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Introduction

Samsung Group is a multinational conglomerate with their headquartered in Samsung Town, Seoul, South Korea. It comprises numerous affiliated enterprises, most of which are united under the Samsung brand, and it is also South Korea's largest chaebol (business conglomerate). Samsung was founded by Lee Byung-Chul in 1938 as a trading company (Anwar, R. 2007)
Over the next three decades, the group diversified into areas including food processing, textiles, insurance, securities and retail. Samsung entered the electronics industry in the late 1960s and shipbuilding and industrial sector in the mid-1970s; these areas stimulated its further growth. Following Lee's death in 1987, Samsung was separated into four business groups - Samsung Group, Shinsegae Group, CJ Grup and Hansol Grup. Since 1990, Samsung has increasingly globalized its activities and electronics; in particular, its mobile phones and semiconductors have become the most important source of income (Anwar, R. 2007).

Samsung's best-known affiliates are Samsung Electronics, Samsung Heavy Industries (the world's second largest shipbuilder), Samsung Engineering and Samsung C&T (the world's thirteenth and thirty-sixth largest construction company respectively). Other notable subsidiaries are Samsung Life Insurance (the world's fourteenth largest life insurance company), Samsung Everland (operator of Everland Resort, South Korea's oldest and largest theme park) and Cheil Worldwide (advertising agency) (Helmold, M. 2022).
Samsung has a huge contribution to South Korea's economic development, politics, media and culture and was a major driving force behind the “Miracle on the Han River”. Its affiliated companies produce about one-fifth of total exports from South Korea. Samsung's revenue was equal to 17% of South Korea's GDP of US$1.082 billion (2020)

According to its annual business report, Samsung Electronics had 320,671 employees in 2020, an increase of about 3.9% (308,745 employees) from the previous year. The company had 224,213 new employees in other countries. Last year, Samsung's number of employees abroad exceeded those at home in South Korea for the first time, the last time this happened was in 2011. Samsung Electronics said it had a presence in 73 countries at the end of 2020 (Helmold, M. 2022).
The company also said in this annual report that it has 2,436 subcontractors worldwide, all of whom contribute to the smooth running of production and Samsung's ranking among the world's most powerful companies. In 2020, the company spent more than 15.3 billion dollars on research and development projects, an increase of 13.8% compared to previous year, according to the annual report presented by Samsung Electronics (Samsung Financial Statements, 2022).
Today, the Samsung Group is the largest company in South Korea and the second-largest consumer electronics corporation internationally, which makes them an important global actor. 
A brief analysis of Samsung’s competitors on the global market
Samsung is under pressure both from Apple in the premium segment, as well as from Chinese manufacturers Xiaomi and Lenovo, which add more and more complex functions to cheap phones to attract buyers with a limited budget.
In the fourth quarter of 2020, Samsung sold 76.8 million smartphones, which gave it a market share of 17.8%, while Apple moved to the first position selling 77 million smartphones, which means a market share of 17.9%. Huawei sold 40.8 million smartphones in the fourth quarter, the Chinese manufacturer's market share being 9.5% (Chang, V., Zhang, W. & Xiong, C. 2022).
In terms of operating systems for smartphones, the Android system, used by most manufacturers, controls a market share of 81.7%, while the iOS system used by Apple for iPhone phones and iPad tablets controlled 17.9% of market. The Chinese group Huawei Technologies dethroned Apple, becoming the second world producer of smart mobile phones in the second quarter of 2019, according to the data presented by the market research firm International Data Corporation. South Korean giant Samsung remains in first place, having sold 71.5 million smartphones in the second quarter of 2019, but Huawei has moved up to second place, shipping 54.2 million units, according to IDC (How Samsung’s Marketing Strategy Transformed Them Into A Global Brand, 2021).
The South Korean company Samsung is one of the main suppliers of components built into Apple's latest smartphone model. According to an analysis published in the Wall Street Journal, the sale of each iPhoneX device, at a price of about $1,000, would bring Samsung a profit of $110. Thus, Samsung's profits from the sale of Apple rivals' phones would exceed those obtained from the sale of its own devices (Chang, V., Zhang, W. & Xiong, C. 2022).
Among other competitor at global level, the following companies should be mentioned as well: Panasonic, Philips, Sony, Siemens, Braun, Rowenta.

