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Abstract
This research emphasises on analysing the strategic innovation in product development and brand building of Samsung mobile phones in the UK market. This research has applied secondary data collection process with the aid of PRISMA framework to select the necessary articles for the systematic literature review. With reference to fifty scholarly articles, the study examines Samsung’s evolution from a fast follower to an innovation champion, especially in the context of 5G. Analysis of the literature shows that Samsung’s strategic innovation has had a profound influence on the firm’s product differentiation and brand power through the use of new technologies, multiple-level competitive strategies and a transition to open innovation. The study reveals the following gaps in strategic innovation which includes risks related to the use of closed innovation; issues connected with the supply chain sustainability; and high costs of developing proprietary technologies. The research findings indicate that strategic innovation has been vital in Samsung’s market leadership and brand image in the UK; however, the firm faces recurring issues that it needs to overcome to sustain its competitive edge. Recommendations include the use of both open and closed innovation strategies, investing in sustainability, and creating a culture of innovation.
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[bookmark: _Toc170994592][bookmark: _Toc171680487]Chapter 1: Introduction
[bookmark: _Toc170994593][bookmark: _Toc171680488]1.1 Background
Product innovation is a strategic process that can involve proper planning to ensure its success. On the other hand, creating a product innovation strategy, constructing a comprehensive product development, testing and launching plan and consistently prioritising the identification of client needs will assist the organisation in producing a successful approach (Campbell, 2024). Based on the perceived data, it is transparent that companies undertake various responsibilities and strategic actions before making a product development or a product innovation strategy. In order to provide accurate information about the made statement with profound research findings, the following paper selects Samsung as a case study company. Samsung UK is a leading electronic service provider that operates featured smartphones, tabs and other devices to consumers in the operating market.
1.2 Problem Statement 
Samsung is greatly committed to complying with local laws and regulations while manufacturing advanced products to meet the changing needs of customers in the operating work environment (Samsung, 2024a). It is transparent from the perceived statement that Samsung is extremely concerned with maintaining rules, laws and other ethical principles while serving with utmost benevolence to retain loyal customers. Different kinds of electronic products and technology-driven solutions make customers loyal to Samsung and to keep them engaged constantly, the brand delves into the concept of strategic innovation in developing products and creating brand-building practices. For example, Samsung continuously develops and expands strategic products through exceptional technology and innovative design in flat-panel TVs and monitors (Samsung, 2024b). Apart from that, digital appliances, health and medical equipment, and all kinds of visual displays are also manufactured and processed through the integration of innovation in technology and product development. 
On the grounds of developing those innovation-driven concepts in product development and brand-building procedures, Samsung has delivered excellent quality products to UK consumers. As a result, the brand's revenue collection accelerates rapidly. For example, Laricchia (2024) recently reported that Samsung increased greater revenue by $258.94 billion in South Korea and 194.23 billion in other parts of the globe as in Figure 1.1. That is how the brand advances popularity and creates brand-building practices for remaining strong and competitive in the job market of the electric industry of the UK.
[image: ]
Figure 1.1: Samsung Electronics’ Global Revenue
(Source: Laricchia, 2024) 
[bookmark: _Toc170994594][bookmark: _Toc171680489]1.2 Research Aim
The study aims to evaluate strategic innovation in product development and brand building in mobile phones, specifically Samsung UK. 
[bookmark: _Toc170994595][bookmark: _Toc171680490]1.3 Research Objectives
· To explore the concept of strategic innovation in terms of product development and brand building
· To investigate the impact of strategic innovation of Samsung Mobile Phones on their product development within the UK
· To examine the effectiveness of strategic innovation of Samsung Mobile Phones in building a strong brand in the UK
· To analyse the challenges that Samsung could face while exploring strategic innovation on their mobile phones within the UK
· To recommend ways that Samsung can adopt for product development and brand building in the UK
[bookmark: _Toc170994596][bookmark: _Toc171680491]1.4 Research Questions
1. What is the influence of strategic innovation of Samsung Mobile Phones in enhancing product development within the UK?
2. What is the overall effectiveness of strategic innovation for Samsung Mobile Phones in developing a strong brand in the UK market?
3. What are the issues Samsung faces while exploring strategic innovation on their mobile phones within the UK?
[bookmark: _Toc170994597][bookmark: _Toc171680492]1.5 Significance
Strategic innovation in product development and brand building at Samsung has a major impact on the firm and the industry. Samsung's innovation strategy drives its success and sets a standard for the smartphone industry. Initially, Samsung's product development strategy has changed consumer expectations (Haizar et al., 2020). Samsung has set the benchmark for mobile device technology by constantly releasing new smartphones with new features to meet consumer needs. This strategy attracts tech-savvy consumers, generates market demand, and inspires competitors to innovate. Secondly, Samsung's brand-building initiatives have helped it stay on top. Samsung is recognised for innovation, excellence and reliability due to actual labeling. This branding plan increases consumer faithfulness and permits Samsung to be responsible for premium prices, growing revenue and success. Samsung's example also highlights how major international firms handle novelty (Madani et al., 2019). It highlights the need for a structured novelty framework like Samsung's New Concept Development (NCD) method in encouraging continuing development and market version. On the other hand, understanding these outlines can help other organisations recover their innovation and become competitive in dynamic marketplaces.
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Figure 1.2: Worldwide Top 5 Smartphone Company
(Source: Counterpointresearch, 2024)
Samsung's usage of 5G shows the strategic vision and agility needed to benefit from on marketplace progressions. Samsung is considered one of the fastest growing brands compared to Apple, Xiaomi, OPPO, Vivo and others as can be seen in Figure 1.2(Counterpointresearch, 2024). By investing in and participating in 5G skills in its product selection, Samsung encounters market requirements and leads the mobile statement's future. Finally, academics, industry physicians and politicians must study Samsung's strategic novelty in product development and brand construction. This comprehensive case study demonstrates how a company may maintain management in a fast-changing marketplace through innovation. 
This study inspects Samsung's approaches, difficulties and achievements to guide strategic policy-making and drive innovation over businesses. Strategic innovation in product growth and brand building at Samsung is vital to making the mobile phone industry's modest landscape. Samsung's global leadership in innovation forms marketplace trends and founds skill standards (‌Abraham et al., 2020). This study can show how innovation creates market leadership and competitive advantage by evaluating Samsung's “Fast Follower” strategy and its position relative to Apple. With 5G technology, understanding Samsung's strengths and innovation gaps is critical for anticipating its market domination and potential to alter industry standards. This study shows how strategic innovation affects product evolution and brand perception in mobile technology.
[bookmark: _Toc170994598][bookmark: _Toc171680493]1.6 Rationale
The rationale of this research is that the UK mobile phone market has a significant strategic growth in the past few decades and contributes to economic growth and strategic innovation. The brand-building attributes enable to create of a positive spectrum of mobile phone upgradation day-by-day, mostly in this 21st century. A study estimated that the UK mobile phones market is going to be projected to grow to USD 26.68 million in 2027 which ensures a market forecast rate of 3.2% (as shown I below figure 1.3) (Researchandmarlets, 2024). However, the economic growth projection indicates the level of strategic innovation and brand-building exposure, which creates an avenue for market stability of the mobile phone industry across the UK. Nowadays, Samsung is one of the top-leading mobile manufacturers with continuous focus on strategic innovation which highlighted the concern to research on this aspect to explore new insights. The foremost concerns of mobile manufacturers are product development and brand performance maintenance (Gurovaet al. 2020), which triggers the view toward exploiting the recent approaches and the type of products Samsung has launched. Therefore, strategic innovation in product development is the key to unlocking brand-building attitudes in the growing competitive markets, including regional, national and international marketplaces.
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Figure 1.3: Mobile phone market growth 
(Source: Researchandmarkets, 2024)
[bookmark: _Toc170994599][bookmark: _Toc171680494]1.7 Brief Research Methodology
This research has been developed applying qualitative research methodology considering systematic literature review (SLR). For this, valid resources corresponding to the research topic have been selected following the basic guidelines of keywords and database search with regard to inclusion and exclusion criteria. In the words of Mohamed Shaffril et al. (2021) systematic literature review is effective in acquiring wider study selection followed in a systematic manner. On the other hand, this study has accomplished a secondary data collection approach with respect to the convenience of qualitative research development. Additionally, thematic analysis has been conducted to analyse collected information more precisely with respect to theoretical understanding.
[bookmark: _Toc170994600][bookmark: _Toc171680495]1.8 Structure of the rest of the report
This dissertation is broken up into five chapters (Randolph, 2019). In the first section, there is an introduction that discusses the research purpose, objectives, and rationale of the study. Critical discourse is encouraged by the incorporation of the opinions offered by modern scholars who are currently studying the same problem in Chapter 2. In addition to this, the shortcomings encountered in earlier studies have also been acknowledged. The research methodology and processes that were utilised in order to collect data for the study are the primary topics of discussion in Chapter 3. In order to address the objectives of the study, Chapter 4 analyses and evaluates the data (Paltridge and Starfield, 2019). In this chapter, themes have been identified for further discussion and consideration. In the fifth chapter, the emphasis is placed on drawing conclusions and offering ideas. In addition, the chapter discusses the potential uses of research in the future and draws attention to the key limitations that were faced.


