industry.
Using strategic analysis tools,.suchjas SWOT analysis, we can get a clear picture of the current state and fu-
ture potential of the company. We will identify strengths, weaknesses, opportunities, and threats that affect
Huawei.

Strength.

Competitive gricing. ORe of Huawei's greatest strengths is its competitive price. For several years, the
smartphone marketiwas‘dominated by luxury brands such as Samsung and Apple, and there were no cheaper
alternatives toeompete: However, the popularity of smartphones has soared over the past 10 years, which
has led to a hugeddemand for inexpensive devices. Huawei is not the cheapest smartphone manufacturer on
the market, butiit is significantly cheaper than the luxury competitors we mentioned above.

High, leyél o fsmartphone quality. Despite extremely competitive prices, Huawei smartphones are high-
quality smartphones. Although their devices may not compete with brands like Samsung and Apple, but in
terms of quality, they have a high level of quality compared to other cost-effective smartphone brands. Many
of Huawei smartphones have a four-star rating (out of five possible) or higher on major retail sites such as
Amazon, which is a true confirmation of their quality.
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The price of the smartphone

Financial stability of th Smartphone quality
Number of awards Product range
Sales policy The improvement of.
Share of the smartphone... Experience in the.
Marketing system The uniqueness of the.
Effectiveness of advertising. Consumer satisfaction
Motivation of the. Functional characteristic of.
Qualification of the. Ergonomic characteristic of.
Security Aesthetic characteristic of.

Screen resolution

Samsung Apple Xiaomi Huawej

Figure 6. Polygon of competitive advantages of Huawei and its main cempetitors Samsung,
Apple and Xiaomi in the smartphone market ofUkraine

Note - calculated by the author based on (Official website o fHuawei in Ukraige)

Weakness

Lack of capital. Huawei has an insufficient level of‘capital.“Compared to Apple, the world's largest
company by market capitalization (almost a trillion dollars), Huawei share of capitalization is quite small.
This means that the company must be extremelydaccuratefin planning its financial flows. The insufficient
level of capitalization does not allow for large-scale“investment in marketing or branding, which would be an
important next step for Huawei to become a top-class brand in the eyes of smartphone consumers.

A weak brand positions. Perhaps due tQ, the insufficient level of capitalization, Huawei has a weak
brand. While demand for budget smartphong,manufacturers like Huawei, is really growing, they have long
been considered clearly the worst chaice:§in the“case of Huawei, this is not helped by the lack of marketing
efforts. It should be recognizeg, that in some countries, the Huawei brand is stronger than in others: for ex-
ample, in the European Union, 4tiis mughgStronger than in the United States. It’s also worth mentioning that
Huawei's weak brand is partlyadueto, a,prominent Western belief that Chinese products are inferior in some
way; this conviction is especially moticeable in the United States.

Opportunities

5G technology 5G. is the next-generation mobile communication technology. As it turned out, Huawei
quickly innovatedy developing and releasing mobile modems that are compatible with 5G, even before the
advent of major chipset'manufacturers such as Intel. If Huawei implements a 5G marketing strategy, they
can aneh@nthemselves“as a luxury brand, offering technologies that are not available even for top brands like
Apple and/Samsung. Huawei has even offered to sell its 5G modems to Apple, which could bring them huge
profitsiNaturally, this will be associated with all the compromises in the sale of technologies by the main
competitQr.

India’and US markets. Often, weaknesses can be opportunities. We mentioned above that in the Unit-
ed States, Huawei has a poor perception ofthe Huawei brand. Huawei has little penetration in the US market.
The same can be said for the Indian market. This means that both India and the US are untapped sources of
income. If Huawei could develop a powerful strategy to enter these two markets, they could see a huge in-
crease in overall revenue, given the number of potential smartphone consumers.

Low-budget design o fofficial stores. The low-budget design of the official stores of the Huawei brand
is one of the reasons that brands such as Samsung and Apple are in the first place among others. The luxury
and comfort of official Samsung or Apple stores not only gives potential customers another opportunity to
buy their smartphones, but also improves the perception of the brand on a subconscious level. By investing
in the design of its stores, Huawei can simultaneously improve its marketing and sales performance.
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Threats.

