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1. [bookmark: _Toc140348470]Executive Summary 
[bookmark: _Hlk139719750]Samsung is a leading brand, that has maintained its top rank and brand loyalty, with the passage of time. The aim of the report is to identify the marketing strategies used by the brand to gain the competitive advantage, in the fierce evolving global market.  To gain deeper understanding of the research aim, micro and macro analysis of the company was carried out. Furthermore, the effectiveness and appropriateness of the marketing strategies were analyzed. The main finding of the analysis conclude that company is focusing on improving its weaknesses, and getting cautious about the threats, caused by the social, legal and political environment. To compete the new entrant, rivals, and products the brands has developed marketing strategies, that are attractive, innovative, narrative, and emotional storytelling to attract the domestic and international market. Similarly, the brand is following the price skimming policy to retain the consumer and sustainability of the brand. The effectiveness of these strategies was analyzed, using success metrics, that reveled the brand has higher return of investment, generating revenue double the expectation, gaining consumer awareness and business expansion in different countries. Several limitations of the brand as also observed such as lack of innovative and faulty products. This report has implications for further improvement of the marketing strategies of the company, by adding high quality products, with low cost catering the middle socio-economic class. 











1. [bookmark: _Toc140348471]Introduction
Lee Byung-chul started the business Samsung. The business began working with fruits and vegetables in 1938.  When Samsung was started, it was a business that dealt with fruits, vegetables, and dried fish. Samsung electronics was established in 1969, the business expanded itself and started acquiring commercial buildings to run its operations. In 1974, Samsung electronics become top producer of electronics in Korea. In 1980s Samsung electronics and Semiconductors and Telecommunication amalgamated to enhance its business operations (Baij,2003) 
2. [bookmark: _Toc140348472]Critical evaluation of Samsung
2.1 Importance of Marketing strategies for Samsung
Marketing strategies of Samsung is of vital importance for global penetration and running successful business. The company has cutting-edge technology, innovative marketing techniques, being pioneer in the electronics sector. To show its presence in the fierce competition, with the brand like Apple, Microsoft, and Sony, creative marketing strategies are important to maintain the top spot (Simplilearn, 2023). 
2.2 [bookmark: _Toc140348473]Resources invested in marketing 
R&D Into Innovative Technology
Samsung made the decision to spend extensively on R&D and technological innovation. Samsung has to become a forerunner in the creation of new technology in order to have a competitive edge fueled by innovation.  Despite of its competitor Sony having analogue technology, the company has maintained its position in business industry, by investing 7 billion dollars in research and development involving 25% of the company employees (French, 2011).    
Product Development & Design
The company has emphasized on product development and design that provides cutting edge technology, and to justify the cost for the buyers. The image of products is developed in a manner that could be marketed with appealing style, cool image and the quality of the product (Sutcliffe, 2022). 


Brand building campaigns
The marketing strategy of brand focused on creating promotional designs to build the brand image of the company. The brand has paid attention on revamping its campaign strategies to increase its presence in the market among the users (Cardeal & Antonio, 2012).

Example from Advertisement
These resources invested in research and development, innovation in design new products could be seen in the latest advertisement, in which a sassy feline, is unimpressed by everything it encounters, except for the Samsung superior display technology. This 90 second film is fully crafted with striking visual highlights, to grab the attention of the audience (Dibb, 2010). 
[bookmark: _Toc140348474]2.3 Micro and Macro Environment of Samsung
Strengths
Samsung's innovative smart phone has helped it become the second-largest telecommunications company in the world. Samsung offers a wide variety of products that has increased their brand, and the brand has emerged as an industry leader. The company is pioneer in developing dual screen phones, an innovation for the users.
Weakness
Due to their low prices, their products often lose value in the market. The software has poor software originality, and less user friendliness (Godart & Zhao, 2014). 
Threats
The purchase of Samsung could be harmed by cheaper Chinese competitors. Samsung's reputation there was harmed because their products couldn't be imported into the Euro Zone. Apple is the market leader in North and South America and has developed a strong brand that makes it difficult for rivals to thrive. Similar to Samsung, Nokia already has a strong brand, particularly in Africa, and may easily take customers from Samsung (Chandrasekaran & Tellis, 2000). 
Opportunity
There is an opportunity for the brand in South Africa, as it is a sizable market for Samsung. The brand needs to create user-friendly products that cater the need of the consumer and the brand could open its own business in South Africa (Hiriyappa, 2009). 



Pestle Analysis 
The pestle analysis will be carried out to analyze the macro environment of Samsung.