The effect of globalisation on Samsung’s growth and performance
Zhou, Wu and Barnes (2012) show that globalization has a significant impact on organizational growth and performance. Accordingly, globalization is a decisive factor that has shaped the business landscape of Samsung Electronics. South Korea is home to various giant companies that create innovative technologies. Samsung Electronics is such a giant electronic technology conglomerate that has taken advantage of globalization and dynamic technology development to expand its business internationally.

According to Chang (2012), the integration of the world economy, communities, and their philosophies through ever-increasing global trade, communications, and immigration has led to obvious changes in business trends. In the face of globalization, Samsung Electronics remains at the forefront to differentiate its products to meet the needs of global markets. Samsung Electronics is guided by three principles: to invent new technologies, to deliver state-of-the-art products, and to offer innovative solutions to its customers around the world (Uchitelle 2005).

The pursuit of technology and globalization have influenced various business decisions of Samsung Electronics. Globalization has significantly increased competition for Samsung Electronics and other major players in the electronics industry (Freund, Trahan, & Vasudevan, 2007). Globalization has caused Samsung Electronics to move out of Korea to reduce production costs. In Asia, there have been dramatic changes in manufacturing. This situation led to a reduction in the company's operating costs.

As a result, many multinational conglomerates, including Samsung Electronics, have relocated their operations to Southeast Asia in an attempt to maximize profits (Thoumrungroje 2004). Employee compensation rates and production costs have moved up the value chain in Korea, Japan, and China, as well as other original locations of electronics factories (Kim 1998). To reduce costs, Samsung Electronics decided to move its electronics factories to other Asian countries such as Indonesia, Vietnam, Cambodia and the Philippines.
The availability of cheap labour in these countries, especially in the undeveloped districts, has also favoured Samsung Electronics’ business. In addition, the impending establishment of the Asian Economic Community (EAC) as a common regional market trade strategy and the anticipated elimination of trade barricades and tariffs in Asian countries have also compelled Samsung Electronics to establish production plants and its associated businesses in Asia (Anwar, R. 2007).

Samsung Electronics has maintained a significant competitive gap with reference to other players in the electronics industry such as Apple Inc., Sony Electronics, Nokia, and LG Electronics among other companies (Sherr & Ramstad, 2013). The diversification of Samsung Electronics’ products has resulted in increased sales and market share in the European markets in the past three to five years.

The emergence of its Samsung Galaxy products that are driven by the power of the recently invented Android Operating System has been a great achievement for the business (Lawson 2014). Samsung Electronics has also remained in the lead in terms of proliferation of Liquid Crystal Display (LCD) technology in the local and global markets. Lee and Folkmanis (2013) reveal that Samsung Electronics has gained 50-per cent of the electronics market in Europe. Indeed, the company leads the European Smartphone market.

According to the Samsung Electronics Sustainability Report (2014), globalisation has significantly altered the face of Samsung Electronics business. The company has strived to improve its brand by diversifying and differentiating its electronics products to stay at par with international competitiveness that is prevailing in the electronics industry. Globalisation has led to the entrance of many competitors in the electronics industry.

This situation is a challenge to Samsung Electronics since more companies have introduced quality products at comparatively lower prices. In this context, globalisation has increased competition, especially in the mobile phone market. Nevertheless, Samsung Electronics has achieved significant competitive advantage, owing to its state of technology leadership, brand superiority, and economies of scale (Verma & Singh 2010). The company has also maintained its high-end strategy by standardising its products to deliver first-class products to consumers.