High competition. One of Huawei's biggest threats is the smartphone market itself. The telecommuni-
cations industry is fiercely competitive across the Board, and this is especially true for the smartphone mar-
ket. Huawei not only faces competition from major brands such as Samsung and Apple (which have a signif-
icant level of capitalization), but also the threat of new players in the smartphone market in Ukraine. Even if
top-level brands don’t develop their own low-cost devices, a new competitor can enter the market at any time
and take a portion of Huawei's market share withjust one technological advance.

Increase in labor and material costs. A less serious threat to Huawei is rising labor and material costs.
Smartphone manufacturing is relatively labor-intensive (although some parts of the process are automated),
so the slow but steady growth in labor costs in China is gradually increasing Huawei's overhead. The same
applies to materials that are becoming more expensive simply because of growing demand. All of these fac-
tors will force Huawei to raise smartphone prices or lower its profit margins.

Thanks to low-cost and high-quality products, Huawei has managed to enter one ofithe mast, difficult
markets: the smartphone market. Moreover, Huawei has a significant opportunity to ‘grow‘its business by
entering and dominating new markets (including technological ones such as 5G, and geographicalfones such
as India or the USA, and Ukraine), and improving the perception of its brand, perhap§ throughythe use of of-
ficial representative offices.

Huawei needs to closely monitor competition in the smartphone market and provide plans to manage
rising labor and material costs.

SWOT analysis o fHuawei company in Ukraine (Table 7). SWOT analysisds a kind of form that does
not contain a final one information for making management decisions;\but it enables order the process of
considering all the available information using one's own thoughts and assessments. In order to economically
justify the implementation of Huawei's marketing promotion stratégy in“@kraine, we will compile a matrix of
the company's strengths and weaknesses in the Ukrainian smastphoneymarket.

Thus, the study showed that Huawei has a significant opportunity to develop its business by entering
new markets and dominating them (including technologieal ones, such as 5G, and geographical ones, such as
Ukraine). Huawei quickly innovated, developinggand releasing mobile modems that are compatible with 5G,
even before the advent of major chipset manufacturers such as Intel. If Huawei implements a 5G marketing
strategy, they can anchor themselves as a luxury brandy,offering technologies that are not available even for
top brands like Apple and Samsung.

The main advantage of Huawei's marketing strategy in the Ukrainian smartphone market is that it is
aimed at creating the image of a premium brandy and therefore the company uses a multi-brand strategy —
two brands for different market segmentsiL etters and numbers and explanatory words are also used within
each brand. “Huawei + Honor's2anulti-brand strategy is focused on meeting the needs of different segments
of the smartphone market. Expanding the*range of smartphones, Huawei has followed the path of Samsung,
highlighting a series of prodéictSiwithinbeach brand.

Table 7. Huawei SWOT analysisyindkraine

Rositive influence Negative influence
Strengths Weaknesses
1 The decline in the competitive position

2. Weak brand due to lack of capital investment, weak
271t ‘elongs to the group of the largestyang policy

= Smartphone manufacturers 3. Non-effective marketing strategy for entering new
= 2.“High qL_Jallty sma}rtphorjes foreign markets

S 3. Extensive experience in the smartphone market 4. Low market capitalization compared to other
S and good reputation among customers competitors

g 4 Upgrading and updating of equipment 5. Insufficient cost of capital investments

= > Availability of innovative features 6. No Ukrainian version of the official website

€ 6. Competitive pricing policy;

£ 7. Providing warranty service;

8. Own new developments and technical solu-
tions (mobile modems and other technical solu-
tions compatible with 5G)
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Opportunities Threats