[bookmark: _Toc171680496]Chapter 2: Literature Review
[bookmark: _Toc170991688][bookmark: _Toc171680497]2.1 Introduction
In today's dynamic market, mobile phone firms like Samsung UK attempt to revolutionise product development and brand creation through strategic innovation. This study examines Samsung UK's complex relationship between strategic innovation, product development, and brand building. Strategic innovation involves using new ideas, methods and technologies to gain market share. Strategic innovation theories and frameworks help Samsung UK navigate the complicated world of technology and consumer preferences, maintaining relevance and success in a competitive field. A literature review is based on considering the views of contemporary researchers in the same field and developing a critical discussion based on that. Thus, this chapter focuses on a discussion based on the improvement of product performance, functionality, brand equity and market placement. The next section will provide the theoretical model used followed by various literature sources and ending with gap analysis. 
[bookmark: _Toc170991689][bookmark: _Toc171680498]2.2 The Concept of Strategic Innovation
Farida and Setiawan, (2022), focus on innovative business strategies and their competitive advantages and they gather data through a survey of 150 SMEs. In their opinion, it is important for any organization that wants to sustain a competitive advantage in recent dynamic environment of market. On the other hand, Anjani and Warsito, (2023), discuss the driving success factors of mobile phones like Samsung through qualitative research methods. They found the concept of strategic innovation in the mobile phone industry includes several factors that determine the company’s success. Singh, (2021), focuses on recent mostly used closed and open software for AI assistants through various qualitative resources. The research found that all the mobile brands used AI assistants under various names, Apple used Siri, Samsung used Bixby and Amazon's newly launched Alexa to improve consumer experiences. 
According to Yang et al. (2021), discussed about supply chain process to improve consumer-oriented performance and they concluded with the help of a survey method. They found Innovation strategy in the mobile phone industry entails the concept of customer-oriented design. It is crucial to know and predict customers’ wants and requirements to create products that would be appealing to them. On the other hand, Brown et al. (2021), focused on the significance of the process collaboration model for circular innovation and they interviewed for this research. The below figure 2.1 has demonstrated the significance of collaboration for innovation and the dimension of strategic innovation is mainly based on collaboration and partnership. 
[image: ]
Figure 2.1: Collaborative Architecture
(Source: Brown et al. 2021)
As opined by Haizar et al. (2020), innovation became the main cause of organisational success and a systematic process of literature review helped to reach the actual conclusion of this research. They focused on 5 smartphone organisations Samsung, Apple, Oppo, Huawei and others. They found Samsung benefits from external sources by partnering with other technology firms, research institutions, and other start-ups. Thus, it is essential to focus on the interrelationship that exists between strategic innovation and brand building in case of mobile phone industry. 
[bookmark: _Toc170991690][bookmark: _Toc171680499]2.3 Interrelationship of Strategic Innovation and Brand Building in the Mobile Phone Industry
Brand building and strategic innovation are two concepts that are quite relevant in the mobile phone industry as they define the competition and the consumer perception. Babu et al. (2020), have postulated that value co-creation through social innovation will increase brand equity in the telecommunication sector. Their study employed a qualitative method to understand the process of telecom and financial service providers’ alliances in Bangladesh and found that strategic partnership improves innovation and brand image. However, Lin et al. (2021), posit that green innovation strategies mainly affect brand value by improving marketing skills and R&D intensity. The present quantitative study on global technology firms established that green innovation enhances brand image but entails significant investment and may result in greenwashing charges that negatively affect the brand. Haizar et al. (2020), concentrated only on Samsung and through a case study, the authors explained that technological advancement is necessary for maintaining brand dominance. They discovered that although the organisation spends huge on the process of research, the brand also must fit the market and be accepted by the consumers.
In the mobile technology domain, marketing innovation is a important factor in the process of brand creation. Purchase and Volery (2020), performed a systematic review that showed that the use of innovative marketing communication activities like digital marketing and influencer marketing is crucial for brand distinctiveness. The below image shows the advantages of innovation for an organisation. 
On the other hand, Zhang et al. (2020), used survey data to show that emotional brand relationships like brand love and loyalty are fundamental for brand development. Their research showed that these emotional factors are more dominant in consumer electronics where the differentiation between the products is not very significant. In their research, Alzoubi et al. (2022), analysed the effect of BLE technology on marketing approaches; the authors concluded that openness in technology enhances the satisfaction and loyalty of customers. Their quantitative research stressed that although technology can improve the marketing impact, it must be updated periodically.
The global context of brand building shows that different strategies are used in different markets. Steenkamp, (2020), discussed global brand management and pointed out that digitalization is the key to brand building. This paper, which is a qualitative study, showed that firms such as Samsung must consider the regional markets to maintain a unified branding image in the global market. Farida and Setiawan (2022), have argued on the contrary that competitive advantages based on innovation are more important in emerging markets. Gyemang and Emeagwali (2020) focused on case studies of Asian tech companies through a cross-sectional approach, realized that innovation performance affects brand strength in these regions. 
Ovuakporie et al. (2021) focused on a quantitative study to understand the moderating effect of innovation practices; the authors concluded that strategic reconfigurations are more effective for long-term brand development. Mao et al. (2020), conducted a study where Apple and Huawei were used as the brands of interest, and the study aimed to examine the inspiration behind of brand image, identity, and personality on the purchase intentions of consumers. Their study showed that although Apple’s brand personality and a well-developed brand image are the main factors that inspire the choice in favour of a brand, Huawei’s technological novelties appeal to a different audience interested in new technologies. Obi et al. (2022), discussed that, as a comprehensive approach to innovation management that help to boosts the overall brand performance. As per their findings, they create contradictory statement that create a positive interaction between product, process, and marketing innovations.
In the case of the smart feature phone revolution, James (2020) employed qualitative research to explain how strategic innovation and brand building can be integrated. He discovered that such firms as Nokia have been able to enter the market through the application of cheap technology in increasing brand visibility. Likewise, in a study that aimed at examining the market positioning strategies using a mixed-method approach, Adıgüzel (2020), found out that sustainability in innovation increases brand value. For example, Samsung’s environmentally friendly product lines not only enhanced their technological position but also strengthened their brand position as environmentally friendly technological company. On the other hand, Yun and Zhao (2020), were more specific on open innovation mechanisms, employing quantitative methods to demonstrate how companies such as Huawei have relied on collaborative approaches to enhance the brand image through innovation driven by technology.
Roggeveen et al. (2021) investigated consumer-brand relationships via innovative merchandising approaches and found that Apple and similar firms build meaningful relationships by providing consumers with unique and high-quality goods. In the systematic review of digital innovation by Mariani and Nambisan (2021), it was revealed that companies such as OnePlus use online review platforms to improve customer interaction and brand identity. Yang and Gu (2021) mentioned that they had provided a review of technological and national strategies in Industry 4. 0, strategic innovation in brands like Sony has led to better positioning in the market through integrating new technologies hence sustaining a competitive advantage in the UK market.
[bookmark: _Toc170991691][bookmark: _Toc171680500]2.4 Influence of Strategic Innovation in Product Development in the mobile phone industry
Strategic innovation is a critical factor in product development especially in the mobile phone sector that is symbolised by rapid changes. Ferreras-Méndez et al. (2021) further note that entrepreneurial orientation positively impacts development of new product performance in SMEs via business model innovation. The methodology of this research was quantitative and the results showed that firms with innovative business models had higher NPD success rates. On the other hand, Marion and Fixson (2021), posit that digital tools are disrupting the innovation process, particularly stressing the changes in work practices. From their qualitative study, they found out that digitalization improves new product development speed, but it demands significant capital in technology and personnel development. In contrast, Awan et al. (2021), have a different view, emphasizing green product innovation, as they believe that environmental investments are necessary for sustainable innovation. This study adopted both quantitative and qualitative research and established that green innovation can be used to distinguish products. 
Innovation is a main process that is being inspired by digital transformation in the mobile phone industry. Gaglio et al. (2022), provided a firm-level study in South Africa to show that digital transformation has a positively impacted on innovation and productivity in micro and small enterprises. In their quantitative research, they pointed out that digital tools integrate processes and encourage innovation, but the positive impact is not the same for all companies. The below image demonstrates the significance of the “Crepon-Duguet-Mairesse” framework in improving digital communication technologies
On the other hand, Del Giudice et al. (2021), state that the transformation through digital process of SMEs, especially with self-tuning models, can result in major developments in smart manufacturing. The findings of this qualitative study are that such innovations enhance flexibility and productivity but entail a high degree of computer literacy. In their study about IoT innovations, Ceipek et al. (2021), concluded that family-managed firms and firms with technological diversification are the ones that benefit most from the exploratory innovations. This research study also shows that IoT can improve product development.
In the case of strategic innovation, the integration of exploratory and exploitative perspectives is a common approach in product development. Appio et al. (2021), conducted a review on digital transformation and innovation management. This systematic literature review indicates that firms such as Samsung require the development of incremental and radical innovations. According to Olaleye et al. (2020), strategic thinking alongside absorptive capabilities acted as the moderator between innovation performance and strategic innovation. The empirical analysis of the paper revealed that firms with high absorptive capacity can integrate external knowledge more effectively. On the other hand, Vermesan et al. (2022), argue that strategic research as well as innovation agenda, especially in the IoT domain, leads to product development. Based on this qualitative research, it is argued that strategic initiatives facilitate the linking of innovation activities to market requirements.
The fact that the mobile phone industry is a competitive one also supports the need for strategic innovation. Müller et al. (2021), contrast SMEs and large enterprises and note that innovation strategy is the most influential factor for the 4.0 business process. From their quantitative study, they found out that large enterprises gain more from systematic innovation processes while SMEs are more suited for dynamic processes. Dahal et al. (2023), explore customer’s perception of non-financial factors measures in the telecommunication industry. The method employed in this study was a survey and it was argued that strategic innovation has a directly influence on brand image and market performance. In a study conducted by Chege et al. (2020), the authors establish that IT innovation improves the level of performance of Kenyan sectors in terms of operational effectiveness and competitive advantage. Their empirical study showed that although IT innovation is helpful; it must be updated frequently and is capital-intensive.
Jess, (2018), in his report on new product development, pointed out how strategic innovation helps companies such as Samsung to sustain their competitiveness by constantly enhancing their products’ characteristics and performance. Apple and Samsung were both among the top ten most innovative companies in the world, but innovation came a lot more cheaply for Samsung—whose group revenues were significantly smaller than Apple's. Subtract R&D spending that made up 7.6% of Samsung's revenues in 2017. For Apple, that ratio was 4.7%. In contrast, Shi et al. (2021), employed qualitative research to examine the platform development and identified that the strategic innovation in the companies like Huawei makes it possible to design the heterogeneous and elastic platforms. This flexibility is crucial for the adoption of new technologies and catering to different customers in the British market. Likewise, Lanzolla et al. (2021), also carried out a study on digital transformation in innovation and supported the argument by showing that through the strategic innovation, brands like Sony improve their search and recombination processes. This capability enables them to quickly introduce new products to the market, thus maintaining their market significance and competitiveness.
[bookmark: _Toc170991692][bookmark: _Toc171680501]2.5 Challenges in Implementing Strategic Innovation in the Mobile Phone Industry
The strategic innovation in the mobile phone-based industry is accompanied by numerous challenges, especially when it comes to the IoT and Industry 5.0. According to Aslam et al. (2020), the below provided AIM framework demonstrated that the integration of IoT technologies into business models is challenging as in Figure 2.4. Based on their quantitative study, they found that although IoT can improve operational performance. 
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Figure 2.4: Absolute Innovation Management (AIM) Framework
(Source: Aslam et al. 2020)
On the contrary, Bajic et al. (2020), have examined Industry 4.0, through various articles, Implementation challenges were reported from the managerial perspective but the main threats include resistance to change and a lack of skilled workforce. Chirumalla, (2021), builds upon this by introducing the dynamic capabilities for digital-enabling process innovation. This qualitative study shows that even though digital transformation is crucial to sustaining competitiveness.
Supply chain sustainability is another major challenge that strategic innovation encounters in its operation. According to Gupta et al. (2020), some of the barriers include; Cost, Technology and Regulation. Through survey research, they concluded that these barriers require integrated approaches for their mitigation through such measures as the adoption of green technologies and stakeholder engagement. On the other hand, Alzoubi et al. (2022), examine the use of Bluetooth Low Energy (BLE) technology for improving marketing approaches and customer engagement via open innovation. According to their quantitative research, they find that BLE can enhance customer satisfaction.  In their work, Banafaa et al. (2023), discuss the prospects of mobile communication with 6G technology, pointing out that the requirements for it and investments in it are high. The authors of their mixed-methods study pointed out that while 6G offers data speed and connectivity that has never been seen before.
Digital transformation has relative advantages and risks in the context of strategic innovation. Brunetti et al. (2020), highlight the approach to digital transformation based on multi-stakeholder and state that collaboration and stakeholder alignment are the key success factors. In their qualitative study, they established that although there are benefits in the use of the approach, reaching consensus across stakeholders can be a slow process. In the paper by Mourtzis et al. (2022), the authors give a systematic literature review of the improvement from Industry 4.0 to 5.0, explaining the socio-technical issues. According to their findings, they postulate that although Society 5.0 the idea of innovation for a better future and focusing on people while bringing technology to society is a very challenging task that needs lots of planning and cooperation. Furstenau et al. (2020), associate sustainability with Industry 4.0, which indicates that even though Industry 4.0 technologies can improve sustainability. In their quantitative research, they found out that the integration of economic, environmental, and social goals is important but challenging.
Albasoos and Al Musallami (2020), also conducted a case study on Apple and Samsung’s patents and copyrights dispute. They also discovered that legal issues can slow the advancement of strategic innovation since most of the fights between these two companies are legal in nature and consume a lot of time and resources that could have been used in the advancement of innovation. On the other hand, Alam (2021), synthesised the qualitative studies on the strategic consequences of COVID-19 on the global smartphone industry. The findings of the research showed that such firms as Huawei experienced supply chain changes and evolving customer preferences that impacted the organisation’s capacity to execute new ideas. As pointed out by Ali et al. (2023), who conducted an empirical study on smartphone battery drain out, technology limitations are also some of the challenges. They also state that enhancing new features like video calling in applications like Zoom, can result in higher battery drainage which is a problem that companies like Sony and Nokia must solve to preserve the satisfaction of their users while introducing new features.
[bookmark: _77ervtq4ya3][bookmark: _Toc170991693][bookmark: _Toc171680502]2.6 Strategic adoption of innovation in product development in the mobile industry
Innovation management in the mobile industry is essential to sustaining competitive advantage and to respond to customers’ needs. In a study by Shahzad et al. (2022), the authors stress the need to implement green innovation technologies to enhance sustainable development in the manufacturing industry. In their quantitative work, they establish that organizations implementing green technologies improve their environmental status. On the other hand, Landoni et al. (2020), focus on innovation of business model in the cultural as well as creative sectors through the analysis of leading mobile gaming firms. They say that their studies show that new business models can indeed spur growth, but this can be a problem, as it usually means significant changes in the organizational structures and processes. Pitari et al. (2021), surveyed consumers on the adoption of NFC-based mobile payments, where it was found that consumers’ resistance and intention to use new technologies depend on the perceived risks and benefits. This study thus establishes that while technological innovations bring convenience, the issue of consumer resistance is a key consideration.
The use of digital payment systems in the mobile industry is a good example of the strategic use of innovation. Migliore et al. (2022), use the UTAUT2 model integrated with innovation resistance theory to investigate MP adoption in China and Italy. Their empirical study based on both quantitative and qualitative research indicates that technological factors enable the adoption of technology but cultural and social factors determine the acceptance of technology. In the same vein, Moghavvemi et al. (2021), explore the antecedents and challenges of mobile payment from the Malaysian merchants’ view. In this quantitative research, it was discovered that security issues and the absence of structures are major challenges even though there are gains to be made from enhanced transaction volume. On the other hand, Ullah et al. (2021), discuss the digitalization and innovation challenges in Australian smart real estate and are centred on the managerial viewpoint. According to their qualitative findings, the major barriers to the implementation of new technologies include resistance to change and high implementation costs.
In the context of mobile commerce, the adoption of strategic innovations is a function of cognitive and process of decision-making. Andronie et al. (2021), examine the decision-making and cognitive algorithmic processes. In their study, they use both qualitative and quantitative research and they establish that cognitive bias and decision-making heuristics influence the adoption process. This means that, through an understanding of these cognitive factors, one is better placed to create more viable messages for adoption.Lee and Gereffi, (2021), consider issues of innovation, upgrading, and governance. Inn their qualitative work, they elucidate that the strategic innovation adoption in product development is a multi-sectoral and multi-regional process, which makes it challenging. Al-Qudah et al. (2024) use the quantitative research design to establish the influence of pandemic breakout on mobile payment usage. Their research findings revealed that in many ways, the pandemic increased mobile payments. Similarly, Strauss and Yang, (2020), building dynamic capability through acquisitions, the authors specified that strategic acquisitions and brands like Samsung Galaxy or Google Pixel were oriented to support Wireless Networks services. Still, it strengthens their innovation capacity, letting them evolve and create superior goods for the UK market.
[bookmark: _Toc170991694][bookmark: _Toc171680503]2.7 Theories and Frameworks of Strategic Innovation
Strategic innovation means applying relevant frameworks and theories to come up with major improvements on products and services. According to Palmié et al. (2020), the process taken in developing financial technology ecosystems basically holds to theories of disruptive innovation. As a qualitative study, their work shows that disruptive innovations realign ecosystems by building new value chains and replacing incumbent technologies. Pel et al. (2020) defined transformative social innovation or TSI as a process that is grounded in the relational perspectives of stakeholders. The research employed a qualitative approach to assess 12 propositions, and established that social innovation needs strong stakeholder relations and relational processes (Pel et al., 2020). The below image Figure 2.5 demonstrates that whole function. 
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Figure 2.5: Four sets of relations in TSI processes
(Source: Pel et al. 2020)
On the other hand, Lüdeke-Freund, (2020), has presented an integrative framework of sustainable entrepreneurship, stressing that environmental sustainability should be integrated into business models. As quantitative research, this paper reveals how sustainability innovation is always a battle against short-term profit orientation, which is an crucial conflict in strategic improvement. In Mariani et al. (2023), the authors concentrate on AI in innovation studies and conduct a systematic review to claim that AI innovations can challenge traditional industries but have ethical and implementation concerns. 
There is a lot of literature on the application of dynamic capabilities in strategic innovation. Teece, (2020), links innovation with the concept of dynamic capabilities, stating that resources must be dynamically configured to sustain competitive advantage. This paper’s qualitative assessment shows that firms such as Samsung are capable of implementing open innovation by engaging external partners, which improves their adaptive advantage. On the other hand, Bacq and Aguilera (2022), talk about stakeholder governance for RI and focus on the creation of value and distribution of value to the stakeholders. In their empirical analysis, they discovered that failure to consider stakeholders’ interests may result in innovation failure, which is a governance issue. Fuertes et al. (2020), provide a descriptive literature review on strategic management and, as the authors have pointed out, strategic frameworks are normally problematic in terms of implementation because of organizational routines. These two views show that although dynamic capabilities and stakeholder engagement are important for strategic innovation, the actual application is the biggest challenge.
The mobile phone industry is a suitable context for discussing digital innovation frameworks in the global environment. Yawson, (2021), the author presents the ecological system of innovation which is an architectural model connecting science and innovation policies. This theoretical approach also highlights the fact that innovation ecosystems are not straightforward and require a holistic policy intervention. Ramdani et al. (2022), concentrate on digital improvement in SMEs and provide a systematic process-based literature review that shows how digital tools can enhance business processes. Nilsen (2020), gives a meta-synthesis of implementation theories, where the author underlines that the implementation of an innovation is a combination of theory and practice.
[bookmark: _Toc170991695][bookmark: _Toc171680504]2.8 Gap analysis
While studying strategic innovation in product development and brand building in the mobile phone market, particularly through Samsung UK, various gaps and opportunities for future research and strategic focus arise. Strategic innovation is well-documented, but its use in the mobile phone sector, particularly Samsung UK, is not. Research on strategic innovation rarely examines industry-specific tactics used by prominent businesses such as Samsung. Strategic innovation frameworks and theories focus on broad business contexts, not mobile phone industry specifics (Hacklinet al., 2018). The literature does not connect disruptive innovation theory or open innovation frameworks with data from Samsung UK's activities to provide industry practitioners with actionable insights. Strategic innovation and brand building in the mobile phone business, particularly Samsung UK, should be studied more. 
Study shows that strategic innovation improves brand equity. However, Samsung UK's initiatives need an empirical study to quantify their effects on brand perception and market positioning. Strategic innovation problems at Samsung UK are understudied. Resource restrictions and organisational resistance are well-documented but mobile phone industry-specific impediments require extensive examination for effective strategy creation (Walterbos, 2018). The literature on Samsung UK's product development cycle innovation techniques needs to be improved. Research generally ignores Samsung's R&D, design and technical innovations, which provide it a competitive edge and market supremacy. Strategic innovation and product development in general company contexts are well-documented, but the mobile phone market, notably Samsung UK, offers several avenues for additional study (Boccarossa, 2018). On the other hand, addressing these gaps would develop strategic innovation theory and give industry stakeholders real insights to gain a competitive edge in a continuously changing market.
[bookmark: _Toc170991696]

