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[bookmark: _Toc502583390]Abstract
All the business organizations target the international market to flourish their business and make profitable statement in the global market. The companies sell their products and services worldwide to gain the best desirable position in the market. By doing business in the international level the companies can reach maximum number of customers and also the product quality can also be increase. For instance, by selling products in the international market, the company can get international exposure and a healthy competition can be developed between the companies dealing in the same field. With the growing urge to perform better than the rival companies, the company would take continuous efforts to improve their product quality. In this way, the overall product quality would be enhanced and thus will be beneficial to the consumers. A number of companies would be present in the market and this would also offer a number of options to the consumers to choose from according to their product preferences. The consumers may also switch from one brand to another if they are not completely satisfied with the products or services of a particular brand. The companies need to put effort to retain the customers by offering products that satisfy the needs and demands of the customers mostly. The customer satisfaction is a very important factor that determines the number of customers of a company and how they maintain this. Hence, the companies have constant urge of taking initiatives to bring about substantial changes in the customer service quality so that their previous customers are completely satisfied and there is no shift of the customers from their brand to any other. The companies can achieve a sustainable position in the market by overcoming challenges such as adapting the changing business environment, sustaining reputation in the high level competitive market, managing the product and service quality etc. this can be successfully achieved by applying specific business and marketing strategies. The current report aims to analyze the effective marketing strategies taken by Samsung that helps them to create and sustain their b brand name in the market. How the customers are satisfied efficiently by describing the different communication mediums that help them to understand the changing demands of the customers and how they can live up to their product expectations are also been described in the report.
[bookmark: _Toc502583391]Introduction
[bookmark: _Toc502583392]Company Overview
[bookmark: _Toc502346124]Samsung is one of the leading technological brands in the world currently. The Samsung Electro Mechanics Company was established in Suwon, South Korea in 1973. Currently it has its head quarters in Seoul, South Korea. Lee Byung-chul was the founder of the Samsung in South Korea. According to the last reports of 2014, the company has approximately 489,000 employees globally. According to the last current reports, the company has earned US$43.98 in the first quarter of 2017, US$53.07 & US$53.98, which means that the company has total revenue of US$151.03 while the revenue of the fourth quarter is yet to come. Hardware products such as mobiles, smart phones, laptops, tablets, computers, television, refrigerators, smart watches etc are developed by the company (Nandan, 2005). Samsung Galaxy Apps, Tizen store etc have also been developed by Samsung. With passing time, the company is constantly earning popularity and revenue generation of the company is also gaining hikes by their global business.
[bookmark: _Toc502583393]Brand marketing strategy of Samsung (4P marketing mix)
Marketing mix describes the culmination of potential strategies in presenting a company’s products and services to the customers such that a large population of new consumers can be fetched and also the present are retained successfully. Marketing mix helps to incorporate different factors that help in marketing of the products and also influences the consumerism mindset of the people (Hutt and Speh, 2005). It helps in targeting and convinces a mass population of consumers so that the organization can gain a substantial amount of consumers at a time. The marketing mix strategy that help Samsung to build up their brand name are as follows:
Product: Samsung focuses to develop and manufacture electronic goods that are essential to people for regular uses. The product quality of Samsung is always under supervision to bring about improvements so that the consumers are highly satisfied with their purchase. Moreover, innovations are an integral part of product manufacture at Samsung because being updated and pioneers in the market to stay one step ahead of the competitors is one of the major focus of the company (Nandan, 2005). This also ensures that their consumers remain stuck to their brand. Samsung develops multi tasking, sleek designed and stylish looking light weight smart phones that attract large number of customers. Moreover Samsung offers high quality products with high durability, water resistant, good security features that make them stand distinguishably in the market.
Price: Samsung offers a wide range of mobile phones with different features in terms of price so that it is highly affordable to people with less income. There are different series of phones offered by Samsung in the market which has a wide variety of price range. The company applies the marketing strategy of reaching out to maximum people irrespective of their financial status. A highly priced phone with premium features depicts a consumer’s status whereas a mediocre earning person can also afford to have a Samsung phone with latest features.
