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[bookmark: _Toc142464909]Introduction 
The deliberate process of promoting and selling goods or services across international borders is known as international marketing. It entails changing marketing tactics to accommodate various cultures, languages, and consumer behaviors in other nations. To facilitate successful market entry and sustained corporate growth on a worldwide scale, effective international marketing necessitates a thorough awareness of local markets, competition, and customer preferences. The UK and UAE, two very different countries, have both established effectively Samsung as a leading provider of electronic goods and technological solutions. In this report, we analyse the Samsung Company in different countries based on their marketing strategies, brand development, and overall growth in each country.
[bookmark: _Toc142464910]Background Information of the company
[bookmark: _Toc142464911]Founder 
Lee-byung is known to be the founder of the Samsung Company which was founded in the year 1938 in South Korea. In the beginning, it started as a trading firm, and after that, it expanded in a number of sectors, such as development in technology and shipping. As a result of its latest innovations and services to the gadgets sector. Throughout the year Samsung has grown into a major global player in terms of technology. 
[bookmark: _Toc142464912]Mission Statement 
The Mission statement of the Samsung Company is to inspire the world with their new technology goods and ideas that are beneficial for the world and advance a more civilized world. By encouraging durability and having a beneficial influence on society, the world, and the local economy, they aspire to be a moral and accountable business leader (sumsung.com, 2023).
[bookmark: _Toc142464913]Vision Statement
The company’s vision is to inspire public the with its innovative ideas and technology product. The vision statement of Samsung is to motivate the globe through its cutting-edge innovations, goods, and ideas that enhance the lives of individuals while adding to a world that is environmentally friendly. It highlights the business's drive towards ecological responsibility as well as reflecting its dedication to providing modern technology and producing memorable customer interactions (sumsung.com, 2023).
[bookmark: _Toc142464914]Macro Environment: PESTLE Analysis
A framework that is often times used for executing this analysis is PESTLE analysis which evaluates the Political, Economic, Social, Technological, Legal, and Environmental factors (Jugdev et al. 2023). In addition to that incorporate the Model of Hofstede’s cultural dimensions to be able to expansively the social factor of the PESTLE Analysis. 
[image: ]
Figure 1: Representation of PESTLE Analysis to be used to compare UK and UAE markets.

Political
UK: The political environment of the UK is stable with a democratic system and a strong legal framework that governs the country and ensures the protection of intellectual property rights. Such an environment might prove to be favourable for Samsung to establish a business operation in the country of the UK.  
UAE: The political environment of UAE is reputed for being business-friendly and the type of legislation that promotes new businesses making it a stable platform for MNCs to participate in the market of UAE (Miller, 2023). Currently, the government of UAE is focusing on expanding its investment and diversifying in the area of technology which is consistent with the aims of Samsung’s operation in the country. 
Economic 
UK: The economy of the UK is robust and developed with high per Capita Income and consumption behaviour which acts as a favourable environment for the premium products of Samsung (focus-economics.com, 2022). However, the challenge in economic factors for the UK will be due to Brexit and Currency fluctuation which pose a threat to the operations of Samsung such as in terms of import/export expenditure and supply chain management.   
UAE: This economy also is experiencing a boost due to its high levels of consumer spending power. Samsung might be able to capture and sustain a good market share due to the focus of UAE on luxury goods and the technological environment through its high-end products. In addition to that, the location of UAE is located where it has the ability to become a global business hub for the distribution and expansion of Samsung in that region.    
Social 
UK: individualism is common is UK promotes individual rights and freedom. Considering the UK marketplace, companies are proficient with technologies and adapt cutting-edge innovation that cater to large customer base. Despite this, the aging population might exert a bearing on certain products and services like Samsung.
UAE: owing to its collectivist’s society, it promoted collaboration and commitment among community. The country population is vibrant and growing that are willing to invest on modern technologies. Following the Islamic tradition, the marketing a promotional activity of Samsung may lead to culturally sensitive. For business prosperity adhering local norms is considered vital for Samsung company.
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Figure 2: Hofstede Cultural Dimension of UK and UAE
[Source: hofstede-insights, 2023]