[bookmark: _Toc171680505]2.9 Conceptual Framework
EXPLORING THE STRATEGIC INNOVATION IN PRODUCT DEVELOPMENT AND BRAND BUILDING OF MOBILE PHONES: A CASE STUDY OF SAMSUNG UK
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Figure 2.6: Conceptual framework
(Source: Self-created)
[bookmark: _Toc170991697][bookmark: _Toc171680506]2.10 Summary
It is concluded that this literature study emphasises strategic innovation in the mobile phone market, focusing on Samsung UK. Samsung UK needs strategic innovation, new ideas, methods and technologies to be competitive in a fast-changing industry, according to the report. Strategic innovation in product development improves performance, functionality and brand equity through incremental improvements and breakthrough technology. The literature on industry-specific applications and empirical investigations, particularly Samsung UK's initiatives, is lacking despite its importance. Strategic innovation's effects on brand perception, market positioning and industry-specific issues, including technical obsolescence and supply chain disruptions, can be studied in these gaps. Moreover, addressing these shortcomings improves theoretical frameworks and gives industry practitioners concrete insights to handle complexity and gain lasting competitive advantages in the mobile phone market. Strategic innovation is essential in the development of brands and products in the mobile phone industry of UK to keep companies relevant like Samsung and Huawei. However, these innovations have their problems in implementation like legal issues, supply chain issues, and technological issues which are seen in brands like Apple, Sony, and Nokia.