Analysis of Samsung’s Marketing Mix
The Samsung group company uses several types of marketing strategies, such as: banners, advertising spots, promotional campaigns.
a) Product policy - Samsung products are most often associated with perfect quality, creativity, innovation and the latest technology. These values were the basis of the creation of the company, and the dedication, passion and talent of the employees made Samsung products gain an international reputation.
Samsung Electronics' technological innovation is the main factor behind its growth and outstanding performance. This fact is demonstrated by the annual sales of more than 400 million mobile devices worldwide, equipped with excellent smartphone technology. Telecommunications equipment and solutions underpin the global expansion of 5G services. And digital imaging technology enriches people's lives by capturing special moments while offering the ability to share them instantly anytime, anywhere. Samsung products are divided into several categories, namely: 1) Telecommunications and Mobile Telephones; 2) Televisions - Samsung is one of the largest manufacturers of colour televisions in the world and is recognised for its expertise and the innovative technologies it uses. Samsung is a leader in the production of large screen TVs and Flat TVs. It is a leader in products that use optical discs, including DVD recorders, in digital TV or Home Cinema systems; 3) Audio/Video; 4) Photo and Video Cameras; 5) Printers and Multifunctional - colour laser printers, monochrome laser printers, monochrome multifunctional printers, fax, consumables; 6) Appliances - refrigerators, washing machines, microwave ovens, vacuum cleaners, etc.

Since 2007, Samsung has adapted to the evolution of technology and focused on the smartphone market, and in 2008 they created an excellent product: the Samsung F490 with a wide 3.2-inch display and 240 x 432-pixel resolution, equipped with a haptic touchscreen interface. Things have become more complex since 2010 when the Samsung S2 appeared, the new mobile phone was quickly accepted by the public with positive feedback. In 2022 we met Samsung Galaxy S22 which clearly shows how much progress Samsung made in terms of progressing and diversifying its range of products (How Samsung’s Marketing Strategy Transformed Them Into A Global Brand, 2021).
Samsung's most important product strategy is branding. Marking offers advantages to both the consumer and the producer. From the consumer's perspective, marking facilitates product recognition, develops trust and security, provides a guarantee of product quality and functionality. The advantages of the manufacturer are: practicing higher prices, facilitating the launch of new products on the market, thanks to the trust that consumers give to Samsung products, generating savings in the field of promotion and, last but not least, procuring additional income from the sale or rental of the rights to brand.
b) Price policy - in terms of price, compared to, for example, Apple, Samsung has a much better price and exceptional quality. Apple is very expensive. There is simply no such thing as a cheap iPhone. There is no question of making a comparison between the prices of Android and Apple phones. Samsung, even if it has some expensive smartphones, they cannot even be compared to the exorbitant prices from Apple. Android phones make up around 85% of phones on the planet, and that's because they're cheaper – making them the first choice in most countries around the world. In the US, the average selling price of an iPhone reached $692 in 2020, a colossal amount regardless of which manufacturer we are talking about. In the case of Samsung, the average selling price of a smartphone reached $227 during the same period. The difference being more than 3 times between the two manufacturers competing worldwide. The reason behind this discrepancy is because Samsung emphasizes quantity instead of quality, so it sells a lot of smartphones at very low prices, even under $200. Because of this, most of Samsung's sales are made with their cheap smartphones and not with premium ones, as is the case with Apple (Helmold, M. 2022).
It is interesting to remark that until quite recently, Samsung has focused more on the segment of consumers with above-average incomes. Now the company wants to conquer the $50-$100 market in developing countries. To achieve this, the company uses several promotional techniques: sales with premiums, game techniques (contests, lotteries), price reductions, etc. (Kotler, P. 2017).
c) Place/distribution policy – the place of distribution as a variable of the marketing mix comprises those activities of the company through which the product is made available to the intended consumers. The distribution has two components: 1) commercial distribution which consists of sale-purchase operations and the transfer of ownership of traded goods and 2) physical distribution which represents the proper, physical way in which the goods arrive from the point of production to the point of use.