Power Distance: UK has a lower PDI according to the graph in comparison with the PDI of UAE which states that a preference is given to equality and individual rights rather than hierarchical structures which is the case in the UAE. 
Individualism: In this dimension, the score of the UK is higher than UAE which resembles an emphasis on the desires of individuals, freedom, and autonomy. Whereas the lower score of UAE shows the collectivist culture that focuses on group cohesion and social harmony.  
Masculinity: This dimension in both countries show relatively similar score with minor differences which suggest the emphasis on assertiveness, competition, and success-oriented values. The benefit that Samsung will have is by capitalizing on this dimension which points out the performance, durability, and cutting-edge features of its products.
Uncertainty Avoidance: In this dimension the UK has scored a lower UAI compared to UAE which shows that the country has a high tolerance for ambiguity and risk-taking. Whereas in UAE there is a preference for stability and adherence to regulations.
Long-Term Orientation: The UAE scores lower compared to the UK which shows that the basis of decision-making in such a country takes a more pragmatic approach.  Whereas, the UK prefers to maintain traditions that are time-honored. 
Indulgence: The Indulgence Index of the UK is higher than UAE which reflects that the consumer population of the UK is more indulgent in enjoying their life and interacting with more people as compared to the consumers of the UAE.   
The Hofstede model consider systematic framework for comparing cultured that assists companies like Samsung to understand cultural variation and its implication on the business. This useful as create awareness of different culture while also help business to acquire knowledge and grow. Despite this, it also been critisised for genralising and simplifying cultural differences throughout the nation along with omitting perspective and possessing narrow scope.
Yun et al. (2021), suggested that Hofstede developed an overview of culture as well as principles regarding how to gauge it. Cultural distinctions are certainly of utmost importance, in accordance with the results he discovered. In addition, Verma and Sharma, (2019), demonstrate that Hofstede’s framework gives managers of cross-cultural interactions a means for more effectively comprehending variations in cultural systems of values and conduct. Subsequently, by assisting with a comprehension of a variety of cultures, Hofstede’s approach benefited individuals in everyday activities. Besides that, Laukka and Elfenbein, (2021), prioritize that by illustrating the fact that there exists a variety of corporate and societal frameworks, Hofstede’s model effectively invalidates the contention that a particular set of principles holds true across all instances.
On the contrary arm, there are certain drawbacks associated with Hofstede’s cultural dimension frameworks. Swoboda and Batton, (2019), postulate that it turns out that a number of academicians at that point questioned Hofstede’s initial conclusions serves as one of the disadvantages. In addition, culture has become highly intricate and varied to be adequately taken advantage of as simplistic management of organizational transformation approach. Venkateswaran and Ojha, (2019), underpins that it also happens that it also happens that certain individuals argue it is out-of-date whereas other people contend that the four facets failed to offer ample details and insights have become a further drawback.
Technological 
UK: The level of digital adaption is high in this market which makes it a suitable country to introduce its products to UK consumers (thecreativeindustries.co.uk, 2023). A consumer market is curious for innovative products which might be favourable for Samsung to introduce products that are revolutionary. 
UAE: The demand for innovative technology in the UAE is considerably high and their preference for luxurious products might be a competitive advantage for Samsung against its competitors. 
Legal
UK: To ensure the practices of ethical competition the law of the land protects intellectual property rights which gives businesses the liberty to innovate without having the fear of being imitated.
UAE: The UAE also has well-established laws implemented which secure the interest of the business by protecting intellectual property rights of innovation and ensuring fair competition within each industry in the UAE market (hg.org, 2023).
Environmental
UK: The consumers of the UK market prefer products and services that are sustainable with the environment. To meet this requirement the company has introduced products that are produced with eco-friendly practices which are well aligned with the preferences of the UK market. 
UAE: Similar is the case with the consumer market of UAE which is sensitive to the products that have a negative impact on the environment (Abuselidze and Zoidze, 2023). To bridge the gap between the product market and the consumer demand the company has thought of producing energy-efficient products, responsible sourcing, and waste management initiatives to attract such customers.
[bookmark: _Toc142464915]Similarities and Differences as per the PESTLE Analysis
It can be concluded from the study that is conducted above that there are multiple factors that support business expansion in the UK and UAE markets. The markets of both companies provide a stable political environment due to the implementation of a robust legislative system, strong economies, and demand for innovative technological infrastructures (u.ae, 2023). In addition to that the legal factors in both countries give protection for intellectual property rights to businesses such as Samsung. Apart from these challenges, both countries offer s suitable markets for Samsung to strategize its growth plan.
[bookmark: _Toc142464916]Porters Five Forces Model
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Figure 3: Porter’s Five Forces on Samsung
(Source: study-aids.co.uk, 2023)