Place:  the marketing mix strategizes to make the products available to the consumers so that the products and services are easily accessible through the help of distribution channels and the company could reach maximum number of customers globally. Samsung stores are available in almost every accessible location of the countries in which they have their market. More number of stores ensures that Samsung can reach to more number of people and hence customer satisfaction is maintained (Nandan, 2005). People can get easy access of the stores for purchasing Samsung products and the customer service centers are also available in almost every city. Samsung products are also made available to the customers with the help of e-commerce platforms like Flipkart, Amazon, e-bay, Snapdeal etc. this help the consumers to purchase smart phones through online ordering and cash on delivery services. Hence, with the help of online and offline mode of purchase more number of people are attracted in buying Samsung products.
Promotion: promotion and marketing of the products in the market is a crucial step for the companies to present their products to the consumers and also keep them updated with their upcoming and new launching products (Nandan, 2005). With good advertisement a product can attract the eye of a mass population in a small amount of time. Effective promotion of the products can be made with the help of advertisements in the television, social media sites like facebook and twitter, by advertising in Youtube or other communication channels. Offline print media can also be used as a medium of promotion like hoardings, pamphlets, banners, leaflets and most importantly newspapers. The promotion may include the specific product features along with the price of the product.
[bookmark: _Toc502346125][bookmark: _Toc502583394]Critical Success Factors (CSF) of Samsung
The factors which have significant influence on the success of a company are known as Critical Success Factors or CSF. CSF aims to help the company to reach their targets and goals within a specific time period. The factors help in the growth of the company in terms of productivity and profitability and also help the company to satisfy their customers effectively. Some of the important CSF used by Samsung are as follows:
· Technology: the production process of Samsung is at constant efforts to bring innovation and creativity in terms of technology and the company puts a lot of capital in the same. Latest smart phone features like finger print lock sensor, voice recognition, speech to text conversion, and other features that make Samsung smart phones stand high above the others (Hutt and Speh, 2005). The product performance is a subject of constant improvement hence the company puts huge investment in the research work to develop the software and bring about alarming changes in the features that would keep them a step ahead than other competitor companies. Latest technology is also implemented in the billing processes, customer services to keep the customers satisfied.
· Organizational structure: the company follows the general hierarchical structure of organization although the employees have been provided with ample and appropriate authority in the work process of the company (Hutt and Speh, 2005).  The employees are encouraged to take part in the decisions making process for the company by the management. The higher authorities are given responsibility to take the final decisions but the lower management employees are also made a part of consultation and their positive ideas are encouraged. This ensures satisfaction of work of the employees and helps them to encourage in putting their maximum work and dedication in their job. Continuous efforts of the employees help the company to run smoothly. Moreover efforts of the employees help in developing best quality products by the company such that the customers remain satisfied with the products and services.
· Branding: efforts are taken to manage and maintain the brand of the company by taking specific branding policies. The brand value is increased by Celebrity endorsements of Samsung. This helps in creating a vibe in the customers that the endorsing celebrities also use the same smart phone brand. Samsung also takes initiatives of raising br4and value by sponsoring popular events, sports series or shows that would help in reaching people as a brand instantly.
· Designs: design or outlook of the phones is also a very important factor. Initially the company was aimed to prepare good quality phones but the designing of the looks of the phones was neglected. Then with improvements in quality extra efforts were made to make the phones look smarter and attractive to the customers which would be beneficial in catching the eye of the consumers (Hutt and Speh, 2005).. With the designing of attractive handsets it was seen that the revenue generation and popularity of the Samsung phones increased in the market. Sleek and attractive designing made Samsung phones more popular than the other brands.
· Human resources: Samsung believes in using highly educated and skilled employees efficiently such that there is overall development of the company in terms of quality, productivity and profitability (Hutt and Speh, 2005). Adequate facilities are provided to the employees so that to increase their urge to work with more dedication and bring out their best ideas that would help in the progress of the company. The employees are encouraged to put their innovative ideas in the manufacturing process that would help in developing new smart phones. 
