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[bookmark: _Toc26720596]Task 1A: 
1. Introduction
   Marketing is a core organisational function, with multi-faceted responsibilities that extend from promoting products to market research. The purpose of this essay is to explore the role and responsibilities of the marketing function in detail. This essay will include an exploration of theoretical frameworks in the marketing context, including the PESTLE, SWOT, and Ansoff Matrix framework. For perspective, this essay will explore the marketing functions of Samsung, an electronic and IT hardware manufacturer, with a dominant focus on the operations of the company in the United Kingdom.
2. [bookmark: _Toc26715048][bookmark: _Toc26720597] Processes and Stages of Marketing
  The American Marketing Association defines marketing as the ‘activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large’ (AMA, n.d.). Although this definition is relatively broad, it provides a strong coverage for the broad roles and responsibilities of the marketing function; to create and communicate offers with the market, and to interact with the customers about the organisation’s products and value. Definitions of similar scope are also observed in (Kotler & Keller, 2015; Goi, 2009; Evans, 2006).
3. [bookmark: _Toc26715049][bookmark: _Toc26720598]Situational Analysis of Samsung
   Samsung’s UK website provides an insight into the current internal focus – the vision statement states ‘Inspire the World, Create the Future’ and the mission statement states ‘Inspire the world with our innovative technologies, products and design that enrich people’s lives and contribute to social prosperity by creating a new future’ (Samsung, n.d.). In this perspective, Samsung’s internal operating context appears to be focused on innovation and continued growth through new technologies.
4. [bookmark: _Toc26715050][bookmark: _Toc26720599]External Environmental Analysis
[bookmark: _Toc26715051][bookmark: _Toc26720600]PESTLE Analysis
   The PESTLE analysis is a conceptual framework that is used to explore six elements of an industry’s external influencers. These elements are Political, Economic, Social, Technological, Legal, and Environmental.
Political
   There is some political uncertainty in the UK’s business context in general due to Brexit; it is unknown what some of business environment the UK will feature post-Brexit, but it is expected that importing from the EU and other countries (through the virtue of EU’s current global trade agreements) will becoming more expensive in the UK, which should lead to higher cost of sales for Samsung in its UK operations (IBISWorld, 2019).
Economic
   Although the political environment is uncertain, the UK is doing respectably well in terms of economic performance. The last few years has observed a stable increase in household disposable income, as this disposable income grows, it is expected that more consumers will be willing to purchase electronics and hardware, both core facets of Samsung’s business model (i.e. homeware, personal electronics) (Statista, 2019).
Social
   UK’s adoption of smartphones (one the core business model of Samsung) is one of the highest in the forecast, with roughly 95% of the population possessing smartphones in the UK (Statista, 2019). However, in the short-term, the UK’s smartphone also appears to be a saturated one, with sales (by volume) declining in the past two years given the low visibility of upgrades in the present technological context, i.e. 5G and AI support are still not available in smartphones (Deloitte, 2018).
Technologies
   Technology adoption in the UK is one of the highest in the world, and statistics show that this trend is expected to continue in the coming years. Prevalence of IT hardware and software has increased substantially in the UK, both in the personal and business contexts. This creates a high-demand market that appreciates innovation (Statista, 2016; ONS, 2019).
Legal
   There appear to be some consistent shady practices operated in the smartphone and hardware market in the UK – hardware manufacturers deliberately scale down the performance of their devices to force consumers to switch to the newer versions of their hardware. In 2018, Apple and Samsung were fined substantial amounts by UK regulators, making it illegal to scale down performance of hardware to forcefully stimulate market sales (Gibbs, 2018). It is likely that the legal environment will become more pro-consumers in the future.
Environmental
   Consumers have a growing demand for environmentally conscious products (TCO, 2016). Brands that have an established market reputation for using low-carbon manufacturing practices are perceived as more positively by customers, thus providing them with a competitive advantage.
[bookmark: _Toc26715052][bookmark: _Toc26720601]Porter’s 5 Forces
   The Porter’s 5 Forces model is used to explore the extent of rivalry in the industry; understanding market rivalry allows industry players to create suitable business strategies.
Threat of New Entrants
   The smartphone and personal hardware sector require considerable investment in engineering and mass-producing hardware with a reasonable value chain; given the saturated nature of the market, it would be highly difficult for a new competitor to enter the UK’s smartphone market with disruption, as virtually all socio-economic markets are highly competed over (Deloitte, 2018).
Threat of Substitutes
   There is no viable substitute for personal hardware conceived at present; recent disruptions in the form of smart watches has been followed up by major producers including Apple and Samsung, who now respectively lead the UK’s market share in smart watches as well (White, 2019). This indicates that threat of substitutes is minimal, as large competitors are able to replicate disruptive technologies and excel in new business models.
Bargaining Power of Buyers
   Although consumers have access to a wide market with competitors that cover all economic levels, a wide volume of customers continue to use smartphone contracts with their telecom carriers, which essentially binds them to the hardware choice of their carriers. This reduces their ability to switch smartphone brands with ease. In this perspective, the bargaining power of suppliers is moderate.
Bargaining Power of Suppliers
   Telecommunication carriers have some role to play in the supply of smartphones in the market; as they control a strong portion of the market, they can significantly influence the availability of certain smartphone brands (i.e. Samsung) if they believe they are not receiving a competitive price for their customers (or their own bottom-line) (AndroidAuthority, 2019; Ofcom, 2019). Given that many consumers prefer to retain their carrier contracts, this gives considerable bargaining power to suppliers, which will force competitors (i.e. Samsung) to offer products at lower tariffs.
Extent of Rivalry
  The smartphone and personal hardware industry of the UK is highly competitive – manufacturers from large to small compete over a heavily saturated consumer market, and this saturation is further throttled by carrier-regulated availability of smartphones. In this competitive environment, manufacturers would need to take a reduced profit approach to stay relevant in the market.
[bookmark: _Toc26715053][bookmark: _Toc26720602]SWOT Analysis
   The SWOT framework is used to understand the competitiveness and weaknesses of an organisation relevant to market factors. The following table presents a SWOT analysis of Samsung.
	Strengths
	Weaknesses