Political Environment 
Given the current political atmosphere, government participation in other countries has resulted from the bitter rivalry between Samsung and Apple. The German government forced Samsung to discontinue its Galaxy tablet as the American government works to stop the corporation from extending its market. Samsung is not permitted to conduct business in South Korea as a result of the political disputes (Jaworski, 2018).
Economic environment
Samsung now conducts business with more than 58 nations. They bought a plot of land in South Africa and want to build a major factory there that will manufacture or assemble goods for all of Africa, creating employment opportunities for South Africans and requiring the employment of 3000 people.
Social Environment
Statistics indicate that people are becoming more attracted to the technology that has replaced traditional forms of communication. Samsung has identified the gap in traditional and modern communication requirement. However, brand needs to educate people regarding the usage of their products (Dwyer et al., 2005).
Technological Environment 
The brand is adhering to the new technological requirement and is making progress quickly.  Social media has emerged as a key component in company’s sustainability strategies. Samsung has managed to transfer business to the wallet. For example: Galaxy Note 2's could be carried anywhere while travelling (Whitehouse, 2007). 
Ecological environment
Utilizing a network of 130 service centers and Anycall Plaza retail locations (exclusive stores for Samsung's "Any call" brand), Samsung Electronics is running its own voluntary take-back program throughout Korea (Republic). The company uses raw materials to create goods that are environmentally beneficial. The company is also focusing on recycling in Japan and Korea (Moorhead, 2020). 

Legal Environment 
The Government of South Africa has decided to implement the Consumer Protection Act 68 of 2008, that could have a negative impact on the company, as they had a tendency to dump their low-quality products in third world countries e.g. India, to maximize their profit. 
Michael porter’s porters’ fives forces
This model will be employed to analyze the external environment of Samsung
The threat of new entrant
In the business industry Capital is required to bear the expanses and to compete with the rivals. The Microsoft is potential new threat for Samsung as it will be releasing its first tablet. 
The threat of Substitutes
The threat of substitute is low for Samsung. As the brand invents new trends in technology, e.g. shift from tablet to galaxy phone, containing all the features of tablet and smart phone.
The bargaining power of buyers
The consumers could easily shift to the similar products in the market, that have better price features. However, Samsung remains on the top of the game because of innovative designs and affordable price range.
Bargaining power of supplier
The bargaining of supplier is high for Samsung as the brand itself is the supplier of raw materials and designs. 
Competitive rivalry
Many techs giant Apple and Google could compete with Samsung, as they had the same high-end software and hard ware. It provides varied options to the consumers in switching products, thus brand loyalty is low in mobile phone market (Korneliussen & Blasius,2008).
[bookmark: _Toc140348475]2.4 Influence on the marketing strategy
The brand is expanding the marketing strategies to capture the market share. However, environmental factors could such as pollution could cause major environmental events such as disruption in the supply and delay in manufacturing of the products. Similarly, global pandemic could disrupt the supply chain or increase the cost of the raw material. Therefore, the brand should develop contingency for smooth implementation of marketing strategies (Bryan, 2015).
[bookmark: _Toc140348476]3 Target market of Samsung 
The target audience of the brand is young to middle age people between the age range of 15 to 45 years. This age group was decided by the company to target as it follows the latest trends of technology. Their lifestyle is driven by the use of social media and engagement in TV series. This age group is loyal and efficient in making products viral or uses hashtags to increase the rating of the products (MacDonald  & Rohwedder, 2010).
[bookmark: _Toc140348477]4 Material of communication 
The material used for the communication is TV, print media, newspapers, and social media to attract the buyers. The brand advertises its products and services. The engaging advertisement strategy is the highlight of the brand. 
1. Samsung’s marketing strategy emphasizes creative displays, in-depth storytelling, high-profile advocates, cross-channel promotions, a consistent tone, and consumer engagement. Samsung has promoted its products, built its brand, and expanded its clientele through these materials. Samsung’s advertising uses cutting-edge images, compelling storytelling, famous personalities, cross-channel marketing, dependable brand positioning, and thrilling experiences. 
2. In order to market its products, Samsung routinely teams up with celebrities and other famous people. The company’s image and bottom line can both gain from the involvement of well-known people in the company’s affairs Some of the celebrities who have endorsed Samsung products are Lionel Messi, Millie Bobby Brown, Gal Gadot etc.