[bookmark: _Toc502583395]GAP Model
The GAP model is an approach to meet the customer satisfaction. The framework has five stages by which effective customer satisfaction can be reached by a company, which have been described below:
Gap 1: this stage describes the gap that has been created between the perspectives of the management and the customers. The management needs to focus on understanding the perspective of the customers for the purpose successful delivery of products and services according the needs and demands of the customers (Hutt and Speh, 2005). Successful internet survey of the products would help in diminishing this gap and help the authority to understand the customer needs with a better approach.
Gap 2: this gap describes the difference between the management perception and the real experience of the customers. Samsung authority needs to understand and redefine the level of service quality that they think the customer desires of. Continuous communication with the customers would help Samsung to meet the actual expectations of the customers efficiently.
Gap 3: the gap developed between the satisfaction experience and the experience delivery. The customer experience of Samsung needs audit for the sake of the management to ensure that the customer service delivered to the customers is up to the living expectations.
Gap 4: the gap describes the difference between the real life customers experience and what the customers have been promised to provide. Samsung can take initiatives like raising the actual customer service experience level and diminishing the customer expectations.
Gap 5: the gap between the individual customer expectation and the customer experience has been described in this stage. This solely depends on individual perspectives of the customer and their past experience of Samsung services so their demands vary accordingly.
[bookmark: _Toc502346127][bookmark: _Toc502583396]End to end customer journey
An individual customer gets associated to a particular brand when he realizes the importance of making the purchase of a product of that brand. A customer’s journey begins with the first purchase of a particular product from a brand. This journey does not come to an end with the final decision of making that purchase. It ends when the customer relies on the same brand for the purchase of same product. This occurs only when the customer is effectively satisfied with the product and service quality provided by the same brand. Samsung has gained a position in the market such that the customers are completely satisfied with their purchase because of the product and service quality provided by Samsung (Day, 2000). Customers feel happy and satisfied while making a journey with Samsung from beginning to end. Samsung has the following activities throughout the customer journey:
· Awareness: the company takes enough efforts to make its consumers aware enough about it’s products. The awareness programme is made successful through the help of promotion of the new launches, putting advertisements in the offline media like newspapers, leaflets, pamphlets, hoarding and banner. Online advertisements are given on the television, social media sites and other internet medium. To attract more people the company arranges for various offers and events at different places like shopping malls and also in the e-commerce sites. The latest product features are also described in the awareness method.
· Comprehension: in this stage the customers comprehend the product features of Samsung. The customers recognize the importance of a certain product after which they are made aware of the specific positive features and negative features of the product by themselves. They research about the product in the internet and try to gather details through social media sites, e-commerce websites, company website, review from friends, family, and other customers and so on.  Samsung provides such unique features in their smart phones so that the customers are bound to get positive and appealing feedbacks.
· Connectivity: potential customers of the company can be reached with the help of effective connectivity. Different customer engagement policies are adopted by the customers to help them reach their potential customers such that they remain loyal to the company in terms of product purchase (Peter et al, 2000). The company invests a huge amount of money on Pay per click advertisements given by Samsung in different websites. When a customer clicks on that advertisement, the company pays to the authority of the website. Pop up advertisements of Samsung smart phones are also given in different websites. On clicking the pop-up advertisement, the customer opens a form which requires personal details and their product desires and requirements. By this way the company gets access to the customers directly so that they can reach the interested customers directly with their latest products.
· Desire: this stage helps in development of urge in the customers to make the purchase of product from the brand. The desire of the customer for making the final purchase can be increased by providing different dimensional images, color availability, benefits, stocks, products specifications, durability, offered prices etc. effective promotion and marketing of the product helps in increasing the desire of the customers to a large extent and portrays Samsung to be the best option for making the purchase.
· Purchase: Samsung has an effective and positive brand image in the market of smart phones globally. So convincing the customers to opt for Samsung when buying a smart phone is not a tedious task. People are easily attracted to make Samsung smart phone purchases especially because of the reliability and also the customer services. High affordability also makes Samsung to stand out in the crowd where smart phones of Apple Inc. are such highly priced. The good will of the company helps it to benefit in the customer world for making the final purchase.