	· Samsung controls the 2nd largest market share in the UK (Patently Apple, 2019)
· Domination of the upper and middle-range smartphone categories
	· High end phones not competing well against Apple 
· Midrange phones not competing well against cheaper rivals (Patently Apple, 2019)
· Low visibility of upgrades in new models

	Opportunities
	Threats

	· Samsung has the resources to invest in disruptive smartphone technologies
· Faster integration of 5G technology and AI technology might lead new customer interest (Deloitte, 2018)
	· Samsung might continue losing its middle and lower range market if it keeps its current prices (Patently Apple, 2019)



[bookmark: _Toc26715054][bookmark: _Toc26720603]Interrelation of Two Models
   Although all of these three models explored can be interrelated to form a broader marketing strategy, this essay will interrelate how Porter’s 5 Forces and the SWOT framework can be interrelated to understand market trends.
  As explored in the Porter’s 5 forces, it is understood that suppliers have considerable bargaining power in the market (although their own performance is also impacted by how many categories of smartphones they offer in contracts). Carriers’ high consumer base means that if Samsung is not able to provide competitive tariffs for its low- and mid-range phones, they might consider sourcing their smartphones from cheaper competitors. This is how cheaper Chinese competitors such as Xiaomi and Huawei have developed dominant market share in the UK – by outpricing larger competitors at the low- and mid-market tiers.
   From the SWOT analysis, it is apparent that Samsung will continue to lose market share in the low and mid-range if it does not provide more accessibly priced phones. This might force Samsung to drop low and mid-range phones in favour of the upper-end market, or conversely force Samsung to make cheaper phones.
[bookmark: _Toc26715055][bookmark: _Toc26720604]Marketing Mix
   This subsection shares a 7P marketing mix on framework, based on its advertisement content for its Galaxy series of smartphones.
	Product
A sophisticated, high-end smartphone.
	Price
High-end market price for a superior hardware phone
	Place
Available at smartphone retailers and contracts across the UK

	Promotion
Use of conventional digital and print advertising to display the product’s merits
	People
Frequent use of celebrities to augment the appeal of the product
	Process
Strong focus on innovation and new product features