1 Long-term political instability in Ukraine;

1 Entering new international markets (USA 2. Shqrp changes in exchange rates and devaluation of
' the national currency;

India, Europe (Ukraine)) and segments 3. A sharp decline in the creditworthiness of the con-
2. Introduptlon of 5G teghno!ogy sumer:
i' Eﬁgzgzzﬁg of FJtrh%dUCtla()sr;Ol:?;Se.m policy 01:4. Interest fluctuations on Bank loans;

' X 5. Crisis phenomena in the domestic and foreign policy
smartphones, . i of Ukraine, Europe and the World.
5. Opening its own representative offices around 6. High competition in the smartphone market
wﬁigﬁloﬂgévxllgfl\lljv?lllngelgblg ktz)algi%wu?tsanaeorjgll;/“irzf 7. Increase in labor and material costs. Smartphone

. . L manufacturing is relatively labor-intensive so the\ slow
prove its marketing and sales indicators. but steady growth in labor costs in China js,gradually
increasing Huawei's overhead.

Note - calculated by the author based on (Huawei SWOT Analysis; SWOT Analysis o fHuawei: Tackling Gompetition in
Smartphone Market)

External environment

Huawei company's weaknesses in Ukraine are: reduced competitive position;.weak brand due to lack
of capital investments; ineffective marketing strategy for entering new foreign markets;glow market capitali-
zation compared to other competitors; insufficient cost of capital investmentsiplackyof the Ukrainian version
of the official website. Research on marketing strategy in Ukraine has shownghat Htawei has a significant
opportunity to develop its business by entering and dominating new m@arkets (including technological ones
such as 5G and geographical ones such as Ukraine). Huawei quickly mnovated, developing and releasing
mobile modems that are compatible with 5G, even before the advent ofumajor chipset manufacturers such as
Intel. If Huawei implements a 5G marketing strategy, they cansancher themselves as a luxury brand, offering
technologies that are not available even for top brands like Apple“and Samsung.

We propose a marketing strategy for promotingyHuawei in*Ukraine by using the technological ad-
vantages of 5G. The methodological tools and practical reeommendations for developing Huawei's market-
ing strategy can be used in the strategic planning @f similarjcompanies working in the field of telecommuni-
cations technologies. The fifth generation of mobiledeommunications promises to be the Foundation of the
21st century economy. Only South Korea has@chieved national success so far.

Now every chip manufacturer and gadget manufacturer is trying to gain dominance in the 5G sphere
— arevolutionary achievement of cellulareemmunication, promising to become the basis of the economy of
the 21st century.

Let's briefly discuss the technological advantages of implementing a 5G marketing strategy. The “fifth
generation” communication networks,‘theso-called 5G, together with big data analysis and the Internet of
things (loT) are designed togsecemetene of the foundations of the digital economy, the main driving force of
which should be artificial [intelligence (Al). Over the past 40 years, four generations of mobile communica-
tion networks have chafiged. Lf the first-generation 1G cellular networks have long disappeared, then 2G, 3G
and 4G networks still centinue to be used. Moreover, some of the legacy 3G and 4G infrastructure will be
integrated into théfifth=generation 5G mobile networks.

Advantages oflimpléementing a marketing strategy to promote Huawei 5G technologies in Ukraine. As
of 20197"the cost, of passing growing traffic through the networks of Telecom operators is not covered by
revefie fromutraditional services. Search for new services, so-called “killer application” of traditional tele-
communications platforms usually does not give the expected results

Meanwhile, the main growth in traffic and revenue is not in the people's devices sector, but in the Inter-
net of things devices sector, which is one of the basic goals of the 5G functionality.

At 2020 is the approximate start of the introduction of 5G technology in Ukraine. Thus, Ukraine can
catch up with the most technologically advanced countries in the world, which also plan to start foil com-
mercial use of the fifth generation this year. According to the state enterprise “Ukrainian state center of radio
frequencies” in Ukraine, work is continuing on the release of 700 MHz radio frequency bands, identified by
the EU countries as priority for the introduction of mobile networks ofthe fifth generation (5G).