· Post purchase: when the customers are satisfied with their current purchase, they would definitely opt for Samsung in their next purchase. They would also recommend Samsung smart phones to others that would on the other hand work as a great way of publicity. Post purchase responsibility of the company is to provide prompt services to the customers in case there is any fault in the systems of the products. Exchange offers for default defective hang sets are a good strategy to gain reliability of the customers.
[bookmark: _Toc502583397]AIDA model
AIDA framework helps any business organization to upgrade their customer base and the customer satisfaction level could also be increased to a larger extent. Samsung implements AIDA framework in the following way:
· Attention: Samsung uses this step to attract more customers for making the products of the company more popular to them. The attractive logo of the Samsung on the smart phones and all the other electronic goods of the company is an eye catcher for the consumers (Peter et al, 1999). Hoarding and banners with attractive displays and captions like the latest Samsung Galaxy S7 Edge has a tag line of –‘Rethink What A Phone Can Do’ helps in making a brand popular among the customers.
· Interest: Samsung stores are made attractive by putting the dummy phones on display which has all the product features, prices and buying options for the passing by customers so that they can peep into the products (Grönroos, 2011). This is ought to raise their curiosity about the product details and ultimately visit the store for the purpose. By this way the potential customers could be effectively converted to real customers. Customer executives are also present at the stores to assist and convince the customers for making the purchase.
· Desire: in this step the company focuses on increasing the desire of the customers for making their purchase. Attractive advertising videos are put on YouTube by Samsung that describes the benefits and attractive product features of the smart phone (Peter et al, 2000). Efficient market research can also provide ample information to the management regarding the changing demands of the people and how the customers can be completely satisfied. Hence accordingly the latest smart phones can be developed satisfying the needs of the people.
· Action: in this stage the consumers are ultimately making the purchase of the product from Samsung. This stage of AIDA is the most important step that determines the ultimate purchase of the product. Potential strategies are adopted by Samsung like exchange offers, seasonal discount offers, grand sale periods etc that help in grabbing potential customers to the company. Repeat business of Samsung is made effectively by this method. The department of customer service is always ready to help and assist the customers and guide them to tackle with their problems regarding the products such that they ultimately convince them to make the purchase.
[bookmark: _Toc502346129][bookmark: _Toc502583398]Sustainable relationship with the stakeholders
Samsung has stakeholders like the customers, community, suppliers, investors, shareholders, government and the employees. To perform business smoothly in the market, the company must ensure to develop a healthy relationship with all its stakeholders. The company ensures to train their employees efficiently so that they can perform their best and excel in the tasks given to them. Adequate salaries are paid to them according to their designations to provide complete job satisfaction to the employees (Kottler and Keller, 2003). The employees are motivated enough to perform their best at manufacturing high quality products that would meet the customer expectations promptly. The satisfied customers would always prefer Samsung over other brands for repurchases. The shareholders of Samsung are also kept happy by proving them a good amount of share of the profit. The investors are attracted to invest more in the business of Samsung by increasing the sales and revenue generation of the company. The manufacturing and sales of the Samsung products are always made by abiding the rules and regulation of the government so that they remain in the good book of the government for performing smooth business in every country (Wilson and Gilligan, 2012). Samsung also takes effort in considering the environmental factors and thus uses eco-friendly processes of manufacture and use sustainable resources for the same purpose. This limits the emission of harmful gases from the factories to the environment and adequate measures have also been taken to limit the discarding of harmful wastes to the environment. Hence a healthy relationship with the community is also maintained by the company.

[bookmark: _Toc502583399]Conclusion
The above presented study depicts the importance of marketing strategies in maintain the brand name of Samsung. To sustain the market position, it is also important that the company takes enough effort to maintain a satisfied customer level. Continuous market research would enable the company to understand the changing demands and needs of the consumers and thus improving the product quality of the company (Kottler and Keller, 2003). This will ensure higher productivity and profitability of Samsung in the global market. There is also a need of constant creativity and innovation and up gradation of the previous marketing strategies to perform business smoothly. 
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