[bookmark: _Toc171615695][bookmark: _Toc171680507]Chapter 3: Methodology
[bookmark: _d25ijykhv6jd][bookmark: _Toc171615696][bookmark: _Toc171680508]3.1 Introduction
[bookmark: _n0vvhndz38qm]This research employed several instruments and methods to understand the strategy of innovation in the development of Samsung UK’s mobile phones and brand creation. The method used in the research is described in the research methodology section systematically following the research onion framework (Van der Poll and Van der Poll, 2023). This section outlines the research philosophy, the research approach, the research strategy, the selection of the time horizon and the methods and procedures of data collection and data analysis. By so doing, the research attains a broader perspective of the topic under study, thereby affording emphasis on the need to adopt a sound research method in the generation of relevant and authentic results.
[bookmark: _Toc171615697][bookmark: _Toc171680509]3.2 Research onion
Saunders et al. (2012), have presented a research onion that is quite clear, logical, and well-organized to build a methodology for research. Onion has many layers, each of which can be viewed as symbols of stages of the research process as in Figure 3.2 below.

Figure 3.2: Research Onion
(Source: Developed based on Saunder’s research onion model 2009)
Outer layers refer to the philosophy, approach, and strategy; inner layers refer to choices at the research level, time horizons, and data collection techniques. This framework therefore helped this research to go through each layer systemically to ensure that everything regarding the process of research was highly considered and aligned with the objectives of the study. In using this framework, this research achieved a holistic and systematic approach toward the exploration of strategic innovation at Samsung UK.
[bookmark: _abgjzue0xca0][bookmark: _Toc171615698][bookmark: _Toc171680510]3.3 Philosophy
Research philosophy is a prerequisite of the methodological framework and pertains to the epistemology of the study. There are primarily four major philosophies of research: positivism, interpretivism, pragmatism, and realism (Alharahsheh and Pius, 2020). Positivism merely states that reality exists independently and hence the data observed in a proper manner. It is associated with quantitative methods of research that involve testing hypotheses and undertaking statistical analysis. Realism, like positivism, assumes a real world composed of objective entities (Lawani, 2021). In principle, pragmatism tries to adopt a practical approach, laying much emphasis on the research outcome. The pragmatists are flexible in their methods and often use mixed methods to deal comprehensively with the research questions (Kelly et al. 2020).
For this study, the interpretivism research philosophy was adopted. According to this philosophy, reality is socially constructed and can only be understood from the purification or subjective interpretations by individuals (Junjie and Yingxin, 2022). This philosophy thus coheres with the goals of the research into unearthing fine, context-based aspects relating to strategic innovation within mobile phone development at Samsung UK. Interpretivism helps in underpinning how various stakeholders perceive and experience innovation within an organization.
Other research philosophies were initially considered but were rejected as unsuitable for this study. Positivism and realism, with an emphasis on objective measurement, were discarded because the area of focus was expected to be subjectively experienced and perceived (Borim-de-Souza et al. 2020). Pragmatism was also very useful because it had flexibility; however, it was discarded as this research aimed at deep exploration of the interpretative aspects rather than balancing multiple methods. Therefore, it was only interpretivism that could best be used to direct the study into the complex and socially constructed nature of strategic innovation at Samsung UK.
[bookmark: _6b5lfje06cjc][bookmark: _Toc171615699][bookmark: _Toc171680511]3.4 Research Approach
A research approach comprises a detailed plan and procedure of research. Three kinds of research approaches are inductive, deductive, and abductive (Okoli, 2023). Inductive approach means that theories are created based on observations and observation of a pattern. The deductive approach is applied by testing existing theories with the formulation of hypotheses that are empirically observed (Mizrahi, 2020). The abductive approach contains elements from both inductive and deductive approaches. It starts with an incomplete set of observations and then tries to find the most likely explanation, which would turn out to be the simplest. 
For this study, the inductive approach was selected. Inductive approach is a method of that support theories or that help to generalise from specific observations or data (Naumovska and Zajac, 2022). The approach supports new theories that building from UK mobile industry related data that emerges from different stakeholders. This is quite useful for qualitative research, wherein the aim is to come up with new insights and understandings instead of testing hypotheses.
The deductive approach as well as the abductive approach was deemed unsuitable for this study. One generally links deductive and abductive studies with testing hypotheses that have been developed from existing theories, something that would have fitted less appropriately with the exploratory nature of this research (Casula et al. 2021). Because it was about uncovering new insights into strategic innovation at Samsung UK, not testing predefined hypotheses, inductive provided the needed flexibility to plumb such depth. The current research aimed to explore strategic innovation within Samsung UK in detail and grounding; this would be best served by an inductive process rather than by developing new hypotheses from incomplete observations.
[bookmark: _Toc171615700][bookmark: _Toc171680512]3.5 Research Strategy
A research strategy is strategically used in every research paper for maintaining research etiquette as well as integrative values. There exist three kinds of research strategies such as a qualitative research strategy, a quantitative research strategy and a mixed method strategy. In terms of reviewing the research paper by Yadav (2022), it has been found that a qualitative research strategy is exquisitely a better opportunity to obtain heterogeneous qualified information. From the perceived statement, it is discovered how a qualitative research strategy is grateful to obtain needful data to enhance the credibility and reliability of the research topic. On the other hand, quantitative research strategies are wholly associated to the attainment of statistical and numerical information from various sources of information. However, using a quantitative tool could have consumed huge time for the following paper to get finished within the given time. In order to avoid all kinds of uncertainties, the paper opted for a qualitative research strategy. The PRISMA tool was chosen to help the paper go through the strategy. As mentioned by Page et al. (2021), PRISMA tool is genuinely used to report a systematic literature review. Using the PRISMA tool was proven helpful in the paper to conclude relevant research findings from articles in a consistent and sequence way to maintain every rule and regulation of the qualitative research. 
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Figure 3.5: PRISMA framework
(Source: Self-developed)
The above figure 3.5 demonstrates that the following research paper used five peer-reviewed journal articles in all to interpret the insightful information about the given research topic. From those five selected articles, the paper developed the critical analysis to explore the strategic innovation in product development and brand building of mobile phones. 
[bookmark: _kuj9bgw8h3qd][bookmark: _Toc171615701][bookmark: _Toc171680513]3.6 Inclusion and exclusion criteria
The inclusion and exclusion criteria which helped in this paper to maintain research credibility are identified in the below table. 
	Inclusion criteria
	Exclusion criteria

	Articles that are published in English language 
	Articles that are published in other languages other than English

	Articles that are accessed by public in an easy manner
	Paid version of articles

	Articles published after 2006
	Articles published before 2006


Table 3.1: Inclusion and Exclusion Criteria
(Source: Self-developed)
The above research table 3.1 is carried out in the following study to develop key insights about the research topic and based on the insightful data, the paper achieves objectives in a constructive way. 
[bookmark: _35gvozot7zgb][bookmark: _Toc171615702][bookmark: _Toc171680514]3.7 Data collection methods
Collecting information from credible sources is a highly remarkable strength for a high-quality research paper. In the field of business and management research, data collection methods are mainly available in two categories such as primary and secondary. Primary data collection methods are exhibited with two focus instruments such as surveys and interviews whereas the secondary qualitative data collection strategy is based on the collection of qualified research findings from the past research work data. With a critical tone, Stier et al. (2020) in their research enunciated that there are different ways to link different data types in survey research. The following paper selects ‘systematic literature review’ (SLR) which enables scholars to collect scholarly references to interpret findings in the pursuit of established research objectives. Alvino et al. (2021) in their research paper conducted a systematic literature review to gain optimal information about their research topic. The following paper abided by those criteria and finished the study by collecting credible sources to assess the exploration of the strategic innovation in product development and brand building of mobile phones in Samsung UK. 50 journals were critically investigated in the following qualitative study in order to bring out new ideas and thoughts that could cover relatable research areas to add validity and reliability to the given topic. The chosen data collection methods are justified to that context. 
[bookmark: _903y8wf8uetk][bookmark: _Toc171615703][bookmark: _Toc171680515]3.8 Data analysis methods
After accumulating imperative information, the paper deployed a credible data analysis tool to interpret the findings in a consistent way. Different data analysis techniques such as content technique, statistical technique, graphical representation tool, thematic analysis, SPSS software and other techniques are used in order to analyse the gained research findings. Among all of them, the following paper opted for a thematic data analysis technique. As mentioned by Morgan and Nica (2020), thematic analysis in qualitative research holds huge regard. On the other hand, Christou (2022) determined that thematic analysis technique is used to analyse every qualitative information. The usefulness of the TA technique helped in this paper to explore how strategic innovation in product development and brand building is used to denote how Samsung UK develops brand reputation. 
[bookmark: _j9a5ty6mct7k][bookmark: _Toc171615704][bookmark: _Toc171680516]3.9 Ethical considerations
Several fundamental concepts and procedures are followed to ensure ethical research on strategic innovation in the mobile industry. Research ethics need honesty, respect for participants and data responsibility. In this article, “Data Protection Act 2018” is properly followed. This study follows the Data Protection Act 2018 (DPA 2018) norms to keep all data including secondary and literature data in private (Sureaniet al., 2021). On the other hand, personalized data is anonymized or pseudonymized to avoid identification.
Moreover, the study requires a literature evaluation, thus proper financing is essential for the project. On the other hand, citing sources appropriately prevents plagiarism. This maintains academic honesty and respects another researcher’s IP. In Data Security, articles, reports and academic papers are saved securely. Password-protected systems and databases prevent illegal access and maintain data integrity (Zinkus et al., 2021).  The study depends on secondary data, therefore ethical issues include utilising trustworthy and peer-reviewed sources. Academic integrity is maintained by appropriately representing and analysing data. The study process is transparent, with defined data collection, analysis and interpretation methods. This openness gives credibility to the literature review's findings and conclusions.
While not directly relevant to secondary data, original research includes informed consent ethics. This requires primary research participants to provide informed permission and understand the goal and consequences of their involvement. Academic journal ethical norms are followed while publishing research findings. Disclosure of conflicts of interest, accuracy in reporting and journal-specific ethical norms are required. On the other hand, the project intends to improve academic and industrial knowledge of mobile phone strategic innovation. On the other hand, Ethics also apply to the research’s possible influence on stakeholders, guaranteeing responsible and truthful presentation (Pietilä et al., 2020). Finally, this study on strategic innovation in the mobile phone sector is ethical due to honesty, openness and respect for data privacy and intellectual property. The study seeks to get insights while adhering to academic and professional ethics.
[bookmark: _xf1hebqh9slh][bookmark: _Toc171615705][bookmark: _Toc171680517]3.10 Limitations
The absence of first-hand data is the major limitation of the following paper. Primary quantitative and qualitative data could have added new insightful information and knowledge to the area of the given research topic. However, neither surveys nor interviews were conducted in this paper for which reason the paper lacks any supportive information from first-hand resources. 
[bookmark: _2lx9lsku5ku3][bookmark: _h2fg3newlkhm][bookmark: _Toc171615707][bookmark: _Toc171680518]3.11 Summary
It is concluded that the analysis of Samsung UK's strategic innovation, product development and brand creation yield numerous crucial decisions. Samsung UK's strategic innovation in the mobile phone business entails adapting to new technology and customer demands. Samsung navigates competitive dynamics, improves product performance, functionality and brand equity by incorporating new ideas, processes and technology. The literature emphasises customer-oriented design, strategic alliances, and digital and green technologies to boost brand image and market position. On the other hand, Samsung's future success depends on its ability to mix gradual advances with radical breakthroughs, meeting market needs and promoting sustainability.