3. Samsung’s promotion of its products’ cutting-edge features shows its inventiveness. Samsung emphasizes distinctive traits across its entire product line, from cutting-edge smartphones and smart TVs to home appliances, to stand out and attract customers. Samsung seeks to engage customers through stories. Samsung’s advertisements depict familiar and poignant events, which evoke emotion. This makes clients feel more connected to the company. The 2017 “Growing Up” commercial showcases Samsung’s iCreative and emotive storytelling. The commercial ends with the main character urging viewers to “Upgrade to Galaxy.” Samsung’s unique and emotive narrative style has helped its marketing. Samsung accentuates its products’ distinctive qualities and cutting-edge technology to differentiate itself and strengthen its market leadership. Samsung can reach customers, generate brand evangelists, and market their products because of social media’s increasing popularity (Keller & Brexendorf, 2017).
[bookmark: _Toc140348478]5.Marketing segmentation of Samsung 
Samsung cater several market groups at the same by delivering variety of products. E.g. Samsung SMART, comes in variety of sizes, and screen resolution to caters the financial needs of diverse group of consumer. Samsung has diversified product portfolio, 50 manufacturing bases catering the evolving marketing trend (Kim et al., 2012).
Targeting of Samsung 
Samsung has targeted variety of nations worldwide. The organization employs variety of methods to reach the diverse consumer. The brand has territorial and regional distributors for selling its products. Samsung also, offers its goods in small and large retail stores. 
Positioning of Samsung 
The successful positing is a game changer for any product. Building brand image, is achieved by the brand through standard positioning approach.  For example: the curved screen technology was successful in grabbing attention of consumer (Schlegelmilch, 2016).
Marketing Matrix of Samsung
The marketing mix is a company’s techniques for promoting its product in the market (Khan, 2014).
Product strategy of Samsung
To be the market leader the brand is keeping up with the dynamic changes, innovation, new design features, to gain the competitive advantage. The brand is providing diversified products such as mobile devices, home appliances, TV, and memory storage devices.
 Pricing strategy of Samsung 
The company is using skimming price policy i.e. when the brand launches a new product it tend to price it higher than other, when the other brand launches the product with improved feature, the brand tends to lower its prices (Wensley, 2016).
Place strategy of Samsung 
The company’s products are distributed by the single distributor, in one location which than distributes to other locations (Lee & Carter, 2011).
 Promotion strategy of Samsung 
The brand uses print and digital media to promote its products. The brand also invited several celebrities to promote their products.
[bookmark: _Toc140348479]6. Methods of Communication 
Samsung advertises its goods in many different ways to reach more people and get more people interested in buying them. It uses both traditional media like TV, newspapers, and billboards and newer digital outlets like social networks, online video streaming, and mobile apps, to raise brand awareness. Samsung is amazing at word-of-mouth marketing. Customers love the company’s products and recommend them because of its customer service and innovation (Tan & Sousa, 2015). Social media and consumer review websites make it easier for customers to voice their opinions. Word-of-mouth marketing has also benefited from influential people’s product recommendations.  Samsung’s marketing strategy emphasizes social media. The company wants to use social media to promote product launches, events, and brand recognition by creating engaging content, recruiting relevant influencers, running interactive campaigns, and promoting events. Samsung test and place items, sponsor content and campaigns, take over social media, co-host events, and engage on long-term collaborations. Influencers help Samsung promote authentic, engaging content (Shaw, 2012). 
Effectiveness of the strategies
These marketing strategies are appropriate and effective for Samsung, as it has been able to raise awareness, gain credibility, strengthen relationships with consumers. Performing continuous market research, adding innovative features, analyzing consumer pressure points, have paved the way for the success of the brand (Digital Trends, 2016). The global value of the brand has increase to 200% in a short span of time. The sales of the brand reached $119 billion in the year 2009, which was increased to $218 billion in 2018, due its promotion and marketing strategies. The brand stands on the 5th position on the Interbrand list of best Global brands (Samsung Digital Ads, 2015).
[bookmark: _Toc140348480]7. Measurement of success
The marketing metrics helps marketers to stay in the right track, guide the company to maintain its position, without losing the market. It also helps marketers to quantify and interpret the marketing performance (West et al.,2015). 
Financial Metrics
The profit of semiconductors heads straight to 39% which is estimated to $3.2 billion. Similarly, the brand sells their products Facebook, achieving $129 million by spending $10millon dollars. This shows profit margin through advertisement is quite high and effective in promoting the brand (Samsung, 2016).
Behavior metrics
The purchasing frequency of Samsung brand increases and 100.66 million mobile phones were sold out, the brand had a market share of 23.6 percent. This showed that advertisement has influence the intent of customers to purchase the Samsung brand (Zablocki et al., 2017). 
Memory Metrics 
As result of promotional campaign, the brand awareness was increased. The sponsorship of brand Chelsea Football Club, London Olympic, resulted in global exposure and more customers were interested in buying Samsung because of their quality and good customer services (Simplilearn, 2023). 
