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Introduction:
In this essay a South Korean multinational organisation Samsung is selected and its marketing strategy using segmentation, targeting, position and marketing mix model is discussed with the effect of Globalisation. In this essay effect of Globalisation on businesses and global market strategy of Samsung is also discussed.
Samsung is a conglomerate organisation known for manufacture of electronic products since 1970s but the major boom is seen since Samsung has captured smartphone market. Currently Samsung is the only competitor of the iPhone in the global smartphone market and its multiple series of smartphones are found in every home. 
Globalisation:
Countries are limited to their boundaries but businesses are not. In fact, globalisation has been present in the past and businesses couldn’t survive without that phenomena. No country grows or product everything thus need others such as, petroleum is prime demand of many countries and dried regions import crops from agricultural territories. Though, the term of globalisation become familiar since the second half 20th century when technological advancement led companies to develop international influence or start operating on an international scale. McDonald, Toyota, Apple Incorporation and Kellogg’s are some examples of companies have global image and their presence can be felt everywhere.
The trade regulations and agreement between countries gave rapid boom to globalisation such as, European Union (EU), North American Free Trade Agreement (NAFTA), Agreement between 10 South Asian countries (ASEAN), and Asia Pacific Cooperation among 21 member states (APEC). In these trade regulations companies can deal without tariffs and restrictions. The global presence of any organisation means the benefits of these trade regulations can provide better business opportunities in the target market, (Ghauri and Cateora, 2014).  
The benefits globalisation gives to business are, access to new cultures, development of technology and innovation, lower cost for products, higher standard of living, access to new markets and recruitment of new talent, (VelocityGlobal, 2020). From a businessman mind-set globalisation is a door to the open World to sale products and services. In fact, globalisation provide choice of markets for businesses where their products get more demand compare to the home country. Some companies become so powerful using globalisation as they have included the local culture of host countries, for example, Kellogg’s Corn Flakes - with Iron Shakti and Kellogg’s Muesli are designed for Indian consumers. Globalisation give consumers awareness about price and standard of the products which may forces brands to reduce their prices. 
On the contrary, the challenges to globalisation are international recruiting, immigration issues of employees, incurring tariffs & export fees, payroll issues, foreign workers’ exploitation, and immigration challenges for local jobs, (VelocityGlobal, 2020). The hiring and immigration issues for employees become difficult for global organisations as from different regions recruiting, visa issuance and other documentations make the process bit challenging. The tariffs and export fees for products is an additional expense to bear for companies. Payroll issues with tax laws related to employees in the different markets become difficult for companies. To face the tough competition companies, shift their production units to those countries where labour is cheap and employment laws are not much active which exploit workers. Globalisation advocates immigration and many developing countries professionals move to developed regions for better job prospects and quality of life. The issue here is it affects the local workers job market resulting many countries tightening their immigration policies to facilitate their native citizens.
Marketing strategy:
According to Slater and Olson, (2001) marketing strategy is making decisions relate to segmentation, targeting, and positioning based on product, price, promotion and distribution. Furthermore, Day et al, (1990) found marketing strategy a way to building and maintaining a sustainable competitive advantage. The benefits of marketing strategy are improving sales, managing reputation, knowing what works and learning the market place, (O'Dwyer, 2022). To better understand the marketing strategy, segmentation, targeting and position get discussed in detail than the selected organisation Samsung is seen on these parameters accordingly.
Market Segmentation:
Market segmentation is dividing the market and consumers in order to focus the specific areas to gain better competitive advantage, (Gbadamosi 2019). The segmentation can be based on age, gender, profession, demographics and culture. For example, an energy drink manufacturer would target athletes and sports people. Companies can use this strategy to find in which segment they can get better competitive advantage. Marketing segmentation helps companies to use their resources efficiently, better focus on customers and develop products to meet demand of their customers. 
Market targeting:
After the market segmentation, planning a strategy for the specific area in the market is called target marketing, (Gbadamosi 2019). For example, a cosmetic organisation aimed to produce products for teenage consumers. it is an effective strategy because in the big market choosing a particular area to attract more consumers can survive the business also lessen the competition sometimes. Market targeting increase their customer loyalty, improve brands position, maintain the quality of products or services and establish good customer relationship. 
Market positioning:
A very special and interesting strategy is marketing positioning which refers to the place that brand keeps in minds of their customers, (Sethna and Blythe, 2016). To explain market position, the good example is, if someone think about cold drink or soft drink, a products form Pepsi Cola or Coca-Cola come in mind because these brands are established in minds of people from generations. Another example would be Mercedes after listening this name the luxury and good quality car comes in mind of people. The benefits of market positioning are multiple as it attracts different types of consumers, improve brand loyalty, and introduce new products in the market effectively.