[bookmark: _Toc171956560][bookmark: _Toc172191715]Chapter 4: Findings / results, analysis and discussion
[bookmark: _u9ctiwrrrj7x][bookmark: _Toc171956561][bookmark: _Toc172191716]4.1 Introduction
This chapter gives the results of the study and then provides an analysis and discussion of the results. The section presents the synthesis of the data collected, main trends and major findings from five major sources. The next part of the analysis translates these results in the light of the research objectives and then moves to the discussion of the results and their connection with the literature. Last but not least, the discussion section assesses the findings and relates them to prior research, as well as considers possible uses and drawbacks of the study. In this chapter, the study seeks to explain the significance of the findings and the research study’s overall contributions.
[bookmark: _mlozj6y341t0][bookmark: _Toc171956562][bookmark: _Toc172191717]
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4.2 Key findings of SLR
	Sl no
	Author
	Year
	Title
	Key themes

	1
	Haizar et al.
	2020
	The impact of innovation strategy on organizational success.
	The research established that Samsung’s competitive initiatives including new product development and fast follower strategies played a crucial role in the firm’s competitive advantage. 

	2
	Madani et al.
	2014
	Samsung's Innovation Strategy in Smart Phones Market
	The findings from the study revealed that Samsung has successfully employed a "fast follower" strategy in the smartphone market, focusing on sales rather than innovation. 















	3
	Yun et al. 
	2018
	Benefits and costs of closed innovation strategy
	The findings mentioned that Samsung’s closed innovation strategy first brought the smartphone market dominance by accelerated internal R&D and product development. 

	4
	Kim
	2007
	Samsung's competitive innovation and strategic intent for global expansion
	The study by Renee Kim (2007) reflects on Samsung Electronics Company (SEC)’s consistent strategic direction of becoming a world-class company, with a focus on technological leadership and technology innovation. 

	5
	Park
	2015
	Samsung: restructuring, innovation, and global networks
	The study findings revealed that the dynamic restructuring processes are the key to Samsung’s success and involve extensive organizational and managerial changes.

	6
	Abraham, Nair and Mtegha
	 2020
	SAMSUNG INNOVATION AND TECHNOLOGY
	Samsung's global leadership in innovation forms marketplace trends and founds skill standards

	7
	 Adıgüzel
	 2020
	Market and brand positioning and sustainability strategies in international marketing
	Sustainability in innovation increases brand value. For example, Samsung’s environmentally friendly product lines not only enhanced their technological position but also strengthened their brand position as an environmentally friendly technological company

	8
	 Alam
	 2021
	Reviewing the global smartphone industry strategic implication in response to covid-19 situation
	Qualitative studies on the strategic consequences of COVID-19 on the global smartphone industry

	9
	Albasoos and Al Musallami
	 2020
	The conflict between Apple and Samsung over patents and copyrights.
	The legal disputes over patents and copyrights are also evident to prolong legal cases that can waste resources and divert attention from innovation as revealed in the findings.

	10
	Ali, Khan and Pecht
	 2023
	Evaluation of in-service smartphone battery drainage profile for video calling feature in major apps
	Conducted an empirical study on smartphone battery drain out, technology limitations are also some of the challenges

	11
	Al-Qudah, Al-Okaily, Alqudah, and Ghazla
	 2024
	Mobile payment adoption at the time of the COVID-19 pandemic
	Establish the influence of pandemic breakout on mobile payment usage. Their research findings revealed that in many ways, the pandemic increased mobile payments.

	12
	Alvino, Di Vaio, Hassan, and Palladino
	 2021
	Intellectual capital and sustainable development: A systematic literature review.
	Conducted a systematic literature review to gain optimal information about their research topic. The following paper abided by those criteria and finished the study by collecting credible sources to assess the exploration of the strategic innovation in product development and brand building of mobile phones in the Samsung UK.

	13
	Andronie, Lăzăroiu, Ștefănescu, Ionescu, and Cocoșatu
	 2021
	Micromanagement decision-making and cognitive algorithmic processes in the technological adoption of mobile commerce apps
	They use both qualitative and quantitative research and they establish that cognitive bias and decision-making heuristics influence the adoption process

	14
	Appio, Frattini, Petruzzelli, and Neirotti
	 2021
	Digital transformation and innovation management: A synthesis of existing research and an agenda for future studies
	Digital transformation and innovation management. This systematic literature review indicates that firms such as Samsung require the development of incremental and radical innovations.

	15
	Aslam, Aimin, Li, and Ur Rehman, 
	 2020
	Innovation in the era of IoT and industry 5.0: Absolute innovation management (AIM) framework
	Provided AIM framework demonstrated that the integration of IoT technologies into business models is challenging

	16
	Babu, Dey, Rahman, Roy, Alwi, and Kamal
	 2020
	Value co-creation through social innovation: A study of sustainable strategic alliance in telecommunication and financial services sectors in Bangladesh
	Postulated that value co-creation through social innovation will increase brand equity in the telecommunication sector

	17
	Bacq, and Aguilera
	 2022
	Stakeholder governance for responsible innovation: A theory of value creation, appropriation, and distribution
	 talk about stakeholder governance for RI and focus on the creation of value and distribution of value to the stakeholders

	18
	Bajic, Rikalovic, Suzic, and Piuri
	 2020
	Industry 4.0 implementation challenges and opportunities: A managerial perspective
	Examined Industry 4.0, through various articles, Implementation challenges were reported from the managerial perspective but the main threats include resistance to change and a lack of skilled workforce

	19
	Banafaa, Shayea, Din, Azmi, Alashbi, Daradkeh, and Alhammadi
	 2023
	6G mobile communication technology: Requirements, targets, applications, challenges, advantages, and opportunities
	Prospects of mobile communication with 6G technology, pointing out that the requirements for it and investments in it are high

	20
	Borim-de-Souza, Travis, Munck, and Galleli
	 2020
	An objective hermeneutic approach to qualitative validation. Qualitative Research in Organizations and Management
	 Positivism and realism, with an emphasis on objective measurement, were discarded because the area of focus was expected to be subjectively experienced and perceived

	21
	Brown, Von Daniels, Bocken, and Balkenende
	 2021
	A process model for collaboration in circular-oriented innovation
	Focused on the significance of the process collaboration model for circular innovation and they interviewed for this research

	22
	Brunetti, Matt, Bonfanti, De Longhi, Pedrini, and Orzes
	 2020
	Digital transformation challenges: strategies emerging from a multi-stakeholder approach
	Highlight the approach to digital transformation based on multi-stakeholder and state that collaboration and stakeholder alignment are the key success factors

	23
	Camilleri, Troise, Strazzullo, and Bresciani
	 2023
	Creating shared value through open innovation approaches: Opportunities and challenges for corporate sustainability
	Having relationships with other start-ups, universities, and other external sources to feed young thinking into the company’s innovation train

	24
	 Campbell
	 2024
	 Strategic innovation and its importance
	Strategic innovation is important for changes in business 

	25
	Casula, Rangarajan, and Shields
	 2021
	 The potential of working hypotheses for deductive exploratory research.
	 One generally links deductive and abductive studies with testing hypotheses that have been developed from existing theories, something that would have fitted less appropriately with the exploratory nature of this research

	26
	Ceipek, Hautz, De Massis, Matzler, and Ardito
	 2021
	 Digital transformation through exploratory and exploitative internet of things innovations: The impact of family management and technological diversification.
	Family-managed firms and firms with technological diversification are the ones that benefit most from the exploratory innovations

	27
	Chege, Wang, and Suntu 
	 2020
	Impact of information technology innovation on firm performance in Kenya
	IT innovation improves the level of performance of Kenyan sectors in terms of operational effectiveness and competitive advantage

	28
	Christou
	 2022
	How to use thematic analysis in qualitative research
	Thematic analysis technique is used to analyse every qualitative information

	29
	Chygryn, Bilan, and Kwilinski
	 2020
	Stakeholders of green competitiveness: Innovative approaches for creating communicative system
	The barriers of cost, technology, and regulation can be managed with the help of green technologies and stakeholders’ involvement

	30
	Dahal, Ghimire, Rai, and Shahi
	 2023
	Customer’s perspective on non-financial performance metrics of telecommunication companies: The emerging market case
	Customer’s perception of non-financial factors measures in the telecommunication industry

	31
	Farida, and Setiawan
	 2022
	Business strategies and competitive advantage: the role of performance and innovation
	Strategic innovation is essential in emerging markets

	32
	Ferreras-Méndez, Olmos-Penuela, Salas-Vallina, and Alegre
	 2021
	Entrepreneurial orientation and new product development performance in SMEs: The mediating role of business model innovation
	Entrepreneurial orientation positively impacts the development of new product performance in SMEs via business model innovation

	33
	Fuertes, Alfaro, Vargas, Gutierrez, Ternero, and Sabattin
	 2020
	Conceptual framework for the strategic management: a literature review—descriptive
	Descriptive literature review on strategic management and, as the authors have pointed out, strategic frameworks are normally problematic in terms of implementation because of organizational routines

	34
	Gaglio, Kraemer-Mbula, and Lorenz
	 2022
	The effects of digital transformation on innovation and productivity: Firm-level evidence of South African manufacturing micro and small enterprises
	Provided a firm-level study in South Africa to show that digital transformation has a positively impacted on innovation and productivity in micro and small enterprises

	35
	Grama-Vigouroux, Saidi, Berthinier-Poncet, Vanhaverbeke, and Madanamoothoo 
	 2020
	From closed to open: A comparative stakeholder approach for developing open innovation activities in SMEs
	 Managing open innovation is based on how the business is making plans for strategic changes 

	36
	Gupta, Kusi-Sarpong, and Rezaei
	 2020
	Barriers and overcoming strategies to supply chain sustainability innovation
	Some of the barriers include; Cost, Technology and Regulation

	37
	Gurova, Merritt, Papachristos, and Vaajakari
	 2020
	Sustainable solutions for wearable technologies: mapping the product development life cycle
	The foremost concerns of mobile manufacturers are product development and brand performance maintenance

	38
	Hacklin, Björkdahl, and Wallin 
	 2018
	Strategies for business model innovation: How firms reel in migrating value
	Strategic innovation frameworks and theories focus on broad business contexts, not mobile phone industry specifics

	39
	Haizar, Kee, Chong, and Chong
	 2020
	The impact of innovation strategy on organisational success: A study of Samsung
	Samsung's product development strategy has changed consumer expectations

	40
	Zinkus, Jois, and Green
	2021
	Data security on mobile devices: Current state of the art, open problems, and proposed solutions
	 Password-protected systems and databases prevent illegal access and maintain data integrity