Physical Availability metrics
The brand has worldwide distribution, and delivery points. They have E-stores via E-logistic companies Like Flipkart, Amazon, making it easier for customers to consume the products.
Marketing Activities and customer profile Metrics
The customers profiles help the marketers to understand consumer, their geographical location and their mode of purchase. Similarly, marketing dashboard measures the marketing growth based on the customer measures (Zigu, 2016).
[bookmark: _Toc140348481] 8. Effectiveness of marketing strategies of Samsung
The effectiveness of marketing strategies of the brand is based on the following points:
1. [bookmark: _Hlk139717651]Return on Investment (ROI): the major concern of the marketing strategy is to gain profit on the investment. It is evident from the prior discuss the marketing strategy is effective for Samsung as it generates revenue double the expectation of the company. 
2. Sales numbers is considered the essential approach to assess the marketing strategy of the brand (INSEAD, 2016).
3. Customer response: the response of the customer in different forms determine the success of the company’s marketing strategies. 
4. Expansion: if the business is expanding, it could be evaluated that marketing strategies are effective. Promoting the products in the international markets is considered effective and viable form of advertisement. 
5. Sales person: the feedback from the sales provides insights into the effectiveness of marketing plans to reach out the customers. 
6. Partner response: the accomplices of the brands are the critics of the advertising strategies.
7. Competitor’s response: the response of the rivals, the racing of competitors to duplicate their products sale or running promotional campaign to gain competitive advantage is also one of the examples of brand successful marketing strategies (Forbes, 2022). 
Given that, it was observed that Samsung brand marketing strategy is effective, as it has increased the profitability, net worth, sales of the brand. It has also ensured in improving ranking and brand image. It has also generated sense of competitive rivalry in the international market.
9 [bookmark: _Toc140348482]Main Findings
Micro and macro analyses of the company were conducted in order to better comprehend the research goal. The efficiency and suitability of the marketing methods were also examined. The analysis's key result is that the corporation is working to strengthen its areas of weakness and is becoming more wary of challenges posed by the social, legal, and political environments. The brands have created marketing tactics that are alluring, cutting-edge, narrative, and emotionally engaging in order to compete with new entrants, rivals, and products. Similar to this, the brand adheres to the philosophy of price skimming to maintain its consumer base and long-term viability. Utilizing success measures, the performance of these initiatives was evaluated. The results showed that the brand had a higher return on investment, was earning double the expected amount of income, had increased consumer awareness, and was expanding its business into new nations. A number of the brand's shortcomings have also been noted, including a dearth of inventive and flawed items. This research has ramifications for the company's marketing tactics, including the addition of high-quality, reasonably priced products that cater to the middle socioeconomic class.
[bookmark: _Toc140348483]10. Conclusion
Despite of its several accomplishments, and earning brand leadership, there are several shortcomings of the brand that could affect the operations of the brand. It was reported that Apple and Samsung sold 74% of smart phones in the market. The brand is still heavily dependent on the American market. The American economy is unpredictable and recession period could put the income of the brand in jeopardy, consequently damaging the operational resources of the brand. Similarly, due to price sensitivity of Chinese market, a lot of Samsung products were dumped in the Indian market, harming the sales of the product. Furthermore, the marketing strategies of Samsung didn’t work in the Indian market (Patently Apple, 2016). 
	The brand has delivered several faulty products from the exploding of Galaxy A20e to the faulty foldable phone, eroding the trust of the consumer from the brand. The supply chain constraints i.e. component shortage and long delivery time have impacted the sales of low-end smart phones, which has caused decline in the profitability of the company. It also observed that company is trying hard to maintain its leadership sustainability, however, the stagnation is observed in the innovative ideas for the products. In 2015, the image of the brand was tainted by the revelation of the bribery scandal. The president bribed the government of South Korea to facilitate a merger, eroding the trust of the consumers (Fortune, 2016).
[bookmark: _Toc140348484]11. Recommendations
The following recommendations were drawn for the Samsung brand:
1. In the fierce competitive market to maintain its position in the electronics industry, the brand has to maintain its quality by offering fewer products. As the brand has same pricing structure as Apple, the products look less premium. So, to complete the flagship store Apple the brand needs to improve the quality of the product.
2. It is also suggested that the brand should cut its prices to meet the needs of average consumer, who will be willing to spend slightly higher on the trusted brand, rather purchasing from an unknown company.
3. It is also suggested that the company's business strategy needs to be changed in the upcoming years. The company has to introduce innovation, as the brand is the quick follower of the products in markets by launching the counter products. They should focus on the new markets such as medical, virtual reality tech and wearable techs, to maintain a sustainable and profitable future ahead.
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