[bookmark: _Toc142464917]Explanation of the Five Forces relating to the company in both countries 
The Bargaining Power Of supplier: As per Bhatt and Singhi, (2020), Samsung leads with 579 suppliers worldwide but the substantial power of bargaining to negotiate the cost and comprise product volume has retained the bargaining force of suppliers very high in UAE.  As exhibited pricing structure has been created by industries for high profit as a result it's relying on economic scale of low-cost production and generating steep pricing and recently the immense force on Samsung in UK industry (Goyal, 2020).
. 
Rivalry of Competition: Different manufacturing companies In the UK market like Apple, LG, and Sony have performed a strong strategic competition with Samsung’s business intensity. The major electronic companies are creating spaces on the market in the UK and affecting the proactivity rate of Samsung in the UK industry. The strong aspects of new entrants and innovative product establishments have a strong force on Samsung products of Samsung in the UK market. On the other hand, as per Aboueldahab, (2022), Samsung has a low force of competition intensity in UAE countries as it has a large network of providing electronic appliances with cost-management schemes, dealers, and others.
Bargaining Power of Consumers:  The overall consumer bargaining power of Samsung has a medium force on the company's products because the cost management over products is quite low compared to other brands and as a result, customers opt for other competitive brands accessing feedback from digital platforms. The reason for the prolific use of upgraded technology and marketing competition are the most influential factors in increasing consumer bargain in the UK industry (mbaknol.com, 2021). Compared to the UK market, the customer bargaining rate is quite low as the economic scenario of the Arab Emirates (UAE) is very high as people are willing to pay for luxurious and quality service, and as a result it generates a low force on Samsung's marketing profitability. 
The threat of Substitutes: In both the UK and UAE, the substitutional threat has a moderate to low force as the cheaper rate and recession in the economy made people unable to sustain frivolous expenses. In the UK and UAE markets, consumers replace cost-effectiveness with product service variation and often choose the best and needful products leading to the moderate effect of the competition of substitutes. 

Threat of New Entrants: As per Guo, (2022), in the UK market, lack of potential in marketing strategies has defined barriers to the entrance into marketing competition. However, as per Shamout and Elayan, (2020), companies make barriers using economic profitability scales so it becomes hard to make an entrance in the marketing industry. The competition level between Samsung and any local and minimally raised company is quite impossible on account of the variation of leading strategies adopted by Samsung in the UK as well as in the UAE industry. 

[bookmark: _Toc142464918]Similarities and Differences
The similarities between the UK and UAE marketing of Samsung are that both countries have low force over the threat of new business entrants over the marketing of Samsung as it generates a low efficiency within newcomers and lack of economic investment to meet extended expectations compared to the multinational brands. The other aspect of the Bargaining Power of Suppliers has an immensely high force over both countries as the high strategic structure of cost on products and shortage of high-quality material to meet technical and productive requirements and enhance customer has generated a strong effect on Samsung.
On the other hand, while UK people are strong bargainers within the productivity and technical support of specific products as well as cost management, the UAE people are willing to pay for luxurious and quality service of brands (mbaskool.com, 2023). Hence, The Bargaining Power of Customers has a strong force in the UK industry but a low force in UAE Marketing Industry. The UAE retains the economical and marketing aspects and deals with business strategies to lead with global competitors with a moderate to low force on Rivalry Competition among industry but in the UK highly efficient competitors with the latest technological support and advanced service management over products generate a strong force of competition among companies. Also, the Threat of other Substitutes in the UK industry is only generating a moderate force among industries as all of the companies have variations over the production process on the other hand, UAE provides cheaper rates and extensive capital resources over businesses to experience customer loyalty providing quality service generates a very low force of substitutional threat among companies.    
[bookmark: _Toc142464919]SWOT Analysis 
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Figure 4: SWOT Analysis
[bookmark: _Toc142464920](Source: rhythmsystems, 2023)