Specialists of the state enterprise “Ukrainian state radio frequency center” take part in the preparation
of documents for the organization of the European conference of posts and telecommunications, which are
aimed at regulating the technical and regulatory aspects of the introduction of 5G technology in Europe (in-
cluding Ukraine). Currently, certain measures are underway in Ukraine to release the 800 MHz and
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700 MHz radio frequency bands from the REF (radio electronic facilities) of digital terrestrial television
broadcasting (DTTB) for the further development of MFCN (mobile/fixed communication networks) in it.

In a separate roadmap for 5G, the EU countries identified the bands of 700 MHz, 3.6 GHz, and 26 GHz
as priority for implementing 5G in Europe.

Based on the positive results of the completion of the procedures of the state enterprise “Ukrainian
state radio frequency center” during the first half of 2020, the necessary materials will be prepared for the
National Council to carry out further measures for transferring the Central TV station REF(DTTB) to the
470-694 MHz frequency band. The growth in the number of devices connected to the network is presented in
Table 8.

Table 8. Growth in the number of devices connected to the network

Types of devices Connected devices (billion) CAGR
15 billion 28 billion 20152027
Cellular 0,4 15 27%
Non-Cellular 42 14,2 22%
17 18 1%
Laptops, tablets

Smartphones 7.1 8,6 3%
landline (phone) 13 14 0%

Note - calculated by the author based on (Rating o fSmartphone manufacturers 2021)

Impact ofthe 5G marketing strategy on the Ukrainian eGonofy,, According to experts on information
and communication technologies, the introduction of a marketingystrategy; the introduction of the 5G net-
work will lead to GDP growth of 2.5%. According to a numberef international experts, the introduction of
5G technologies around the world will lead to an extra@erdinary ecenomic development. With the latest tech-
nology, you can significantly automate and improve your wagkflow. The biggest benefit from 5G will be
self-driving cars, since the signal delay at high speeds of theycar'itself will be eliminated. Also, the fifth gen-
eration will allow you to manage agricultural machinery in/real time and monitor the soil and planted crops,
unify infrastructure and create “smart” factories or evengéntire cities, improve communication networks, in-
cluding transport. In medicine, 5G technology,will allow doctors to perform remote operations using auto-
mated systems.

In General, 5G will contribute togthe development of artificial intelligence, which will significantly im-
prove and speed up the provision ofServices, as well as the production of goods around the world.

Discussion

Methodological approaehes, to“theyformation of a 5G digital marketing strategy should be based on the
application of strategic andicompetitive analysis, taking into account the technological component of its im-
plementation in pgacticé. 5G_digital marketing strategy based on 5G technology is the basis for the introduc-
tion and dissemination [of.innovation.

Conclusion

Huawei's, digital,marketing strategy should be based on countering threats, primarily fierce competi-
tion from its_direct,ecompetitors and multinational corporations such as Apple, Samsung and Amazon, as well
as Chinesé companies Xiaomi, Vivo, OPPO.

The disadvantages of these companies (e.g. Apple) which include high selling price, incompatibility
with otherithird party software, limited promotional marketing strategy must be countered by their rapid in-
novation strategies, including entering high-risk markets.

Ukraine, thanks to a good level of education, is becoming a major player in the global technological
arena. The IT talent pool in Ukraine is approaching 200,000 software developers, tech start-ups are booming,
investment is on the rise, and the number of companies partnering with Ukrainian software development ser-
vice providers is on the rise of historically strong engineering skills to realize their potential. In a world con-
sumed by technological innovation, at a time when information and data have become a vital resource,
Ukraine can offer an invaluable asset — an unrivalled pool of IT professionals.

Research on marketing strategy in Ukraine has shown that Huawei has a significant opportunity to de-
velop its business by entering and dominating new markets (including technological ones such as 5G and
geographical ones such as Ukraine). Huawei is quickly innovated by developing and releasing mobile mo-
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dems that are compatible with 5G, even before the advent of major chipset manufacturers such as Intel. We
propose a marketing strategy to promote Huawei in Ukraine by using the technological advantages of 5G. 5G
networks significantly expand the limited functionality of mobile networks of previous generations. The
main functional features of 5G networks are the following: enhanced mobile broadband access eMBB (en-
hanced MBB); ultra-reliable communications with low latency ULLRC (Ultra Low Latency Reliable Com-
munication); massive inter-machine communications Massive I0T/IIOT, MMTS (massive Machine Type
Communication). All the variety of services and capabilities of IMT2020 (5G) networks is built on the basis
ofthese three generalized types of functionalities.

