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Introduction

A successful business is the balance that satisfies the achieved performance of a particular enterprise and the satisfaction for the purchased good or service from the consumer. Marketing is one of the means to achieve this result. Steps to gain the attention of future customers and make marketing strategies to hold the attention of already acquired ones is an integral part of the tasks that each business faces to be effective.
In the upcoming essay, we will look at the importance and stages of marketing, including the role of the marketing mix. To get the answers we want, we'll do SWOT analysis and Porter's Five Forces. A visual example in the current development, we chose to be a Samsung company – a perfect example to analyze closely.


Marketing 

	By its very nature, marketing is a process of planning and implementing strategies, pricing, promotion and distribution of ideas, goods and services using an exchange to meet the goals of individual customers and organizations. 
The main directions that marketing conducts are:
· Meeting the needs of customers; 
· Market segmentation and product positioning; 
· Providing advantages to customers;
It is with such consistency and ingenuity that the company we are reviewed has undertaken – Samsung.

About Samsung
Samsung is of South Korean origin, which is one of the world's leading electronic giants with affiliates around the world. It manages to maintain its leadership positions in the market with innovative and customer-oriented products. Her efforts are fully focused on developing innovative products that provide maximum convenience to the user and make his life easier.
It is important in the formation of a company to create a common company policy that covers company principles shared by all stakeholders. The creation of specific characteristics with which the company can gain a business identity that dictates the guidelines of behavior inside and outside the company. This is why the formation of clear and distinct: mission, vision, objectives and strategies of the company are of particular importance.

Vission of Samsung: 
	“Inspire the World, Create the Future” – the message the company wanted to be known for. Samsung has always sought to develop products that look to future development.

Mission of Samsung: 
The company's mission is to inspire the world with new technologies, products and designs that enrich people's lives and contribute a socially and responsible future.
Objectives:
The company's objectives are in two directions:
· Quantitative targets: 
· taking first position in the global IT industry;
· Top 5 global sales;
· about $400 billion in sales;
· Qualitative objectives:
· To maintain the prestige of a respected and innovative company
· Be in it 10 as the best workplace in the world; 
· A global corporation attracting the world's talent; 
· Leader building new markets;

Samsung’s Strategy:
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Marketing Processes 

	In order to build good marketing it is necessary to observe logical consistency at the stages of market activity in the company. From consumer analysis to product production. Thus, the marketing process is formed, which in turn includes the following stages:

· Examination and analysis of the environment;
· Building a marketing strategy;
· Organization, management, implementation and control of marketing activities;
· Marketing mix, which the company builds through tactical planning using the 4 market tools to produce the desired reaction:
· Price;
· Product;
· Place;
· Promotion;
                                                                            Principles of Marketing (2017)
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Porter’s Five Forces Analysis

To understand what the competitive environment is and how it affects Samsung's profitability and profitability, we'll look at Potter's Five Competitive Forces. Through this analysis, we will understand which factors would affect the organization as a result of the competitive industry.
· Suppliers’ Power – they play an important role in the business environment. Therefore, it is important that businesses have good relationships with their suppliers. The strength of the suppliers comes from its uniqueness, that is, the more replaceable, the weaker it is as an influencing factor on the organization. But in Samsung's case, patents are built for its components, so the power of the supplier is great.
· Buyers power – the most driving force in any business is the buyer. Therefore, it also plays an essential role in building a marketing strategy. Of great importance is the behavior of the buyer and when and how he buys. In this regard, Samsung can afford changes, as it has already built loyal customers, as the company has a great history, and the brand itself has proven itself over time to be reliable for its audience. This allows to some extent the brand to impose trends, but not freely enough, as their competitors can influence the moods of their customers.
· Threat of substitution – these are products that are similar to the product offered by the organisation. The more substitutes there are in the market, the greater the threat impact. One of the factors that can affect is the price and range in which it may vary. In recent years, a threat in this type of sector has been the tendency of buyers to shift to electronics that meet and comply with environmental criteria.
· Competitive rivalry – this is the greatest threat to any organisation. Competition depends on the type of markets. The more saturated a market is from rivalry, the greater the danger, since the fight is for the same customers. In samsung's sector, most brands are established and over time a code of conduct has been created that shows friendly attitudes and discipline in competition.
· Threat of new entry – the easier it is to enter a market, the greater the danger for existing organizations in the sector. In the electronic sector it is extremely difficult (even almost impossible) to enter the market, as financial investments are very large, and for this to be successful, customers must be offered very good product reliability, design and long life.

With its many years of experience, success and built trust in its customers, the company has reached maturity. The company's focus is not so much on growth, but on achieving larger market shares. The main products that Samsung already produces have an established reputation, which guarantees greater peace of mind in its development.


SWOT Analysis
 
	In order for a management to work effectively and to be able to develop the right projects, an algorithm is needed to get to know the situation. As for developing a strategy, SWOT analysis can also be used to self-evaluate the personal and professional successes of the enterprise. It can also be used for competitive intelligence. In our case, Samsung's SWOT analysis is:


· S (strengths):
· Focus aimed at the customer; 
· A large range of customer mass, since the electronics that Samsung produces is mainly aimed at the youth audience; 
· The production is also aimed at high-end innovative products, which in turn holds great interest from the customer base;
· Extensive self-production of any kind of technique, which leads to dominance over competition;
· W (weaknesses):
· Promotional activities for electronics, which makes Samsung and cost quite expensive; 
· In recent years, there has been a slight lack of innovation, as there has been a decline in demand for products; 
· A drop in semiconductor sales. The reason for this is the decline in revenues throughout the semiconductor segment; 
· Dependence on the market in the United States. This is because the largest market share in sales occupies exactly the US and in the event of possible volatility in this market will have an impact on the company's revenues; 
· Shrunk market share in China. Relatively weak are the positions of one of the largest smartphone markets - China. Local brands there are market leaders - Huawei, Vivo, Xiaomi and others. After 2019. Samsung's percentage ratio for smartphone sales falls about 1%;
· O (Opportunities):
· The advantage at Samsung's disposal is the production of microchips and semiconductors; 
· The company should focus on its performance in the Chinese market, as the smartphone trade is large; 
· Wider dissemination of digital marketing and distribution of marketing on social networks;

· T (Threat):
· The biggest threat to Samsung is competition. In order to maintain its place in the market, Samsung needs to plan its development strategically well; 
· Competition for smartphones is fierce, with the biggest threat in the face of Apple as well as Chinese brands such as Huawei. The pressure of competition makes the costs greater – for marketing as well as research studies; 
· The impact of Covid-19 – in addition to the disrupted supplies, the virus also affects the sales themselves. The impaired economic situation of individual countries affects sales in many sectors;

Conclusion
 
The success the company makes is based on the agility and speed with which it copes. A disadvantage turns out to be innovation, which would lead to big losses. The growth of the market is relatively low, but the market share is considered to be high. The company remains one of the leaders in the production of mobile devices, which brings her a lot of profit. The good thing is that the company does not have to invest too much to expand the market, as the company is an established brand in the global world and is quite well recognizable.
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