	Strength 
	Weakness

	UK
	UAE
	UK
	UAE

	
· The company Samsung has traditionally taken the forefront in the UK as the leader in promoting Android over its competitors in the global and local competitors in the marketplace.
· According to (oberlo.com, 2023), in the beginning of 2023, Samsung held the top position as the leading global smartphone vendor. Samsung's market share in the worldwide smartphone market stood at approximately 22.5%, with its closest competitors trailing behind.
· Annually, Interbrand releases a list of the world’s top 100 brands, including those in the UK.
· According to Cheng, et al. (2021), In the latest evaluation, Samsung’s brand value was assessed at USD 74.6 billion in the previous year’s ranking. This consistent progress has positioned Samsung as the fifth-ranked company for three consecutive years.
	
· According to Teoli, et al. (2019), in the last quarter of the fiscal year 2020, the United Arab Emirates (UAE) contributed 26.1% or 1.4 million units to the total mobile phone sales in the region.
· The latest research conducted by the international data corporation indicates that mobile phone sales in the United Arab Emirates (UAE) experienced a growth rate that was particularly notable in the mid-range models offered by brands like Samsung, which were less affected by component shortages compared to other devices.
· According to Hajizadeh, (2019), Overall, Samsung basically aims to enhance its sales in all of the other brands in UAE outlets, with a target of increasing its market growth share rate from the current 40% to over the rate of 75% within the next five years.
· The company Samsung is focused on developing a strong marketing strategy and introducing appealing designs to provide customers with valuable experiences. 

	· According to Almarwani, (2020), In the first quarter of 2023, Samsung Electronics mobile experience division emerged as its primary source of revenue, generating around $25.23 billion.
· Samsung, renowned for its consumer electronics devices, is recognized for its diverse business ventures that extend across various industries. With control over top companies in multiple sectors, ranging from electronics to insurance and shipbuilding, Samsung stands among the world’s largest corporations in terms of market value.
· The primary driving force behind Samsung’s success lies in its mobile communication division, which encompasses a wide range of smartphone models and accessories. 
· According to (counterpointresearch.com, 2023), Samsung dominated the global smartphone market in terms of shipments during the initial quarter of 2023, with other competitors following behind. Samsung’s market share for this period amounted to 11.4%. 
	· These weaknesses create constraints on the sustained prosperity of the company Samsung in their semiconductors and consumer electronics divisions in the long run of the company in the UAE country.
· The market is fiercely competitive, posing challenges for the company to reach its desired target.
· The presence of the company Samsung in the UAE, particularly in smartphone technology, is influenced by market dynamics that continuously evolve due to extensive research and innovative advancements made by competitors (Hosseini et al. 2021).




	Opportunity
	Threat

	UK
	UAE
	UK
	UAE

	· According to Jiskani, et al. (2020), based on a survey conducted in July 2021, approximately 34.4% of respondents from the UK indicated that they consistently buy eco-friendly and sustainable products. On the other hand, only about 3.9% of the participants stated that they never purchase such products.
· The manufacturer benefits from a diverse consumer base with varying preferences and purchasing habits. They have the flexibility to conduct their business based on different factors such as quality or price.
· Manufacturing companies must continuously stay attuned to the needs and desires of their customers (Almutairi, et al. 2022). Samsung, for instance, boasts a robust research and development team that adeptly identifies customer preferences and transforms them into tangible products.
	· The opportunities that the Samsung company faces is that the developed strategies by the company will be implemented within the upcoming eight months, commencing with the initial step of seeking partnership through a joint announcement. As stated by the author Bonfante, et al. (2021), says that the Samsung company intends to advertise on social media to attract the most suitable partners, aiming to select the top six partners who must meet all the criteria of having a minimum of ten stores across two or more towns or centers.
· The company is required to maintain a sales department comprising over 100 employees.
· The partner must be a registered company that operates within the UAE and possesses a minimum of five years of experience.
· The company must refrain from engaging in sales or partnerships with Samsung’s competitors in the UAE. Furthermore, it is essential for the company to possess a solid marketing and advertising framework.
	· Samsung mobile phone companies in the UK encounter certain challenges that occasionally pose a threat to the company.
· Despite being a prominent brand in the UK, Samsung must acknowledge the UK customer's tendency to frequently change their preferences.
· The distributors have expressed concerns regarding the availability of cheaper Samsung devices on the gray market, where Samsung’s global business reduces prices for operators in emerging markets to gain market share.
· This situation impacts the distribution channels and poses a competitive challenge for Samsung in the UK market.
	