Marketing mix model:
To discuss here the marketing mix model which is based on 4 Ps and 7 Ps (for services). The product, price, place, promotion with further extension of people, process and physical evidence, (Sethna and Blythe, 2016). Marketing mix give benefits to organisations, such as, managing of budget, determining market effectiveness and planning for future trends. To plan a better marketing strategy companies, focus on these entities to attract more consumers and gain competitive advantage in the market. The 4Ps of Samsung is going to be discussed in this essay.
Market Segmentation of Samsung:
The market segmentation strategy of Samsung is discussed here on global perspective. The Samsung market segmentation consists of four segmentation types: Geographic, Demographic, Behavioural, and Psychographic segmentation, (PDF Agile, 2022). 
Geographic segmentation of Samsung is to target regions in urban and rural dwellings. For example, the Samsung serious of Galaxy mobile phones target urban audience. Similarly, Samsung has targeted Indian market where the population is huge but mostly consumers prefer phones in economical price so Samsung has provided in affordable prices. 
The demographic segmentation consists of age, gender, lifestyle and occupation. Samsung has variety of smartphones to meet the needs of consumers belong to different ages and both genders. 
The psychographic segmentation involves dividing consumers into different segments based on internal characteristics—personality, values, beliefs, lifestyle, attitudes, interests, and social class, (Mialki, 2022). Samsung develop smartphones for low income earners with the functional features to satisfy their needs. On the other side, in the IT and communication sector Samsung is not behind to provide enterprise solutions for corporate use. 
Market targeting of Samsung:
Samsung has used its market targeting strategy to develop more products for consumers. For this purpose, their R&D and innovation department have produced different variations of phones and other products. To better understand this strategy first need to look the target consumers of Samsung in the market. They are, fashionable teenagers, social media active users, company executives, professionals, big corporations, academic institutions, government organisations and safety agencies, (PDF Agile, 2022). 
Market positioning of Samsung:
To discuss the market positioning of Samsung some interesting realities are here to highlight. Samsung is the largest competitor of iPhone and Apple Incorporation products. Taking iPhone as an example is consider a luxury brand which is always expensive. Here, the smart strategy is used by Samsung to give the impression in mind of people that Samsung is for everyone due to available of products in different prices. Consumers know Samsung can give style, quality and range of prices in their different serious of handsets which is actually a Win-Win situation for the company. 
Samsung target positioning are on three sections which are, multi-segment positioning, imitative positioning and anticipatory position, (PDF Agile, 2022). The multi-segment position is designing different products for each target group to address features, functions and prices. This strategy provides a big choice to consumers. The imitative positioning is making products compatible to expensive brands, taking an example of iPhone, as Samsung Galaxy competes in the market with iPhone because have similar features. The anticipatory positioning is manufacturing those products not giving profit at present with the expectations that will be profitable in future. Samsung has started with making low cost products later on their approach was changed but still consider this strategy for future growth which shows they may look differently.
Marketing Mix of Samsung (4Ps):
Taking in consideration the product, price, place and promotion of Samsung the Marketing mix comes as:
Product:
Samsung is known to invest a lot in R&D of their products to provide the best quality to consumers. The products Samsung produce are mobile devices, home appliances, television, computer & IT and memory storage, (Samsung, 2022). Mobile handsets and television of Samsung are very much popular globally for their quality and varieties. Other products have good ranking in the competitive market which shows Samsung has strong grip quality of their products. 
Price:
In pricing strategy, Samsung made itself acceptable for majority of consumers globally because of affordability and diversity. On the global platform, Samsung has focused properly the regions where their products get more consumers as discussed above in essay the example of India where for huge population affordable handsets are available. 
Place:
Samsung plays a smart placing and distribution strategy to sell directly to the retailers and service dealers, (mbaSkool, 2021). Hence, the service dealer responsible for corporate sales and retailers make offering of Samsung products due the strong brand image. Samsung is very strong in distribution as it provides a single distribution company in a particular location that can distribute products further to other locations, (mbaSkool, 2021). Samsung made their products available on different ecommerce platforms globally also through their own website, (mbaSkool, 2021). 
Promotion:
Promotion is a main pillar for growth of any business and in current times no company survives without an effective strategy of promotion. Samsung is an active organisation for promotion of their products. For promotion Samsung use newspaper and digital media for promotion of their new products. Furthermore, they invite celebrities and media personalities to become their brand ambassadors, big hoardings and posters on roads, and being active on social media platforms, (mbaSkool, 2021). Samsung sponsor events and give heavy discounts on their products for promotional purpose. In fact, the success of Samsung very much involves strong promotion strategy.
Impact of Globalisation on Samsung:
The market of electronic products can’t limit to boundaries because many countries lack of technology and depend on others. Samsung manufactures electrical & electronic devices and the impact this organisation has received from globalisation is very fruitful. Samsung has sensed the demand of globalisation in the very right time and started working on R&D to provide better quality in affordable prices. They have given big focus on smartphones when touch phones came in fashion and that time HTC and iPhone was dominating the market. Samsung started producing touchphones for consumers globally with more products range which gave a sense of choice to consumers. in detail the global marketing strategy of Samsung from its start is discussed below.
