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For every organisation conducting a marketing analysis is imperative for understanding the current performance of the company. The present assignment will comprehend the PESTLE factors that impact the organization. Later the report will provide Porter's five forces for understanding whether the forces are high or low and later the analysis for understanding the opportunities, weakness, strengths and threats will be carried out. Later the segmentation, targeting and positioning with respect to the company will be comprehended. In addition to this recommendation for future marketing opportunities will be offered to the company.
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The PESTLE analysis encourages the generation of strategic and external thinking. The company could understand the upcoming threats and also enable the company to implement strategies for reducing the impact. On the other hand, in this analysis the data utilised may be based on assumptions that can later result in false conclusions. 
Political factors
In the current era political stability is imperative for every organisation's performance stability. Samsung had faced issues due to the shattered relationship with North Korea (Solihin, 2021). Moreover, Samsung has issues with India and several other African and Latin countries. Currently the company operates in 80 different countries and the terrorism is another threat for the performance of the company. On the other hand, in most of the international market Samsung has a positive influence. The political factors are unfavourable because it effect the brand image and reputation. 
Economic factors
The economic factor of Samsung is critical nowadays. The COVID-19 pandemic has shattered the economic flow within the company. Although the company has introduced several strategies to come forward, the economic crisis as a result of the pandemic is a severe threat (Shamout and Elayan, 2020). The constant fluctuation seen in the exchange rates affect the financial stability of the business. Moreover, the high volatility in the stock markets also have a serious effect on the finance of the company. Pandemic had effected the economic factors but the company is evolving and thus it can be said that the economic factors are favourable. 
Social factors
Samsung is a Korean based company and there are broad aspects to its operations like adapting the local conditions in several international markets. The company is inclined towards the changing consumer preferences in different countries having different consumer bases (Jamali and Khan, 2018). The company has understood the importance of differences in traditions, customs, practices and social status in different markets and have incorporated local thinking and global strategy. The company operates in an ethical manner by not conducting any corruptions in the international markets.  The social factors is favourable because of the acceptance of the customer preferences.
Technological factors
In the current era of digitalisation every company is trying their maximum to cope up with the advancements and innovations in the technology. In the international markets Samsung has outstand due to its innovation and used similar as its competitive advantage (Haizar et al., 2020). Not only selling innovative products and services, the company also uses digital technology for marketing and building customer relationships globally. Samsung has invested in research and development and this helps the company to expertise in the field of technology. Thus the technological factors are favourable. 
Legal factors
Due to the imitation of Samsung or Apple, the company had confronted severe penalties and also this has negatively affected the brand image and reputation. The legal battle between Apple and Samsung ended in favor of Apple and affected the performance of the company. The company in this turn has faced severe issues and had only generated $120 million in 2017 when it had produced about $790 million in 2012. Therefore it is clear that the legal factors are unfavourable. 
Environmental factors
The current customer base value sustainability and are more inclined towards a company that follows sustainability in their business. Samsung has concentrated on reducing the carbon footprint and also sourcing the products in a sustainable way. Companies have organized energy management systems and also focus on emitting less gases for protecting the green house. Hence it can be understood that environmental factors have a positive influence.
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Threat of Entrants
Samsung is one among the prominent electronics companies and performing in the technology industry the company needs to incorporate constant innovations to its performance. In such an industry which is highly competitive, sustaining in business requires high capital investment. Thus for a new entrant having such a strong capital investment is always challenging. Chang et al. (2019) stated that penetrating to the wide range of customer base where there are already several substitutes needed to be unique and beyond the limits in order to sustain. Samsung has introduced its wide range of products in comparatively affordable prices and this has attracted the customers towards the company. Hence the threat of new entrants in Samsung is comparatively low.
Threat of Substitutes
The substitutes for the products offered are less or not applicable because the combination of all functions in a single package is unlikely in the coming days. There can be individual substitutes like washing machine, TV, microwave, AC, fridge and cooler (Roozitalab, 2022). These products can never be replaced due to its increasing demand and only these products can be innovated or renovated. The convenience offered by Samsung products cannot be substituted.
Bargaining power of Customers
The bargaining power of the consumers is at a moderate level from the overall company. In the case of low switching cost devices, the bargaining power is very high. Being a business to consumer corporation Samsung revenue cannot be affected by any other single client. Hence the individual bargaining power of the consumers is low and on the other hand the customers have a lot of collective bargaining power. This is due to the high number of alternatives in terms of items and brands. Apart from brand value alone, the present consumers and buyers have access to several information and figures for comparing with substitutes (Abdelshafie et al., 2021). Furthermore, in case of products with high switching costs like AC, fridge and Microwave the bargaining power of the customers is relatively low. The main reason behind these products requires increased investment and also there are only very limited options available in the market.
Bargaining power of Suppliers
The bargaining power of suppliers is comparatively low because Samsung has several vendors available. Samsung operates with different suppliers including South Korea, Taiwan, Japan, China, United States and Hong Kong. The revenue of the vendors relies on Samsung and hence upsetting Samsung is less likely. In addition to this, the Samsung switching costs for its supplier is less and the company is open to suppliers that offer raw material with less price. Moreover Samsung manufactures processors, chips and displays and thus are less dependent on the external supplier.
Competitive Rivalry
Several tech rivals have direct competition with Samsung's software and hardware. Companies like Google and Apple offer high-end hardware products and on the other hand, companies such as MI and OnePlus offer products with equal technology and lesser prices (Tien et al., 2019). In the mobile phone market, the brand loyalty is low because there are several substitutes available for switching costs. In the case of home appliances companies like Voltas and Whirlpool offer high competition to the company by offering the same products with same prices into the mobile phone market.