· The threats faced by the company Samsung in the UAE country was that the anticipated marketing strategies were projected to produce favorable outcomes within its initial three months of implementation (Amirshenava and Osanloo, 2022). To ensure the desired effectiveness, it is crucial to conduct an independent evaluation of the strategy every six months.
· The process of expanding the current outlets in the UAE is foreseen to be a complex yet crucial strategy. Once the joint venture has been established, it would be the responsibility of Samsung UAE to assess and monitor the advancement of the partnership.
· A review of the partners would be conducted to evaluate the level of marketing intensity within these joint ventures and after the completion of this one year, a decision will be made whether to continue reviewing them comprehensively or discontinue the partnership altogether.  



Similarities
Samsung dominates the global smartphone industry along with its substantial reputation adds to solid positioning in both UAE and UK. The company’s operation in both the nation is influenced by evolving market force and comparable innovation. The sales in both markets have surged particularly with mid-range model. In the UAE market previously, Samsung dropped below the targeted market share while UK market with 11.4% is also failed to reach the target market share. Following the two nations, Samsung obtained immense opportunity owing to its initiatives towards meeting customer needs and desires. Following the complex process of expansion, the strategy implemented in UAE is complex but crucial while in UK, Samsung tackle with market force and competition.

Differences
The UAE highlights Samsung efforts upon boosting its market share through various outlets while UK highlights the brand value rating. The company’s imperception primarily pertain to on-going prosperity in semiconductor and gadgets industry. Leveraging strategic partnership in UAE market, Samsung enable opportunities for market expansion while In UK Samsung priorities customer preferences. Samsung can gain possible development in UK market through utiising eco-friendly product. In UAE, Samsung’s market strategy face threat like assessed very six months while in the UK, the Samsung’s barriers relate to changing customer needs and grey market.
[bookmark: _Toc142464921]STP Analysis 
[bookmark: _Toc142464922]Definition
STP analysis is a three-step model strategy that examines the products and services of the company and analyzes the way of communication that benefits certain consumer segments. Each acronym of the STP defines segmentation of the market, target customer base with effective marketing campaigns, and adjusting the position of the company in accordance with expectations. As per Luan, (2022), Samsung Electronics operates several competitive markets in the world and two of its marketing country are the UK and UAE industries. With ongoing development, efficient expertise, and a various range of products Samsung emerged as one of the most effective electronics companies in both the UK and UAE. Samsung focused on a series of actions to carry out proper segmentation, targeting, and positioning in both countries. Segmentation involves dividing the population of both UK and UAE into distinct groups based on shared attributes. In addition to that, identifying the individual group of the population of the countries as product and service customers is a part of the targeting. Finally, positioning is the choice of market mix that is effective toward the targeted clients of each individual group of the UK and UAE population
[bookmark: _Toc142464923]Similarities and Differences 
Market Segmentation Strategy
Samsung's segmentation in market strategy is one of the most significant key elements in both the UK and the UAE. According to Jia, (2022), confirm In the UAE population of the country is divided into groups by given specified virtue, whereas the population of the UK breaks down into segments on the basis of attributes and desires. The Samsung market segmentation strategy is composed of four major types that are Geographic, Demographic, Behavioral, and Psychographic segmentation in both the countries, UK and UAE. Mohapatra, (2019), believed in the UK, Samsung focuses on regional presence, and on the contrary, Radić, (2021) says, its geographic segmentation strategy in the UAE involves the importance of population density in rural and urban areas. As an example, the company launched the Samsung Guru model for rural areas and the segmentation of the Samsung Galaxy mobile device section was more around urban areas. 
Targeting strategy of Samsung
In the UK Samsung’s target strategy includes potential customers and their product choices and demands.  According to Almuraqab and Mansoor, (2021), in the UAE, Samsung’s chosen market strategy is targeting a customer audience based on demographic parameters such as age, gender, and occupation. In other words, the targeting strategy of Samsung in UAE is a necessity, whereas the company targets consumers’ desires and demands. Mostly socially active and trendy teenagers are the target base customer of the company in the UK. Regular mobile phone users from the UAE demand cost-effective better-functioning handsets. 
Positioning Strategy
In the UK, the multi-segment positioning strategy conveys better ideas to attain profit and deliver the best possible services to the customer. With this strategy, Samsung is able to target various regions at once. The company provides different services and products at the same time which leads to a new target set of customers. Whereas, Al Kaff et al. (2021), thinks for UAE customers, the positioning strategy of Samsung actively applies an anticipatory positioning effect where the company produces low-turnover products and expects that low-turnover products eventually will bring profit. 
 