If Huawei implements a 5G marketing strategy, they can establish themselves as a luxury brand, offer-
ing technologies that are not available even for top brands like Apple and Samsung. This is because 40 oper-
ators from 20 countries have already launched 5g networks for commercial use, and 2/3 of these pr@jects are
implemented together with Huawei. Leading operators are actively working on creating pre-commercial 5¢g
test zones and demonstrate real cases of using technologies of this communication standardy#hefimplemen-
tation of Huawei's marketing strategy in Ukraine using the competitive technological advantages of 5G, will
increase the company's revenues by 20-30%, bring the Ukrainian economy to a high-levelmarkety and’sub-
sequently make it possible to create a world-class national digital brand. Innovation afid the creation of a uni-
fied system will accelerate the process of commercial launch of 5G.

As specific practical recommendations, we suggest that other companies,that 4werk in the field of
communication technologies use methodological tools and practical recommendatians for developing a mar-
keting strategy for the implementation of the 5G network in the Ukrainian/marketgin Strategic planning. This
is due to the fact that 5G networks significantly expand the limited funCtionality/ef mobile networks of pre-
vious generations. In fact, 5G plays the role of a platform for the, dexelopment mode of new DevOps services
and applications, when new features are created by developers (Development) in close coordination with the
teams that are responsible for their implementation and operation. I'mplementation of the marketing strategy
implementation of the 5G network will lead to GDP growth of 2:6%. The introduction of 5G technologies
around the world will lead to an extraordinary development afithe economy. With the latest technology, you
can significantly automate and improve your wogkflow. IniGeneral, 5G will contribute to the development of
artificial intelligence, which will significantly impreve and Speed up the provision of services, as well as the
production of goods around the world.
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E.M. UykypHa, B.A. 3amnuHckuii, O.B. CtaHucnasuk, J1.A. Kopuesckas, J/1.B. NaHkoBeL,

SG-TeneKOMMYHUKALNS canacblHAarbl XabaHiblK KOMNaHUSHbIH
UMDPAbL, MapKETUHITIK CTPaTErnsichbl

AuygaTna:

MaucaTbl: 3epTTeyfu, Makcatbl Huawei abaHAblK KOMMaHWACBIHbIH MbICa/ibiHAA TeNeKOMMYHMKaLUA cana-
CblHAarbl Xeteki! KaclwopbIHAapAbIH 5G MapKeTUHIMK CTPaTernsacbiHbIH 34KHaMaNbIK HeN34epL Kanbintactelpy. 5G
MapKeTUHITIK CTPaTerusACbIH KasbiNTacTblpy Kesell, peTiHAe 63CeKeNecTLl apTbIKLbIIbIKTApAbl aHbIKTay 3fKTEeMECLU
Herisgey. 3epTTey HbiCaHbl Ly(pnaHabIpy XarjaibiHaa TeNeKOMMYHUKALMA HapbIrbIHAArbl XKabaHAbIK KoMaHusanap-
[blH MapKETUHTTIK KbI3MeT!.

ddici: XKyienww-KypbinbIMAbIK 34iC, ANarHOCTUKANbIK, TOMMKabIK-Ca/IbICTbIPMasbl, CabICThipMalik! Taniays cTa-
TUCTUKASbIK Tangay, PakTop/biK Tafgay, TONTay XIHe XLUTeY 3ficTepi.