	41
	 James
	 2020
	The smart feature phone revolution in developing countries: Bringing the internet to the bottom of the pyramid
	Employed qualitative research to explain how strategic innovation and brand building can be integrated

	42
	 Jess 
	 2018
	The Contribution of New Product Development (NPD) in the Smartphone Industry to Customer Loyalty
	Smartphone industry is continually changing due to frequent application of NPD strategies 

	43
	Kelly, and Cordeiro 
	 2020
	Three principles of pragmatism for research on organizational processes
	The pragmatists are flexible in their methods and often use mixed methods to deal comprehensively with the research questions

	44
	Landoni, Dell’era, Frattini, Petruzzelli, Verganti, and Manelli
	 2020
	Business model innovation in cultural and creative industries: Insights from three leading mobile gaming firms
	Innovation of business model in the cultural as well as creative sectors through the analysis of leading mobile gaming firms

	45
	 Lee and Gereffi
	 2021
	Innovation, upgrading, and governance in cross-sectoral global value chains: the case of smartphones
	Considered issues of innovation, upgrading, and governance. Inn their qualitative work, they elucidate that the strategic innovation adoption in product development is a multi-sectoral and multi-regional process

	46
	Lin, Ho, Sambasivan, Yip, and Mohamed
	 2021
	Influence of green innovation strategy on brand value: The role of marketing capability and R&D intensity
	Green innovation strategies mainly affect brand value by improving marketing skills and R&D intensity

	47
	Madani, Mimie Abdulai, Ha, and Rachanida Koosawangsri
	 2019
	Samsung’s Innovation Strategy in Smartphones Market
	Samsung's example also highlights how major international firms handle novelty

	48
	Marion, and Fixson
	 2021
	The transformation of the innovation process: How digital tools are changing work, collaboration, and organizations in new product development 
	Digital tools are disrupting the innovation process, particularly stressing the changes in work practices

	49
	Moghavvemi, Mei, Phoong, and Phoong
	 2021
	Drivers and barriers of mobile payment adoption: Malaysian merchants' perspective
	Security issues and the absence of structures are major challenges even though there are gains to be made from enhanced transaction volume

	50
	Morgan, and Nica
	 2020
	Iterative thematic inquiry: A new method for analysing qualitative data 
	Thematic analysis in qualitative research holds huge regard




[bookmark: _wyfa7wz5r7gv][bookmark: _Toc171956563][bookmark: _Toc172191718]
4.3 Overview of Themes
[bookmark: _3tx3ar6piiuh][bookmark: _Toc171956564][bookmark: _Toc172191719]4.3.1 Strategic Innovation and Organisational Success
Multiple studies have confirmed that strategic innovation is a critical success factor for Samsung and its organisation. Haizar et al. (2020) also emphasise the transformation of Samsung from a ‘fast follower’ to a market leader and stress the significance of such activities as new product development and the use of the fast follower strategy. This includes the strategic innovation model as stated by as mentioned in the below figure. In the same way, Madani et al. (2014) explain what strategic changes Samsung needs to make in order to become a leader in 5G technology. 
[image: ]
[bookmark: _Toc172229975]Figure 12: Strategic innovation model
(Source: Madani et al. 2014)
This transition helped the company to build up its technologies and minimise the reliance on the outside world such as Android and Qualcomm. This helped in increasing the sales to 203 million in 2021 which is quite low as compared to 2020. This emphasises that Samsung needs to introduce strategic innovations to define industry standards and gain market dominance in the 5G era.
[image: ]
[bookmark: _Toc172229976]Figure 13: Samsung sales from 2013-2021
(Source: Mirrormeister, 2024)
Park (2015) also supports the importance of dynamic restructuring processes and strategic innovation in maintaining Samsung’s competitiveness. The above sales unit for Samsung shows the overall worldwide sales that has slightly decreased in 2021 as compared to 2020. This is followed by strategic innovation approach that helps the company to increase the overall innovation capabilities and process and thus increase the innovation resources. The figure below states the huge increase in the sales of Samsung from 2011 to 2012 on account of adoption of innovation method (Brandt, 2013). A recent report states that R&D investment for Samsung amounted to 18 billion euros but this quite low as compared to Alphabet, Meta, Apple and Microsoft (Herh, 2023). 
[image: ]
[bookmark: _Toc172229977]Figure 14: Samsung in comparison with Competitors 
(Source: Brandt, 2013)
The dedicated effort towards research and development and the capacity of the company to enter networks of international cooperation and partnerships have been the main factors that have boosted the company. This is illustrated by the above figure where the sales of Samsung between the years 2011 and 2012 are more as compared to other companies (Brandt, 2013). This shows that strategic innovation as discussed in the literature review and also from the findings is strongly related to the success of an organisation. 
[bookmark: _x4zwi9l66gzb][bookmark: _Toc171956565][bookmark: _Toc172191720]4.3.2 Strategic Innovation in Product Development
Product development is one of the main components of strategic innovation in Samsung and it is very important for the company’s leadership. Haizar et al. (2020) have highlighted Samsung’s focus on new product development strategies and the company’s increased investment in 5G technology which has helped to strengthen its market standing. 
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[bookmark: _Toc172229978]Figure 15: Investment in 5G tech
(Source: Shah and Zhu, 2020)
The above figure states that the company has nearly 3% stake in revenue of telecon equipment and invested 22 billion dollars in adopting 5G technology (Shah and Zhu, 2020). On the other hand, Yun et al. (2018) offers a more negative perspective through the lens of the Galaxy Note 7 explosion incident. The open innovation approach adopted by the company has helped in expanding the vendor ecosystem and develop their products that well integrates with the diverse technological ecosystem. This includes the Linux Foundation networking, Open RAN policy coalition followed by ONAP project (Ramachandran, 2024). The above graph shows the result that is found on adopting the open innovation approach. The Samsung Advanced Institute of Technology (SAIT) played a very crucial role in further development of the original and adoptive technology (Jang et al. 2019). 
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[bookmark: _Toc172229979]Figure 16: Fall in Samsung sales after S7 explosion
(Source: Bradshaw, 2016)
The above figure shows the fall in sales of Samsung after the Galaxy S7 explosion scandal. This event served as a good example of the risks of a closed innovation model and proved the need to adopt open innovation strategies. Kim (2007) also describes how Samsung has developed a multi-layered strategy of competitive innovation, which moves from cost leadership to technological superiority. This strategic shift has enabled Samsung to keep on inventing and creating new products that can suit the market needs and exploit the available technology (Bradshaw, 2016). Thus, the technological leadership and the multi-layered strategy have helped Samsung to become one of the leaders in the smartphone industry. This helped in adapting to the latest product development in the field of 3D processing, data intelligence and nano-materials. 
[bookmark: _mmcr4146msd2][bookmark: _Toc171956566][bookmark: _Toc172191721]4.3.3 Building a Strong brand through Strategic Innovation
Strategic innovation is the cornerstone in the process of constructing a powerful brand for Samsung Mobile Phones. Haizar et al. (2020) and Madani et al. (2014) also stress Samsung’s management strategies and its focus on new technologies especially, 5G to strengthen its leadership position and brand image. This focus on the latest technology not only sets Samsung apart from other companies but also increases the profit recovery as stated in the figure below (Buchholz, 2021). This is quite huge considering the profit percentage in the year 2019 and 2020, a great move post-pandemic. 
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[bookmark: _Toc172229980]Figure 17: Samsung profits recover
(Source: Buchholz, 2021)
The issues that Samsung encountered during the Galaxy Note 7 crisis, as described by Yun et al. (2018), show that strategic innovation is crucial for brand trust. The battery explosion incident negatively affected Samsung’s brand image, which demonstrated the dangers of a closed innovation model. According to the study, the risks can be managed by adopting open innovation, as this approach implies the involvement of external actors to monitor the company’s activities. The below figure states that the company has already taken the initiative in 2020 to move forward with the open innovation approach (Ramachandran, 2020). 
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[bookmark: _Toc172229981]Figure 18: Open innovation by Samsung
(Source: Ramachandran, 2020)
Kim (2007) also explains how Samsung has achieved its strategic intent and management practices, which include the accumulation of competitive advantages and the change of industry rules, and how they have helped to increase the company’s brand recognition worldwide. The company has been involved in various collaborations and partnerships that have been vital in the enhancement of technology as well as the growth of its markets (Donnell, 2019). Therefore, strategic innovation is a key component of Samsung’s brand development process. The brand value of Samsung in the year 2023 was valued at 91 billion dollar which is considered a huge growth of 4% with adoption of innovative technology in the field of AR, VR, AI and 6G. The company followed the use of recyclable materials such as plastics, aluminium and glass to build the latest model Galaxy Z-Flip and Galaxy S-23 (Samsung, 2024). The innovation strategy expanded from mobile phones to wearables and 5G with the application of latest Exynos software. 
[bookmark: _icqhf1jatkjj][bookmark: _Toc171956567][bookmark: _Toc172191722]4.3.4 Challenges in Implementing Strategic Innovation
Despite the fact that strategic innovation has numerous advantages, it has several implications for Samsung Mobile Phones. Yun et al. (2018) describe the issues that Samsung faced as a result of its closed innovation model, which is best illustrated by the Galaxy Note 7 fire incident. This event highlighted the problem of the absence of external reinforcement and the drawbacks of excessive centralisation of decision-making. Despite this Samsung Electronics achieved around 31% in the sales share which shows the string position in the display market (Samsung, 2024). The concept of closed innovation that Samsung follows has created a huge challenge for the company to adopt the latest innovation technology. The lack of external controls revealed severe quality control issues, which proved the need for a more open innovation strategy (Ruiz, 2023). According to Madani et al. (2014), the problem that Samsung experiences is changing from a fast follower to a leader in 5G technology. This shift calls for the creation of in-house solutions, cutting on Android and Qualcomm dependency and focusing on innovation. Focusing on development centres for 5G, filing patents with high intensity, and participating in consortia are strategic and costly activities that require high levels of investment and strategic plans. Park (2015) discusses the challenges of dynamic restructuring and flexibility in the global context. To Samsung, it is critical to forecast the future and adjust its strategies but this is not an easy task and demands constant work and planning. This is followed by constant monitoring of the innovation strategy applied and feasibility of the technical products. The company has the open culture of implementing latest innovation but inadequate benchmarking as in the case of Galaxy Note 7 has the potential to cause major disruption in the revenue flow. 
[bookmark: _nv4sh4rooqra][bookmark: _Toc171956568][bookmark: _Toc172191723]4.4 Summary
The research findings highlight three critical factors contributing to Samsung's success: Strategic innovation, dynamic restructuring and globalisation are the other two key areas that are also important in the development of business. Thus, Samsung has successfully changed its status from a fast follower to a market leader due to the use of new technologies, including the 5G. Innovation for growth has been strategic, particularly in product development; however, the Galaxy Note 7 explosion shows that open innovation is better than a closed model. The major issues that the company has to solve are the lack of its own technologies, the dependence on outside sources, and the necessity to remain as flexible as possible in the global environment. These are the issues that Samsung needs to solve as it continues to fight for its market position. However, Samsung has proved that through innovation, flexibility in the market and exploiting opportunities in the global market it has become a force to reckon with in the smartphone market. Therefore, if Samsung continues to pay attention to these strategic factors and works on the mentioned problems, the company will be able to strengthen its competitive advantage and remain a market leader in the nearest future.