[image: ]
Figure 5: Positioning Map of Samsung
[bookmark: _Toc142464924]7p’s of Marketing 
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Figure 6: 7P’s Marketing Mix
(Source: licdn, 2023)
[bookmark: _Toc142464925][bookmark: _Toc142464927]Explanation of 7 P’s
Product: To satisfy the interests of customers, the company places a strong emphasis on innovation and technological breakthroughs, offering modern amenities and svelte designs (Smartphone, 2022). Smartphone model in UK offers like Galaxy S, Note, and M series while in UAE offers product that are mid-range and budget-friendly options. Despite this, laptop, home appliance, wearable items are others that both nations distribute. Samsung has social profiles on all of the major social networks in so that they can be in direct contact with various demographic groups that their products are aimed at. Samsung cares about its global audience so it launches a number of marking campaigns 
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Price: To account for the market realities in the UK and the UAE, Samsung uses several pricing tactics (Asdi and Putra, 2020). Samsung aspires to affordable pricing in the UAE in order to appeal to a larger variety of customers while upholding its reputation for excellence. However, fluctuation in currency exchange rate between home country (South Korea) and UK/UAE, the import and export price will impact. Moreover, changes in tariff along with trade policy will lead to price adjustment in both nations.
Place: In both countries, Samsung is well-established, and its products are offered through a variety of channels. Distributors, carrier stores, and internet marketplaces all have the right to sell Samsung devices in the UK. Samsung has a strong distribution system in the UAE that includes both brick-and-mortar stores and online shopping websites.
Market entry method
In UK, Samsung implemented a wide range of market entry strategy that comprises direct export, internet retailing and joint venture. The company has authority over it supply chain through selling directly. While Samsung leverage local expertise along with existing distribution network using partnership strategy. While, through ecommerce platform, Samsung successfully reached wide customer base. Despite this, following the extensive scale of UK market along with future potential, supportive regulation and solid network of distributors are the influencing factor that impacted the company’s market entry choice. In regarding to this, local expertise, efficient governance, and, wide customer reach are benefits while rivalry, logistics issue and partners dependency consider drawback.
While in UAE, Samsung used two major market entry method which comprise of franchising and distributorship where it adopts regional preference’s and preserve uniform brand image along with assist in market penetration. The benefits of this strategies are culturally flexible and expand business. However, difficulty regarding quality product and dependency on suppliers might take place. Complying with regulations and laws are another issue might occur. In UAE market, this tactic assists Samsung build an edge over others player while also cope with the regional hurdles effectively.
[bookmark: _Toc142464928]Advantages and Disadvantages of Market Entry Mode
Advantages
Samsung can use economies of scale to lower overhead costs. Samsung maintains total control over its goods, sales channels, and branding by choosing direct exporting (Park, 2022). As a result, the brand's reputation and product quality are consistent across all new markets. Samsung may get knowledge of regional economic conditions and consumer tastes by directly exporting to the UK and the UAE. This important information can help organizations more effectively adapt to their target markets and raise their chances of success.
By dividing the operational and economic risks among its local partner, joint ventures let Samsung lower its overall risk. It gives business a way to expand into new markets while limiting your risk of losing money (Tien, 2020). Local partners can assist Samsung in navigating difficult regulatory settings and forging connections with governing organizations. As a result, market entrance can be streamlined and a prosperous business climate can be created. 
Disadvantages
Samsung might find it difficult to build a solid market presence and interact with clients without a physical presence there. This can make it more difficult to develop client connections and identify certain market demands. Smooth direct exporting may be hampered by prices, taxes on imports, and complex export laws (Tien et al. 2019). Navigating several legal regimes and meeting documentation standards could be challenging for Samsung. The success of the joint venture may be impacted by differences in business practices and culture. In a partnership, Samsung could have to make concessions on some parts of its operations to take into account the requirements and tastes of the regional partner (Cuervo-Cazurra and Li, 2021). 