Samsung company places its products through different distribution channels to reach the end user more easily. One of the distribution strategies used by Samsung is that of exclusive distribution. The company offers the right to market its products to a limited number of distributors.
d) Promotion policy - in terms of promotion, Samsung will always be fresh in the minds of consumers. Event sponsorships are a good alternative for increasing brand awareness, being in the centre of attention through event media coverage, TV commercials, posters, billboards placed in heavily trafficked areas. Once again, they prove a well-thought-out and constructed strategy. In principle, the marketing strategy of the Samsung company is very much oriented towards consumers, towards novelties, towards the organization of new events that place the company in the centre of consumers' attention. Samsung is the company with the highest costs for advertisements and promotions in the world, far surpassing its competitors. According to a study carried out by those from AdAge, in 2017 Samsung spent 11.2 billion dollars globally on advertisements and other promotions for sales (Kotler, P. 2017).
It should also be mentioned that Samsung is a well-known brand that everyone has heard of. This brand itself is promotion strategy. When you say Samsung you mean quality, innovation, creativity, and technology. People tend to have more trust in an internationally renowned company than in a small firm that has not yet established itself in the market. Samsung generally promotes its products through mass media, TV, radio, internet. The purpose of the promotion is to make customers aware of the company's products, to form favourable attitudes towards the ideas and products created by Samsung.
SWOT Analysis of Samsung as a global actor
The following is the SWOT analysis of Samsung:
STREGHTS:
· The quality of the products

· Varied range of products

· Qualified staff
· Research and Development

· Ecologically Friendly Innovations
· Advanced technology

· Well organized management

· Large capital
· Strong presence on the Asian markets

· Samsung overtook Intel as the largest chip seller
· Diversified Portfolio
· Strong global presence

WEAKNESSES:
· Heavily dependent on the American Markets
· Difficulty in using the products by certain categories of customers or by certain countries due to modest technological progress
· Product Failures
· Vulnerability to competitors

· Huge spendings on research and development

· Focusing on several product categories

OPPORTUNITIES:

· Increasing interest in cutting edge technology

· Increasing purchasing power

· Diversification and Acquisitions

· Increasing need for real-time communication

· Maintaining good relations with other countries

· The possibility of opening new stores

· Introduction of Innovative Products

· 5G Technology

THREATS:
· Political and economic instability

· Increased Competition

· Legal and Regulatory Threats

· The rapid advancement of new technologies

· The appearance on the market of similar products with a better quality/price ratio

· Lack of suppliers of raw materials and materials for the creation of the latest technologies

· Fierce competition in the IT field

· Rise of Counterfeiting

· Dissatisfied Phone Users

· Impending Court Cases

Through the SWOT analysis of Samsung, it is clear that the company is still a global leader in smartphone brands. It has always sustained sufficient revenue and profits as it progresses into the future (Chang, V., Zhang, W. & Xiong, C. 2022).
The primary challenge it has to face is cutting back on its overreliance on the American markets and explore the potential to operate in other markets. It needs to focus mainly on the Asian continent that is developing at an exceeding rate (Helmold, M. 2022).
Its limited customer base in the US is not reliable enough and may lead to limited revenue and profits. That can become a persistent issue for the company. They need to expand internationally and incorporate a new consumer demographic to thrive.
Conclusions 

The revamped competitive strategy and marketing programs that Samsung designed and implemented have been a huge success. The global value of Samsung’s brand increased by more than 200% from 2003 to 2008, and it took over Sony as the most valuable consumer-electronics brand (Helmold, M. 2022).
As a result, the unit sales grew to $119 billion by 2009, and with the advent of the Samsung Galaxy, revenue has grown into a staggering $218 billion as of 2018. According to the reports on its website, Samsung achieved $400 billion in sales while placing Samsung Electronics’ overall brand value among the global top 5 by the end of 2020 (Samsung Financial Statements, 2020). Additionally, it seems they continue to lean into their strengths, as Samsung continues its commitment to furthering innovations in technology and products. For instance, the release of the Galaxy Z Flip and the Galaxy Fold are two of the latest examples of leading innovation coming out of Samsung.
In conclusion, globalisation has had a significant influence on the growth and performance of Samsung Electronics. However, other electronics giants such as Sony and LG are also keeping up with technological shifts and globalisation pace. This situation is reducing the competition gap, especially in the mobile phone market. The consumer electronics market has become saturated. It is diversifying in a reasonably swift pace, owing to the sudden emergence of new technologies in the electronics industry. Consequently, there is an emerging need for Samsung Electronics to fasten its product development to redefine its business in terms of innovation.
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