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Strengths
Samsung is the world's best electronic manufacturer and is well known for its products such as mobile phones, liquid crystal display and television sets. Samsung is well known for its impressive research and design capabilities along with marketing and manufacturing capabilities (Tien, 2019). Using these capabilities Samsung was able to easily imitate Apple and Google and also adapt innovative technologies. Moreover, Samsung has robust relationships between the Europe and United states and hence offer a steady sales channel for the services and products.
Weaknesses
Even though Samsung tried imitating Apple it failed at satisfying the customer perception and loyalty. Thus, the market value of Samsung had declined in the mobile market. Moreover, the Chinese competitors are offering similar products with comparatively lesser price and this also affects the market value of the company. Furthermore, the Samsung mobile phones utilises the Google Android operating system and it is considered as a drawback in the public when compared to Apple iOS (Yun et al., 2019). Moreover, the marketing strategies of Samsung are not satisfactory when compared to Apple. The brand connection strategy through traditional communication and branding of Samsung need to be changed. Samsung is highly dependent on the American market and also the American market is unpredictable.
Opportunities
The research and development team of Samsung is always seeking for innovative and high-end technologies. Moreover business diversification is another opportunity, even though there are several products manufactured by Samsung there are several high-end technology products that need to be launched (Haizar et al., 2020). The customers are aware of the company and its presence and thus business diversification can facilitate the company in getting more investment and interest from the people. As part of globalization the new markets are emerging and this can help Samsung in finding more ways to expand their business.
Threats
[bookmark: _Toc112136970]The government laws can cause threats for Samsung mainly in relation to profit based agenda. Being part of the consumer goods department, the COVID-19 pandemic has affected the manufacturing, purchasing and distribution of the Samsung products (Almeida et al., 2021).  The company had lost its brand reputation due to scandals of the leaders. The president of the company was found guilty and resulted in imprisonment due to bribing the government. Also the strong competitors such as Huawei and Xiaomi are rapidly expanding and are a threat for the company. Apple has always been a competitor and the products of apple are of higher price and this has been an advantage for Samsung. The PESTLE analysis encourages the generation of strategic and external thinking. The company could understand the upcoming threats and also enable the company to implement strategies for reducing the impact. On the other hand, in this analysis the data utilised may be based on assumptions that can later result in false conclusions. 
Segmentation, targeting and position of the company
Samsung divides their consumers based on certain characteristics such as age, gender, preference and demography. Samsung uses psychographic aspects such as lifestyle and social class for segmenting customers. In addition to this Samsung uses behavioural aspects such as personality, degree of loyalty and user status. Moreover the region, age and density are considered as geographic characteristics. In addition to this demographic characteristics such as life-cycle and gender are considered in segmenting the customers. In terms of positioning the company uses imitative positioning, multi-segment positioning and anticipatory positioning (Markova et al., 2022). The main target consumers of Samsung include secondary schools and institutions, government organisations, mobile professionals and executives, big corporations, socially active teenagers and regular mobile phone users. 
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Product: The product can be divided into mobile devices, computer and IT, home appliances, television, memory and storage. Samsung is aware of the competitors and thus offer ever-changing innovations, improved performance and newer features in their services. Moreover Samsung expertise in the areas of product diversification (Ruiz et al., 2020). Samsung branding startgies are based on five aspects such as world class designs, innovation, internal branding, cutting-edge technology and recruiting world’s finest human resources. 
Price: Samsung mainly uses two types of pricing strategy such as skimming price policy and pricing based on competition. The competitive pricing facilitates Samsung to confront competition from other competitors in the same market. The skimming price policy is in which the company launches a product at a high price and when a competitor launches a product with same features and specifications, the company lowers the price.
Place: Samsung sells products directly to the retailers and hence there is only one distribution channel. 
Promotion: Samsung makes use of social media platforms, print media and digital media platforms to promote their sales. The social media marketing through platforms such as Facebook, Instagram and twitter are used by Samsung. Moreover, Samsung uses influencer marketing for penetrating into the customers. 
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The current assignment had briefed the factors affecting the performance of the Samsung both internally and externally. Initially the PESTLE analysis was conducted and later the SWOT analysis was carried out. Furthermore the porter's five forces were performed to understand the company performance from a broader perspective. The segmentation, targeting and positioning of the Samsung will also be discussed. Later the marketing mix of the Samsung is comprehended.
[bookmark: _Toc112136973]Recommendations
Ansoff Matrix
Market penetration: Samsung launches a penetrating strategy to incline the existing market share. The company is suggested to make use of aggressive promotions and marketing and also offer competitive pricing. This can enable Samsung in attaining new customers and enhance the market share.
Market development: Samsung started as a small business in Su-dong, South Korea and has expanded to over 180 countries (Wulff et al., 2020). The market development strategy of Samsung consists of targeting the prevailing services and products into geographical regions or new market segments. Samsung has been using several approaches to enter new markets such as licensing, acquisitions, joint-venture, direct export, mergers and direct foreign investment.
Product development: Samsung produces services and products which are new in the existing markets. Samsung is suggested to offer products with high-end technology and minimal price.
Diversification: Samsung has an extensive range of products and this helps the company to have a wide range of loyal customers. Introducing a large variety of products along with effective pricing is also important for the company for attaining customers from all ranges (Singh and Singh, 2018). Diversification can be used by Samsung to penetrate to the customers through a large variety of products with high-end technology. Also introducing a wide range of products and with a cheaper price can help in attaining more customer attraction. Also using competitive pricing and aggressive promotion can help Samsung in boosting the business.               
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