Promotion: For its marketing campaigns, Samsung focuses on the distinctiveness and personalization of its products in order to appeal to consumers (Ishigai et al. 2021). Samsung's marketing strategy is shaped by the economic conditions in each nation. Samsung concentrates on high-end products and spends much on sophisticated marketing campaigns in the UK, a developed market with strong consumer spending power. Samsung provides a variety of high-end and mid-range products in the UAE in order to serve customers from different socioeconomic backgrounds and market groups.
 Through joint ventures, the company hopes to grow the number of its locations and its affiliations with regional and local merchants. The business works to expand its offering of products of all kinds in order to carve out a distinct market niche in the UAE. As the current economic condition of Uk Samsung launched Galaxy Experience Spaces all around the Uk to invite more people to try their smartphone.
According to samsung social responsibility policies samsung is recruitng 30 percentage of its employees from local communities

People: When it comes to providing high-quality goods and excellent customer service, Samsung understands the value of its personnel. To assure competent and skilled staff members, the organisation makes investments in employee development and training initiatives. Additionally, Samsung appreciates client feedback and takes it into account when making changes to its products and services.
Process: Throughout the whole customer journey, Samsung places a strong emphasis on delivering an easy and user-friendly experience. For optimal efficiency and prompt delivery, the organization has simplified its procedures for product creation, manufacture, and distribution (Arib and Hasan, 2023). In order to meet consumer expectations, Samsung also provides contracts and repair facilities as well as other post-sale services and support.
Customer Complaint process - Samsung is always concerned about its customers and provides a number of channels to raise their issues and try to solve as soon as possible. Samsung gives its customers to contact support team through phone call, e-mail or through online chat where the provide solution or even they provide facility at door step repair or customer can directy approch to service center. Samsung is fully aware of what customers anticipate from them and how they satisfy those needs and expectations. The effectiveness of Samsung's strategy lies in its ability to retain current clients for an extended period of time.
Physical Evidence: Samsung emphasizes the tangible proof that goes along with its products. Samsung stores offer a cutting-edge and engaging setting that enables customers to connect with and experience the items in person in both the UK and the UAE. The packaging Samsung is made to look good and demonstrates the company's dedication to excellence.
[bookmark: _Toc142464929]Directional Development Strategy 
[bookmark: _Toc142464930]Definition
According to Purvis et al. (2021), companies can use a directional approach to growth to provide a defined course for their progress and advancements. It entails making sound choices about the company's future trajectory as well as directing different company activities toward the accomplishment of predetermined goals. The emphasis on developing a clear and meaningful roadmap for the company is what distinguishes this approach. An extensive review of the company's existing situation and its outside circumstances is the usual starting point for a directional plan for growth. This strategy aids in locating possible risks and possibilities that may have an impact on the company's development. As per AlDhaheri et al. (2023), the formulation of particular objectives and goals, which act as the foundation for making choices and distributing resources, depends on this approach.  
[bookmark: _Toc142464931]Steps of the Ansoff Matrix Relating to the two countries
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Figure 7: Ansoff’s Matrix.
[Source: mindtools, 2022].