	
	Physical Evidence
A focus on exclusivity and premium looks on the brand range
	



5. [bookmark: _Toc26715056][bookmark: _Toc26720605]Role of Marketing in Creating Customer Value
[bookmark: _Toc26715057][bookmark: _Toc26720606]Social Marketing
   The social marketing concept can be defined as the creation of business value (i.e. products, services) that are considerate of the consumers’ needs, and serve to fulfil or excel at those needs (i.e. through innovation, market growth) (Evans, 2006). Companies that engage in social marketing understand the requirements of customers and create products that match these needs. In this perspective, Samsung fundamentally engages in social marketing, with its products showing ever-improving technological and hardware (i.e. processors, camera, memory) standards.
   These technological standards improve the technological capacity of customers, which is a core need in the modernising world, as more people move to IT devices to conduct both personal and professional interactions.
[bookmark: _Toc26715058][bookmark: _Toc26720607]Branding
   As per Kotler a Brand is a ‘name, term, sign symbol (or combination of these) that identifies the market or seller or the product’ (Kotler & Keller, 2015). This indicates that branding is a core characteristic of a company that differentiates or identifies the company, setting it apart from other competitors. Defining and preserving the branding strategy of the organisation is a core role of the marketing function.
   For the perspective of Samsung, the organisation brands its products over two of these branding dimensions – the logo of ‘Samsung’ is consistently the same across all the company’s products. This allows customers to instantly recognise the Samsung brand, which as implied by the characteristics of the pricing and quality of Samsung products, is one of middle-upper and upper economic range. This creates a market perception that Samsung products are expensive and sophisticated, marketed to the upper-middle and upper economic classes.
[bookmark: _Toc26715059][bookmark: _Toc26720608]Ansoff Matrix
   The Ansoff Matrix is a conceptual framework that allows organisations to strategise options for growth over four different spheres: (1) Market Development, (2) Diversification, (3) Market Penetration, and (4) Product Development, over two different market dynamics – new and existing (Mindtools, n.d.).
[bookmark: _Toc26720691]Figure 1: The Ansoff Matrix (Source: Mindtools.com)
[image: Ansoff Matrix Diagram]

   The marketing function has the responsibility of evaluating the organisation’s core strengths with respect to these growth strategies – if there are resources and capacity in the organisation (i.e. Samsung’s mission and vision statement indicate a preference towards being a new and innovative brand), the marketing function can inform towards new Product development (i.e. new product in the Galaxy smartphone range). It could also inform the organisation towards developing a new market altogether (i.e. a highly sophisticated, market-leading range of smartphones with specifications above and beyond Apple).
   Using this model would allow the organisation and the marketing function to create conceptualised and strategised value for customers, based on their needs (i.e. social marketing), which would be recognised through market research. This market research is enabled by the use of different environmental analyses models explored earlier in this paper; SWOT, Marketing Mix, PESTLE analysis, Porter’s 5 Forces analysis, and other frameworks allow for an insightful approach to engage the markets. This approach allows the organisation and marketing function to create value for customers.
6. [bookmark: _Toc26715060][bookmark: _Toc26720609]Stakeholder Engagement
   A stakeholder is defined as an entity that has some sort of interest in a business organisation (Investopedia, 2019); there are many forms of internal and external stakeholders. Internal stakeholders are those who actively work and participate in the business organisation (i.e. employees). These stakeholders have an active interest in how well the organisation is performing for their own financial needs. Examples of internal stakeholders include employees, associates, management, and suppliers.
   External stakeholders are those who do work for the organisation but have a unique relationship to it in the society. Both parties have mutual interests for their stability and continuity. Examples include governments (for taxation and social support), customers (for financial reasons), society (value creation, advancements), and other external stakeholders (Freeman, et al., 2010).
7. [bookmark: _Toc26715061][bookmark: _Toc26720610]Conclusion
   The marketing function has a critical role in defining the strategy and operations of an organisation, including how it is perceived in the society. This essay has explored the various dimensions, roles, and responsibilities of the marketing function using the case study of Samsung.  This essay has explored the PESTLE analysis, SWOT analysis, and Porter’s 5 Forces analysis. Based on the exploration of this essay, the following recommendations are conveyed.
· Samsung should re-evaluate its current market position in the low- and mid-range smartphones as it is losing market share to cheaper and value-oriented competitors (Patently Apple, 2019).

· Samsung should avoid future public scandals similar to the fine over intentional degradation of consumer devices to forcefully stimulate market sales (Gibbs, 2018).

· Samsung should invest in becoming the market leader for 5G, AI and other upcoming technologies to accentuate its operations strategy to be the most innovative competitor in the smartphone and personal devices market (Deloitte, 2018).