[bookmark: _d7h6f7fkgr3k][bookmark: _Toc172191724]Chapter 5: Discussion
5.1 Introduction
This chapter seeks to compare the findings of the study with the literature review in a bid to establish a correlation between the two. Therefore, comparing these two sections, the study gives a general idea concerning how strategic innovation influences Samsung’s product and brand management and the challenges that Samsung faces in the UK mobile phone market. The chapter is structured into three primary discussions: concerning the influence of strategic innovation on products, the place and significance of strategic innovation in the formation of Samsung’s brand and the challenges that arise with the application of these approaches. The comparison of the two findings made it possible for the study to achieve better results for the next research and to set the right recommendation as it will be illustrated in the next chapter. 
5.2 Influence of Strategic Innovation on Samsung Mobile Phone Product Development in the UK
Transition from Fast Follower to Innovation Leader
In Section 2.2 of the literature, Haizar et al. (2020), it has been identified that Samsung has transitioned from the fast-follower model to the leadership model in the 5G technology period. Such a shift called for fresh investments in new products and 5G, which Samsung leveraged to apply strategic innovation as a tool to strengthen its standing in the market. This is in contrast with what is provided in section 4.3.1 of the findings that Madani et al. (2014) have made the observations that Samsung has placed 5G technology strategically as one of the factors that has enhanced its position in the market. It indicates that Samsung has to wisely deploy its money and has to search for new strategies to control a market that is already overfilled.
In section 2.3 of the review, Babu et al. (2020) further highlighted how Samsung can become a leader in 5G technology by cutting down on its dependence on external actors like Android and Qualcomm. On the other hand, in the findings section 4.3.3, Buchholz, (2021), also backs this argument by elaborating how Samsung has been attempting to make efforts to innovate within, file more patents, and join patent pools to share risks and costs. Outsourcing to developing internal competencies is one of the strategic innovation processes that are vital in the attainment of competitive advantage. Yun et al. (2018) in section 4.3.2 relied on the Galaxy Note 7 explosion case because of closed innovation and supported open innovation. This view is well supported by the evidence presented in the findings where it is shown that Samsung has adopted open innovation practices after the crisis. On the other hand, literature from section 2.5 stated that Samsung has been able to manage risks and improve on the innovation of products through the use of multiple vendors and the production of products that can integrate with other technological systems. 
Multi-Layered Competitive Strategies
In section 2.3 of the literature Farida and Setiawan (2022) postulated that strategic innovation is essential in emerging markets. This is followed by Gyemang and Emeagwali (2020), in section 2.3 of the literature explained Samsung’s strategic direction on how the firm will sustain the technology advantage and innovation with some of the competitive strategies. It comprises of the concept of accumulating better positions, exploiting the vulnerable points, changing the boundaries of industries, and even waging a war through association. Findings section 4.3.2 shows that this strategic approach has helped Samsung to go on with the process of innovation and come up with new products that meet the market. For example, the creation of the Samsung Advanced Institute of Technology (SAIT) shows Samsung’s commitment to innovation to consolidate its positions in the spheres that include 3D processing, data intelligence, and nano-materials. Section 4.3.2 of the findings in this regard are in line with Kim’s (2007) discussion and shows the effectiveness of Samsung’s multiple levels in sustaining technological superiority. These strategies have not only enabled Samsung to continue with innovation but also to ensure that Samsung is ahead in the mobile phone technology.
The literature review section is the second section of the proposed framework. 4 and the findings section 4.3.3 prove that 5G technology is one of the key strategic innovations for Samsung. Haizar et al. (2020) in the findings section 4.3.3 highlighted the contribution of 5G technology in the change of Samsung from a follower to a leader and the outcome of the study shows that more investment in 5G has enhanced Samsung’s position in the market. In their findings in section 4.3.3 Madani et al. (2014) have stated that innovation of proprietary technologies and minimisation of reliance on outside suppliers as critical to leadership in 5G technology. However, in the literature section 2.2 Abraham et al. (2020) have presented the opposite view pointed to circular innovation and the needs that have to be met in order to develop new products. The correlation of these views underlines the importance of 5G technology as the core of Samsung’s innovation plan. The conclusion made in section 4.3.1 also prove that Samsung has a clear strategic plan for 5G technology that is not only an investment in technology but also cooperation and application for patents (Haizar et al. 2020). All these measures are geared towards ensuring that Samsung stays relevant and even leads in the new technologies such as 5G. 
5.3 Effectiveness of Strategic Innovation in Building Samsung's Brand in the UK Market
Investment in New Technologies
Haizar et al. (2020) and Madani et al. (2014) in the findings sections 4.3.1 and 4.3.2 have noted that Samsung has been focusing on the innovation of new technologies especially in the 5G market hence boosting the company’s brand image and market dominance. This assertion is further supported by findings section 4.3.3 where it is demonstrated that the rise in investment in 5G technology has enhanced the Samsung brand awareness and the market position. On a greater note, Zhang et al. (2020), in the literature section 2. 3 have opined that brand loyalty and brand affection are important for brand building. Samsung has engaged in the filing of patents and technology consortia that have positioned the company in the 5G era, which has improved brand equity.
Yun et al. (2018) in section 4.3.2 referred to the Galaxy Note 7 crisis in their work, which demonstrates the outcomes of the closed innovation model and the importance of brand image. The findings analysis performed in the current study substantiates the hypothesis stating that Samsung has effectively applied open innovation measures after the crisis to regain the customers’ confidence and improve the company’s brand image. On the other hand, in section 2.3 of the literature, Ovuakporie et al. (2021), strategic configuration can go a long way in the long-term development of the brand. Kim in 2007 and Park in 2015 in section 4.3.3 have also stressed on the strategic intent, competitive advantages and dynamic reconfiguration in the process of brand creation. These perspectives are supported by the findings that identified the role of Samsung’s competitive innovation, dynamic restructuring processes, and global networking in maintaining competitive advantage and enhancing brand equity. 
Sustainability and Brand Image
Purchase and Volery (2020) in section 2.3 of the literature explained how innovative marketing strategies are important in brand building. They stress the role of digital marketing and influencer marketing in building brand differentiations. This is further established in section 4.3.3 of the findings where Buchholz, (2021) established that Samsung has effectively applied strategic innovation in its marketing communication, which has helped in reaching out to an increased number of people and also improving brand loyalty. The use of hi-tech tools such as AI, AR, and VR as discussed in section 4.3.3 of findings in marketing communication has also helped Samsung embrace modernity and customer-oriented branding (Samsung, 2024). 
Section 2.3 of the literature states that BLE technology proved useful in marketing (Alzoubi et al. 2022). Such marketing strategies have proved to be very useful in creating a competitive edge between Samsung and other companies and also in building a brand image in the UK market. Although strategic innovation has been mostly positive for Samsung’s brand, the views presented in both the literature review and findings show both the strengths and the weaknesses (James (2020). But, as the research established in the findings in section 4.3.3 the transition to open innovation has been useful in addressing these issues and rebuilding brand trust (Bradshaw, 2016). It is also important to note that such contrast is rather useful in understanding the need for flexibility and reactivity in the process of brand management. Section 4.3.4 of findings gives a brief idea about the real-life issues and cost associated with strategic shift. This tension between the strategic plan and the operations is one of the aspects that should be analysed when evaluating Samsung’s brand management efforts (Samsung, 2024). Therefore, it is possible to conclude that there is a great potential in the use of strategic innovation in the construction and consolidation of Samsung’s brand in the UK market. 
5.4 Challenges Faced by Samsung in Implementing Strategic Innovation in the UK Mobile Phone Market
The risk with the closed innovation model
Section 2.5 of the literature reveals that IoT integration in business models is regarded as complex (Aslam et al., 2020). Another problem highlighted by Yun et al. (2018) in section 4.3.4 of findings is the Galaxy Note 7 failure, which proved that a closed innovation model is very risky. This is backed by the findings where it is shown that lack of outside supervision and decision making that was highly centralised led to severe issues with quality assurance. On the other hand, Ruiz, (2023) in section 4.3.4 of the findings is that the shift to the open innovation model has been a process that has been forced but has been costly and time-consuming in terms of reorganisation of the internal structures. In a study Madani et al. (2014), the authors explained the challenges that Samsung faces in its transition from a fast-following to a leading role in the 5G technology. These challenges are evident in findings in section 4.3.4, which stress high investment in proprietary technology development, minimisation of reliance on outside suppliers, and synchronisation of the R&D activities. 
The key management changes that are needed to lead in 5G technology are not easy and are very expensive, which presents Samsung with major challenges in sustaining its competitive advantage (Haizar et al. 2020). Samsung’s attempts to build in-house solutions and file patents as intensively as possible, which was described in the findings in section 4.3.4, demonstrate the financial and strategic commitments necessary for this transition (Madani et al. 2014). However, the transition from dependency on external technologies such as Android and Qualcomm to own technologies is a massive challenge. Park (2015) in section 4.3.4 of the findings pointed out the problems of dynamic restructuring and flexibility in the global environment. The findings affirm this by showing how Samsung has to adapt to new trends and plan for the future all the time. 
Supply chain sustainability
The literature review in section 2.5 especially by Gupta et al, (2020) reveals that supply chain sustainability is one of the major issues affecting strategic innovation. On the other hand, the findings in section 4.3.4 indicate that the implementation of sustainable activities into Samsung’s innovation management strategies is crucial but not easy (Ruiz, 2023). The barriers of cost, technology, and regulation can be managed with the help of green technologies and stakeholders’ involvement (Chygryn et al. 2020). However, these measures require substantial resources and planning, which may not be easy to implement. Some of the challenges mentioned in the findings in section 4.3.4 include the use of non-recyclable materials in the production of its products, and the failure to have environmentally friendly products in its portfolio. But Samsung has been trying to meet these challenges. 
Ali et al. (2023) in section 2.5 of the literature highlighted the fact that innovation is expensive, which is another major challenge. From the findings in section 4.3.1, it is clear that Samsung invests significantly in R&D, but the figure is still below those of Alphabet, Meta, Apple, and Microsoft (Herh, 2023). One of the biggest issues that Samsung has always faced is how to fund innovation without compromising its competitiveness. The analysis also shows that Samsung’s R&D investment is still below its main competitors indicating the financial pressure of sustaining innovation advantage. Finally, the last challenge mentioned in section 2.5 of the literature is the legal disputes that Albasoos and Al Musallami (2020) have mentioned as the major problem of Samsung. The legal disputes over patents and copyrights are also evident to prolong legal cases that can waste resources and divert attention from innovation as revealed in the findings. 
On the other hand, the findings state that the shift from a closed to an open model, high investment in proprietary technologies, flexibility and quality issues across global markets, integration of sustainability, cost of innovation and legal issues are some of the challenges (Ramachandran, 2024). Solving these issues is possible only with a fairly large investment, long-term planning, flexibility, and the development of a solid legal framework to maintain innovation and competitiveness. 
5.5 Summary
The discussion emphasises the significance of strategic innovation in the Samsung’s product portfolio and brand management specifically within the UK environment. From the literature and findings, it can be concluded that the concept of strategic innovation has played a critical role in improving the product portfolio and brand image of Samsung. By so doing, the company has been in a position to sustain market competitiveness in this rapidly growing mobile phone industry. However, the use of these new strategies is not without some difficulties in their application. Samsung has the following risks; risks related to the open innovation model, financial risks, supply chain risks, and legal risks. Thus, Samsung has to solve these problems to maintain the competitive advantage and achieve high results in the constantly changing UK mobile phone market. This includes the proper coordination of the risks and opportunities of change, the efficient use of resources, the enhancement of supply chain vulnerability, and the adherence to the legal and regulatory requirements. If Samsung manages to overcome these challenges, it will be able to sustain the use of strategic innovation as one of the major success factors in the UK and other countries.