UK
Market Penetration: Increase share of the market to solidify Samsung's dominance of the current UK market through market saturation. As per Jelonek, (2023), this can be done by stepping up marketing initiatives, widening the scope of the distribution system, and emphasizing measures for keeping customers. Furthermore, Samsung can spend money on specialized marketing initiatives that attract fresh consumer demographics and raise brand recognition.
Market Development: Look for ways to reach out to new American locations or client demographics. Samsung can tailor its goods and advertising strategies to target particular groups, such as older or younger consumers who are technologically savvy. Samsung may also think about pursuing new business ventures in regions or industries that complement its reputation and strength.
Product Development: Constantly come up with fresh ideas and launch new goods to fulfill the changing needs of the UK marketplace. As stated by Indriana, (2023), with the goal to provide innovative smartphone models with cutting-edge features, broaden its selection of electronics for consumers, or explore new developments like augmented and virtual reality or Internet of Things (IoT) gadgets, the company may make investments in research and development.
Diversification: In an effort to diversify, consider entering fresh product segments or growing into complementary businesses in the UK markets. According to Aversa et al. (2021), in industries like household goods, medical equipment, or motor vehicle electronics, Samsung may contemplate joint ventures or purchases. This would enable Samsung to use the power of its reputation and its industry knowledge to break into emerging industries.
UAE
Market Penetration: According to  Aboueldahab, (2022), increase Samsung's share of the marketplace and customer loyalty to further solidify its foothold in the UAE marketplace. This can be accomplished by running focused marketing efforts, forming tactical alliances with nearby merchants, and offering superior client service. To increase its share of the market in the business-to-business (B2B) sector, Samsung might also concentrate on cultivating ties with business customers.
Market development: Look for ways to penetrate into new UAE geographical regions or client demographics. Samsung can tailor merchandise or promotional strategies to target specific groups of people, such as affluent customers or the expanding younger generation. In addition, Samsung can investigate the business potential in developing UAE industries like smart city development or the hotel sector.
Product Development: With the goal to meet the distinctive requirements of UAE customers, Samsung can continually develop and release fresh offerings. This is possible with specialist products, including cell phones with improved Arabic-speaking capability and specific software (Kukartsev, 2022). The products make use of modern innovations like IoT and AI to improve comfort and conserve energy.
Diversification: Samsung can look for prospects for diversifying its marketplace in the UAE by entering fresh, associated businesses or categories of products. As per López, (2023), this involves breaking into the market for clean energy by creating solar power plants, batteries for energy technologies, and smart electricity systems. Samsung can collaborate with medical institutions and make investments in telemedicine applications and portable health-tracking products. 
[bookmark: _Toc142464932]Recommendation 
Based on the TOWS metrics, Samsung could consider aggressive measures in both UK and UAE market to take advantage of the opportunities and address issue. To fulfill the demand for innovation technology in the UK market might capitalise its solid reputation along with its product portfolio as a result. Despite this, considering the individualism culture, the company can focus on personalised tactics on product and marketing purposes. However, to combat the intense rivalry and grey market, Samsung must put effort on marketing efforts, increasing customer loyalty and improving delivery network. Whereas, in the UAE, Samsung can leverage its competitive edge and credibility to serve the demand of broader population. Following the marketing initiatives, promoting collectivism standards will likely resonate UAE consumer. Moreover, focusing on collaboration and local firms can deal with cultural barriers. 

[bookmark: _Toc142464933]Conclusion 
Both the UK and the UAE marketplaces have seen a sustained presence from Samsung. The company has made a name for its products throughout the UK as an industry leader in a number of electronics for consumer sectors, such as cell phones, televisions, and other electronics and utilities. The business' effective advertising tactics, affordable prices, and advances in technology have all aided in its ongoing prosperity. Corresponding to this, Samsung has a substantial share of the market in the UAE because of its wide selection of merchandise that is specially adapted for regional tastes. The company has continuously satisfied the needs of customers in both nations owing to its credibility for reliability and high standards, consolidating its place as a major player in the field of electronics.
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