LiopblIThiHAbI: Huawei KOMNaHUACbIHBIH MAPKETUHITIK CTpaTernsacbiH 3a3!preyaL TeOpUANBIK XKIHE 3AKHAMANbIK
Hen3gep! >kuHakTanraH. CtaHgapTTay >aHe 6eTMAey cTpaTerusnapbl, OHbIH WL Ae Aambliadfengepien cTparerus-
NbIK CepLUTECTW Hen3wae 5G MHHOBAUUANbIK CMapTHOHAAPbl MEH KYPbIrbiapblHa, GOHAAV-aK KYKbIKTbIK, TEXHO/MO0-
TUAMBIK YX3HEe CasaCcu Macenenepre catn 6eTMAeny Mbicaifapbl KapacTbipbligbl. XKyprsiireH tanjayfa YkpavHaga
Huawei-g! wrepwetyaw, 5G MapKeTUHITIK CTPaTernacbiH KKe acbipyfbliH apTbIKWbLILIKTapbIH aHbikTayra, 5G dopmMa-
TbIHAArbl TEXHOMOTUANLIK LWew!mMaepa! aHbikTayra MymKwaw 6ongbl. 3epTieéy KOMMaHUAHbIH - MapKETUHITIK
cTpaTervsicblH 33'pney npoLecll 3epTTey ascblHAa KOMMaHWAHbIH GPEH/L YEHE MbUMKLITY CTPaTeruacbiH AambITy
6olblIHLLA YCbIHbICTAp >Kacayra MyMmKLwaw 6epap YkpanHagarsl HuaWei KsigmeTiue SWOT-Tangay xypn3war Maka-
naga Huawei (Samsung, Apple) Hen3n 63cekenecTepLuLy, MapKeTUHT K, CTpaTerMANapbiHbIH CabICTbIPMasIbl apThblK-
LUbINbIKTaPbI Ta/lAaHAbl, COHbIMEH KaTap ecyfLl 6acbiM CTpaTerusasIKiBEKTORI1apb! Xacanpl.

Ty>KblpbiMgama: Makanaga >kabaHblK KOMMNaHUAHbIH MapKeTUHERK CTpaTeruacbiH 33lpiey npouecil 3epTTey-
AL, TeopuAnbIK >K3He 3fKHaManblK Tacwwgep! HensgenreHpkaHepkKyiiefeHreH. Huawei MbicanbiHAa MapKeTUHITK
CTpaTerysaHbl KabINTacTbIpy MeH Hen3geyaL, Hen3r., Kypanaapsl, 3AIieTepi MeH TeXHOMOrUAnapbl aHbIKTanpbl; KoMna-
HUAHBIH YKpavHagarbl TeNeKOMMYHUKaUMANbIK TeXHOAOr1sAnap ‘eaiacbiHaarbl MapKeTUHIMK CTPATernscbiH KyLIenTy
60libIHLLIA NPaKTUKa/bIK YCbIHbICTap 33!pneHar

KT T cB3gep: MapkeTUHr cTpatermsacel, HuaWei 6ackapy >yiien, 6peHs, Tangay, MyMKLWDKTep, 5G, YKpanHaja-
rbl 6alinaHbIC HapbIrbl, TYPaKTbl faMy CTPATeruackl, 6YNTTbl MHXKEHEPUsiHbI 6ackapy KypblibiMbl, KOpLUAraH OpTaHbl
Kopray 3pekeTTepr

O.M. YykypHa, O.B. CraHncnaBuK, B.A. 3amnunHcknii, J1.A. KopueBckas, J1.B. NaHKoBel,
SG-LUngpoBas MapKeTMHIoBas cTpaTerns rnobanbHoi KoMnaHum B cepe TeNeKOMMYHUKALNI

AHHOTauua:

Llens: Llenbto uccnefioBadns sBnsieTcs hopmMmMpoBaHve MeTO0N0MMUYeCKUX 0CHOB MapKeTUHIOBON cTpaternm 5G
BeAYLUMX NPeanpusiTiaid chepbl TEAEKOMMYHMKaLWI Ha Npumepe rnobansHoi komnaHun Huawei. O60CHOBaHME MeTO-
OVKUN onpefeneHmns KOHKYPEHTHBIX NpenMyLLEeCTB Kak 3Tana (hopMMpoBaHMs MapKeTUHIOBON cTpaterun 5G. O6beKTOM
1CccnefoBaHNA ABNAGTES MARKETMHIOBas AeATeNIbHOCTb FN06anbHbIX KOMMaHWA Ha pbiHKe TeNEKOMMYHWKaLuii B yCno-
BMSX L(ROBMSALIN.