[bookmark: _Toc26720611]Task 1B
[bookmark: _Hlk27004764]   Communication is a core tool in the marketing field – it is a fundamental responsibility of the marketing function to communicate the organisation’s value chain into the market, with the intent to drive revenue, sales, and customer interest. There are some theoretical frameworks that define communication; one prominent framework is Berlo’s Model of Communication. This model emphasises that communication is categorised over four processes – source, message, channel, and receiver.
   This framework posits that communication is only effective when all these four processes are working in unison. In an effective communication, the source of the message is expected to have the proper communication skills, correct attitude, knowledge and expertise in the topic, and adherence to the appropriate culture and social code (i.e. Walmart failed in Germany because it did not properly communicate with German stakeholders, as the company tried to use its American work culture and practices in a foreign culture (Christopherson, 2007)). The source sends the communication as a message which can be based on any sort of appropriate content (i.e. elements, content, code).
[bookmark: _Toc26720692]Figure 2: Berlo's Model of Communication
[image: berlo's model of communication]

   The message is delivered over an appropriate channel. In the organisational context, this would be through different marketing mediums that might include public relations statements, advertisement, promotions (Businesstopia, 2018). Therefore, the marketing function chooses the correct source and channel to communicate the organisation’s value chain to customers. If the source is correct, the decoder will effectively understand the message, whereas if the source is inappropriate, the receiver will misunderstand the message. As such, effective communication is based on the condition that all engaging parties are able to understand each other with regard to their attitude and social understanding.
   To expand further on the concept of business communication, another prominent model is Integrated Marketing Communication. In this model, the business organisation ensures that all of its communication tools are used in complete harmony and unity (Dahl, et al., 2015). These various communication channels of the organisation include its press releases, social media communication, digital communication, print communication, customer interactions, promotions, and various other models of communication. An integrated approach allows the organisation to display consistent branding and marketing behaviour in public, giving it an effective and professionally perceived foray into the market (Cornelissen, et al., 2006).
   Samsung is arguably an organisation that incorporates IMC in its marketing communication. All of the interaction channels of Samsung arguably display the same language – its website, social media accounts, digital advertisement, recent print advertisements and other interaction formats are advertising the latest portfolio of smartphones. This integrated approach arguably allows its customers to observe the same content regardless of how they are interacting. In this approach, interested customers always have direct access to the product, simplifying the organisation’s communications.
   The purpose of this essay was to explore the concept of communication and integrated marketing communication in the organisational context. To explore this purpose, this essay has explored the Berlo’s SMCR communication theory and explained how it can be utilised in the organisational context. This essay has also explored the concept of IMC and related it to how Samsung applies it in practice.           Based on the exploration, the following recommendations are given for effective organisational communication.
· Communication should always be appropriate, clear, and considerate of any social and cultural contexts that might modify its meaning or effectiveness.

· Use of a communication framework can provide a structured insight into how communication can best be utilised to reach the intended objectives.

· Integrated Marketing Communication is a powerful to deliver a consistent and professional brand image of the organisation.
 