[bookmark: _u71ec6do3t9u][bookmark: _Toc172191725]Chapter 6: Conclusion and Recommendations
[bookmark: _cdlzthxtkzgg][bookmark: _Toc172191726]6.1 Conclusion 
The key competitive advantage for Samsung in the UK mobile phone market is strategic innovation in product development and brand building. In this research paper, Samsung’s strategies in innovation have been examined as to how they have advanced its position in the market with emphasis on its move from a fast follower to a leader. The conclusions stress that further investment in new technologies, particularly in 5G, and the use of both the closed and the open innovation strategies are essential to sustain Samsung’s advantage. However, the issues of strategic innovation’s execution, including organisational opposition and the requirement for proprietary technologies need to be resolved in the future. This chapter summarises the findings of the research and relates them with the research objectives to give a comprehensive recommendation for Samsung’s strategic direction followed by limitations and future scope.
[bookmark: _ms7i4121v6ek][bookmark: _Toc172191727]6.2 Linking with Objectives 
Objective 1: Concept of Strategic Innovation in Product Development and Branding
The literature review and the findings support the fact that strategic innovation is crucial in the development of products and brands in the mobile phone industry. Samsung has always been keen on research and development and has invested heavily in this area. This forced them to form strategic partnerships that have allowed it to launch new products and have a good brand image. The findings also investigated how Samsung managed the shift to the 5G technology and its influence on the market control by applying the SLR to the key findings. The literature stated that the NCD method has been useful in making Samsung’s product development to be in sync with the market to remain relevant. Thus, it meets the stated goal of the research paper that is devoted to the topic of strategic innovation in the context of the creation of the product and formation of the brand image.
Objective 2: Impact of Strategic Innovation on Samsung's UK Product Development
The concept of strategic innovation has considerable influence on the product development strategies of Samsung in the UK market as discussed widely in both the literature review and justified in findings. The findings also provided details on how the company’s strategy to incorporate new technologies, including 5G, into its product portfolio has helped Samsung strengthen its market presence. The findings and the literature have further pointed out that Samsung has made dynamic restructuring and global networking strategies that have been effective in changes and innovation. The case of the Galaxy Note 7 explosion described in the findings section through one of the primary studies taken for SLR also supports the necessity of implementing an open innovation model to minimize the risks and increase the products’ reliability. Therefore, the influence of strategic innovation in product development is apparent in Samsung’s capacity to respond to the new trends in technology and consumers’ preferences hence sustaining its competitive advantage in the UK market. Thus, this objective was also met with relevant discussion concerning both literature and findings. 
Objective 3: Effectiveness of Strategic Innovation in Building Samsung's Brand in the UK
The application of strategic innovation in brand building of Samsung mobile phones in the UK is well illustrated by the company’s continued dominance in the market together with high brand equity. The literature review and findings have clearly stated that Samsung’s strategic management of innovation as a strategic brand has greatly contributed to the brand's strength and increased the company's profit in 2021. Most of the studies reviewed in the literature part have suggested that the use of open innovation has improved Samsung’s brand image by building trust and reliability among consumers. The focus on proprietary technologies and the minimization of reliance on external platforms, as pointed out in the findings, have also strengthened Samsung’s brand image as a technological pioneer. Thus, strategic innovation has played a crucial role in the creation and maintenance of Samsung’s well-established brand identity in the highly saturated UK mobile phone market. Thus, this objective was also met with relevant discussion from both literature and findings. 
Objective 4: Challenges in Implementing Strategic Innovation for Samsung UK
[bookmark: _Toc170991698]Some of the concerns that have been identified by analysing the findings and the literature include resistance to change, high costs of developing own technologies and the ever-shifting market environment. The findings also stated that the problem of the closed innovation model, as illustrated by the Galaxy Note 7 crisis, means that the right approach is to find a balance between open and closed innovation. The findings further highlight the issues of dynamic restructuring and flexibility in the global markets. To overcome these challenges, it is necessary to make targeted investments in research and development, properly manage the processes of innovation, and promote the culture of innovation. Overcoming these challenges as mentioned in the last section of findings is critical to Samsung’s continued ability to build on its innovation-based growth strategy and to defend its market position in the UK.
[bookmark: _Toc172191728]6.3 Recommendations 
The following recommendations can be made for Samsung based on the research findings and discussions made in this research.
· Investing in the latest technology: Samsung should keep on investing in 5G technology and other future technologies which include Artificial intelligence, augmented reality and virtual reality as a way of countering the competition and staying ahead in the market. The company should also aim at building up its technologies which will at some point involve less dependence on Android and Qualcomm (Hai, 2023). This will mean that Samsung has total control over its product and can also bring about features that may not be available on other devices. This will help the company to provide a competitive edge in the field of innovation strategy and further develop a mass customer base. This helps the firm in times of crisis giving further reliability to the brand image and meeting the demands of the consumers. 
· Open innovation approach: It is recommended that Samsung should continue to develop and use open innovation policies at the same time as using closed innovation policies (Grama-Vigouroux et al. 2020). The Galaxy Note 7 disaster was a result of an extremely closed process while implementing an open model assists in avoiding problems relating to quality and, at the same time, promotes innovation. This could entail having relationships with other start-ups, universities, and other external sources to feed young thinking into the company’s innovation train (Camilleri et al. 2023). Furthermore, Samsung must maintain and expand the effectiveness of its research and development centres, notably SAIT, for steady offers of new options in 3D processing, data intelligence, and nanomaterials.
· Proper branding approach for awareness: It is suggested that Samsung should aim to get the message across that the company is innovative and environmentally friendly to consumers in the UK. This could include advertising and public relations concerning the acquisitions of new technologies that the company wishes to show to its clients and the production of products that are friendly to the environment (Smith, 2020). Samsung should also tap into digital marketing and relevant influencer collaborations to enhance the firm’s relationship with the consumer and specifically the younger population which is more sensitive to innovation. For the issues that emerge concerning the models and innovations of strategic innovation, Samsung ought to design change management programs to assist employees in embracing change concerning the contemporary models of innovation (Muff and Brodbeck, 2022). This might include teaching tools, motivating factors, or public relations to strengthen procedures for innovation in the organization. It should also incorporate an effective risk management model that enables the firm to minimize possible problems before they become like the Galaxy Note 7 disasters.
· Focus on sustainability and strategic alignment: Samsung needs to sustain the focus on environmentally friendly approaches within all the product and supply chain processes. This might entail incorporating more recycled materials into its products, boosting efficiency in the use of energy and intensifying its cooperation with suppliers to lessen the organization’s overall impact on the environment (Purvis et al. 2019). Not only will this appease the ever-growing environmentally conscious consumers, but it will also allow Samsung to be ready should there be regulation changes in the UK and other parts of the world. Finally, the firm should explore more of the strategic alignments and affiliations within the United Kingdom technology industry (Parnell and Brady, 2019). This could entail engaging the local universities, technology parks, and start-ups to leverage the innovation capacity in the country and to get acquainted with the market trends. They could also assist Samsung in screening any changes that may occur in the UK market due to various dynamic changes and continue with their business successfully.
The application of these recommendations would help Samsung to enhance its strategic innovation in the UK mobile phone market. This is followed by enhancing its brand image and countering the difficulty that the company faces when it comes to the implementation of strategic innovation in an environment that is growing complex in the mobile phone market. The second strategic direction the company should also work on is improving the level of customer service by using data analysis and AI in customising products and services (Stone et al. 2020). This may cover making easier-to-use interfaces, better integration of devices with other Samsung items, and providing a more personalised sales and servicing plan. Samsung should also think about creating an ecosystem, where the Smartphone will be the central element but connected to other products of Samsung to provide a united field of technology for the user (Wu et al. 2020). This could eventually mean the creation of new categories of connected devices or improvement of the existing ones including wearables, smart home appliances and automotive technologies.
[bookmark: _y4ipepvhoh3][bookmark: _Toc172191729]6.4 Limitations 
This research has the following limitations that should be taken into consideration when analysing the findings of the study. A major limitation is the use of secondary data sources, mainly through a systematic literature review. Although this approach proved useful, it is not as effective as the primary data collection techniques since it is secondary. A survey method would have been especially useful in gathering primary data from the employees of Samsung, experts and consumers in the UK market. This could have provided more contemporary and regional information about Samsung’s innovation strategies and their impact on brand image. In addition, the study was limited to a short time frame which limited the research operations and the amount of data collected. A large-scale study conducted over a longer period would have offered a better understanding of Samsung’s strategic innovation practices and changes in these practices over time. These limitations suggest that while the insights generated from the study are valuable, the conclusions drawn are not necessarily representative of the complete state of Samsung’s current innovation environment in the UK mobile phone market.
[bookmark: _yx1o34kw71pp][bookmark: _Toc172191730]6.5 Future Scope 
Based on this research, the following are the possible areas for future research on strategic innovation in the mobile phone industry. Future research could be conducted through administering structured questionnaires or interviews with the Samsung’s managers, employees, and clients in the United Kingdom. This would provide more detailed and timely information about the company’s innovation techniques and their impact on the brand image. Moreover, the findings of the study of Samsung’s strategic innovation in relation to its competitors in the UK market could be valuable for understanding the ways of strategic innovation and their effectiveness. It could also be useful to examine the impact of 5G on Samsung’s market share and how the firm positions its innovation management for subsequent technologies like 6G. Last but not the least, there is a possibility that future researches on how sustainability can be integrated into the innovation strategy of Samsung and its effects on the consumers in the UK will be useful for the academia and the business world.
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