MeTogpb: CUETEMHO-CTPYKTYPHbBIA METOA, ANArHOCTUYECKMIA, NOTVKO-CPAaBHUTENbHBIN, CPaBHUTESbHbIA aHam3,
CTaTUETNYECKMIaHaN3, (haKTOPHBIA aHanM3, MeTOAb! FPYMMMPOBKY U KNacCumKaLmm.

PegynbTaxhi: O606LUEHbI TEOPETUYECKME Y METOLO/OMMYECKE OCHOBbI Pa3paboTKM MapKeTUHIOBOW cTpaTeruu
KoMnaHWn Huawei. PaccMOTpeHbI cTpaTerny ctaHZapTU3aLmMm 1 aganTalmm, B TOM YMCie Ha MHHOBALMOHHbIE CMapT-
(hoHbI 1 ycTpoiicTBa 5G Ha OCHOBE CTPaTerMyecKoro NapTHEPCTBA B Pa3BUTBLIX CTpaHax, a Takke NpUMEpPbI YCMeLIHOW
afanTauum K topuanYecKUM, TEXHONOMMYECKUM 1 NOUTAYECKUM BONpocaM. MpoBeaeHHbIV aHanv3 no3sonnn BbISBUTb
npevMyLLecTBa peannsaumm 5G MapKeTWHIOBOI CTpaTerum npoasukeHus Huawei B YKpanHe, onpefennTb TeXHONO-
rmyeckme pelleHus B hopmate 5G. ViccnefoBaHve No3BoAuao paspaboTtaTb NpeasoXkeHws no passBuTuio GpeHaa KoM-
MaHuM 1 CTpaTernn NPOABWXKEHWS B paMKax M3yyeHWs npoLecca paspaboTKi MapKETMHIOBOW CTpaTerny KOMMaHuu.
MpoBefseH SWOT-aHanm3 festensHocT Huawei B YKpavHe. B cTaTbe npoaHasM3vMpoBaHbl CPaBHUTE/bHbIE NMPEnMy-
LLeCTBa MapKeTUHIOBbIX CTpaTernii OCHOBHbIX KOHKypeHTOB Huawei (Samsung, Apple), a Takoke pa3paboTaHbl npuo-
pUTETHbIE CTPaTermyeckne BEKTOPbI POCTa.

BbiBogbl: B CcTaTbe 0OOCHOBaHbl U CUCTEMATU3MPOBAHbI TEOPETUKO-METOLOOrMYeCKMe MOAXOAbI K UCCNesoBa-
HWIO npoLecca pa3paboTKN MapKETUHIOBOW CTPaTerMm rnobanbHON KOMMaHWW, OnpefeneHbl OCHOBHbIE CPeACTBa, Me-
TOLbl W TEXHOMOrMU (HOPMMPOBaHMS U 06OCHOBaHWS MapKETUHIOBOI cTpaTerMy Ha mpumepe Huawei; paspaboTaHbl
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MPaKTUYECKMe PEKOMEHAALMN MO YCUEHWIO MApKETUHIOBOW CTpaTerun KOMMaHum B chepe TeneKOMMYHUKaLMOHHbIX
TEXHOJOMWIA B YKpauHe.

Kntouesble cnosa: MapKETUHrOBasi CTpaTerusi, CMCTeMa ynpasnieHus Huawei, 6peHs, aHanms, BO3MOXHOCTb, 5G,
PbIHOK CBSi3W B YKpawvHe, CTpaTerus yCTouMBOro passuTUs, CTPYKTYpa yrpaBfieHust 06/1auHoli UHXeHepei, aKonor-
Ueckue ycunus.
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