References
1.AMA, n.d. Definitions of Marketing. (Online) 
Available at: https://www.ama.org/the-definition-of-marketing-what-is-marketing/ (Accessed 22.12.2019)
2.AndroidAuthority, 2019. Where to buy phones in the UK: Unlocked and contract deals. (Online) 
Available at: https://www.androidauthority.com/buy-unlocked-phones-uk-844431/
(Accessed 21.12.2019)
3.Businesstopia, 2018. Berlo's SMCR Model of Communication. (Online) 
Available at: https://www.businesstopia.net/communication/berlo-model-communication 
(Accessed 21.12.2019)
4.Christopherson, S., 2007. Barriers to ‘US style’ lean retailing: the case of Wal-Mart's failure in Germany. Journal of Economic Geography, , 7(4), pp. 451-469.
5.Cornelissen, J., Thøger, L. & Vijn, P., 2006. Understanding the development and diffusion of integrated marketing communications (IMC) : A metaphorical perspective. [Online] 
Available at: https://papers.ssrn.com/sol3/papers.cfm?abstract_id=896676
(Accessed 8.12. 2019)
6.Dahl, S., Eagle, L. & Low, D. R., 2015. Integrated marketing communications and social marketing. Journal of Social Marketing, , 5(3), pp. 226-240.
7.Deloitte, 2018. The state of the smartphone market: Higher prices, lower sales, growing base. (Online) 
Available at: http://www.deloitte.co.uk/mobileuk2018/assets/img/download/Global-Mobile-Consumer-Survey-2018-UK-Cut-State-of-the-smartphone.pdf
(Accessed 11.12.2019)
8.Evans, W. D., 2006. How social marketing works in health care. BMJ, , 332(7551), pp. 1207-1210.
9.Freeman, R. E. et al., 2010. Stakeholder Theory: Stakeholder theory and corporate social responsibility. (Online) 
Available at: https://cambridge.org/core/books/stakeholder-theory/stakeholder-theory-and-corporate-social-responsibility/28c25b8074b41cd208725e45e5fec820
(Accessed 11.12.2019)
10.Gibbs, S., 2018. Apple and Samsung fined for deliberately slowing down phones. (Online)
Available at: https://www.theguardian.com/technology/2018/oct/24/apple-samsung-fined-for-slowing-down-phones
(Accessed 22.12.2019)
11.Goi, C.-L., 2009. A Review of Marketing Mix: 4Ps or More?. International Journal of Marketing Studies, , 1(1), pp. 2-15.
12.IBISWorld, 2019. How will Brexit Impact the Mobile Telephone Retailers Industry?. (Online)
Available at: https://www.ibisworld.com/united-kingdom/market-research-reports/mobile-telephone-retailers-industry/
(Accessed 22.12.2019)
13.Investopedia, 2019. Stakeholder. (Online) 
Available at: https://www.investopedia.com/terms/s/stakeholder.asp
(Accessed 22.12.2019)
14.Kotler, P. & Keller, K. L., 2015. Marketing management. s.l.:Pearson.
15.Mindtools, n.d. The Ansoff Matrix. (Online) 
Available at: https://www.mindtools.com/pages/article/newTMC_90.htm
(Accessed 22.12.2019)
16.Ofcom, 2019. New measures to increase fairness for mobile customers. (Online)
Available at: https://www.ofcom.org.uk/about-ofcom/latest/media/media-releases/2019/new-measures-fairness-for-mobile-customers
(Accessed 22.12.2019)
17.ONS, 2019. Information and communication technology intensity and productivity. (Online)
Available at: https://www.ons.gov.uk/economy/economicoutputandproductivity/productivitymeasures/articles/informationandcommunicationtechnologyintensityandproductivity/2018-10-05
(Accessed 22.12.2019)
18.Patently Apple, 2019. While Apple Remains the King of Smartphones in the U.K., Huawei is Quickly Gaining Popularity and Market Share. (Online) 
Available at: https://www.patentlyapple.com/patently-apple/2019/02/while-apple-remains-the-king-of-smartphones-in-the-uk-huawei-is-quickly-gaining-popularity-and-market-share.html (Accessed 22.12.2019)
19.Samsung, n.d. What we believe. (Online) 
Available at: https://www.samsung.com/uk/aboutsamsung/vision/vision2020/
(Accessed 22.12.2019)
20.Statista, 2016. Distribution of digital technologies adoption methods by firms in the United Kingdom (UK) in 2015. (Online) 
Available at: https://www.statista.com/statistics/515524/uk-digital-technology-adoption-methods-statistic/
(Accessed 22.12.2019)
21.Statista, 2019. Mean annual household disposable income in the United Kingdom (UK) from 2000 to 2019. (Online) 
Available at: https://www.statista.com/statistics/591342/united-kingdom-uk-average-yearly-household-income/
(Accessed 22.12.2019)
22.Statista, 2019. Percentage of households with mobile phones in the United Kingdom (UK) from 1996 to 2018. (Online) 
Available at: https://www.statista.com/statistics/289167/mobile-phone-penetration-in-the-uk/ 
(Accessed 22.12.2019)
23.TCO, 2016. A new Greenpeace survey reveals demand for sustainable smartphones. (Online) 
Available at: https://tcocertified.com/news/greenpeace-survey-sustainable-smartphones/ 
(Accessed 22.12.2019)
24.White, J., 2019. Why can't Apple match its Watch dominance with the iPhone?. (Online)
Available at: https://www.wired.co.uk/article/apple-watch-iphone-innovation
(accessed 22.12.2019)




1

image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant
" University of Wales
Trinity Saint David

B




image2.jpeg
Market
Development

Diversification

Market Product

Penetration Development

Existing Productsand  New
Services.





image3.gif
Berlo's Model of Communication

Encodes Decodes

Message Channel Receiver

Communication hearing Communication

Skl Content Skl
Elements
Attitudes Treatment seeing Attitudes
Structure
Code
Knowledge touching Knowledge

smelling

Social System Social System

Culture tasting Culture

A Source encodes a message for a channel to a receiver who decodes the message:
S-M-CR Model.