Samsung’s global marketing strategy:
Samsung stepped into business when big brands were already in the business such as, Sony Corporation, Phillips, Dell, and Hewlett Packard. For a brief time, Samsung adopted low-cost drive competitive strategy and manufactured low cost products for big brands also sold their products through discount chains like Walmart. A triggering point for their business came during Asian Market Crash in 1997 when their low-cost competitive strategy worked for growth of their business. However, it was not fair enough, according to Samsung CEO Yun Jong-Yong their products are compatible to Sony in quality but due to low brand image sit at back of the stores. The supressing need for change made changes to the strategy of Samsung for the big business and global market. Samsung focused on developing new innovative products that are supported by strong branding and promotional campaigns, (Proecho Solutions, 2022).
The new competitive strategy spotted innovation, design, and high quality branding worthy of a premium price. Samsung very smartly targeted segmentation to make appeal their products in younger generation along with stylish customers globally. 
Investment in innovation and R&D
Samsung made heavy investment in technical innovation and R&D to make a strong grip in digital world. The competitor Sony Corporation had best time until 90s but their technology was on Analogue technology. Samsung instantly understood the demand of coming age and used resources to develop LCDs, chipsets, and cell phones. At the time of 2008-2009 economic crises the investment of over 7 Billion Dollars made by Samsung on R&D to aim a better future for their organisation. 
Product Development and Design
 Among the consumers Samsung is known for producing range of products, for example, in smartphones the A, F, J, M, Note, S, and Z series with different variations may keep the customer with the brand. The focus on product development and design give benefits that at least some segment of consumers to be worth the price, (Proecho Solutions, 2022). This strategy actually gives Win-Win situation because consumer can find their interest in a big range of products provide by Samsung.
Global brand building strategy
The massive change Samsung brought in their brand building strategy by moving their products from discount chains/stores to big-box electronic stores. For positive brand building Samsung use promotional channel global advertising group to make fashion-forward TV commercials, social media ads, earned media, sponsorships and online advertising, (Proecho Solutions, 2022). Globally Samsung has increased its brand value 200% and considered in the top 5 international brands. 
Conclusion:
In this essay impact of globalisation on businesses with benefits and challenges are discussed. In addition, the organisation Samsung is selected to discuss the impact of globalisation. The marketing strategy with segmentation, targeting, positioning, and marketing mix model evaluated Samsung that how they become so successful globally. In the last part of essay global marketing strategy of Samsung is discussed.


References;
Gbadamosi, A. (2019) Contemporary issues in marketing. London. Sage
Ghauri, P.N. & Cateora, P. ( 2014) International Marketing 4th Edn. London. McGraw Hill
Proechosolutions, (2021) How Samsung’s Marketing Strategy Transformed Them Into A Global Brand Online at https://proechosolutions.com/how-samsungs-marketing-strategy-turned-them-into-a-technological-powerhouse/
mbaSkool, (2021) Samsung Marketing Strategy & Marketing Mix (4Ps) https://www.mbaskool.com/marketing-mix/products/16860-samsung.html [Accessed on 20 Nov 2022]
Mialki, S., (2022) Psychographic Segmentation: The Variables Involved to Get to Know Your Audience Better [Examples] https://instapage.com/blog/psychographic-segmentation
O'Dwyer, M., (2022) The Benefits of Marketing Your Business. Online at https://bigredcloud.com/benefits-of-good-marketing/ [Accessed on 20 Nov 2022]
PDF Agile, (2022) Samsung Segmentation, Targeting, and Positioning. Online at https://www.pdfagile.com/blog/samsung-segmentation-targeting-and-positioning#:~:text=The%20Samsung%20market%20segmentation%20consists,divided%20based%20on%20certain%20criteria [Accessed on 20 Nov 2022]
[bookmark: _GoBack]Samsung, (2022) Taking the lead in tech innovation. Online at: https://www.samsung.com/us/about-us/our-business/ [Accessed on 20 Nov 2022]

Sethna ,Z and Blythe,J.(2016) Consumer bahaviour,3rd Edn. London, Sage.
Slater, S. F., & Olson, E. M. (2001). Marketing’s contribution to the implementation of business strategy: an empirical analysis. Strategic Management Journal, 22, 1055–1067
https://velocityglobal.com/blog/globalization-benefits-and-challenges/#:~:text=Globalization%20allows%20companies%20to%20find,live%20better%20on%20less%20money.
image1.png
‘ Prifysgol Cymru 2 w
Y Drindod Dewi Sant
\ University of Wales

Trinity Saint David 1822 - 2022




