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Figure 1: LG logo
(Source: LG, 2016)
This portfolio critically evaluates the marketing methods that failed the 2016 modular premium mobile LG G5. The G5 used the “Magic Slot” mechanism for swappable parts to distinguish itself from iPhone and Galaxy competitors. Usability issues, ecosystem support issues, and imprecise value communication kept mainstream customers from buying the device despite its technological innovation. This study analyses STDP, the marketing mix (7Ps), and product failure implications to determine how LG's misaligned product design, pricing, promotion, distribution, and brand positioning caused its commercial underperformance, declining market share, and 2021 smartphone market exit.
[bookmark: _Toc206001999]Element 1: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis
[bookmark: _Toc206002000]Segmentation 
Demographic and Geographic Segmentation: LG targeted tech-savvy individuals aged 20-40 in developed areas including North America, Western Europe, and Asia with the G5 in 2016. Putri et al. (2025) found that these people were thought to be able to afford a luxury smartphone like Apple and Samsung. LG expected this group's interest in technology to lead to modular smartphone interest. However, this demographic targeting overestimated modularity's universal appeal and underestimated mainstream customers' preference for ease, seamless integration, and brand familiarity.
Psychographic Segmentation: LG categorised its audience by invention, tinkering, and performance modification. Rogers' Diffusion of Innovations theory describes early adopters as driven by new technology and market differentiation, reflecting this psychographic profile (Ho, 2021). LG advertised camera grips and enhanced audio units for device management. However, this small smartphone population wasn't enough to sustain a mass-market offering.
Behavioral Segmentation: LG targeted Android “modders,” early adopters, and power users who want new features and can handle complexity. Modularity could boost brand loyalty with add-ons. The behavioural categorisation neglected the fact that such customers are rare and hard to target on expensive cellphones. Most purchasers value camera, battery, and construction over detachable modules.
Although the segmentation approach met STP requirements of measurability, substantiality, and actionability, misjudging segment size and accessibility hindered its deployment. The innovation-focused niche was too small for global expansion and premium pricing. LG's global retail partners failed to explain modularity, decreasing sector reach. LG's 2021 smartphone withdrawal and G5's commercial underperformance were owing to this sector characteristics-go-to-market execution mismatch.
[bookmark: _Toc206002001]Targeting
LG marketed the G5 to tech-savvy early adopters aged 20-40 in rich nations. This group maybe appreciated modular and customisable tech. However, while the product concept resonated with this niche, Apalkova et al. (2021) found that the chosen market was too narrow to sustain the scale of production, distribution, and marketing investment required for a global flagship smartphone launch. LG implemented mass-market flagship approach despite its tight emphasis. At the same price as Samsung's Galaxy S7 and Apple's iPhone 6S, the G5 seemed to compete in mainstream premium. The unique selling idea of module updates needs skilled sales support and presentation. Retail displays and distribution networks reached many people. No incentives or technical expertise existed for retailers and network providers to explain or demonstrate modular design. This mismatch between targeting and go-to-market undermined the product's appeal to specialised and premium consumers.
STP's main issue was the execution strategy's mismatch with the target market. Molina and Rajagopal (2023) argue that targeting a small, innovation-driven niche with mass-market approaches violated the fit principle, which requires targeting decisions to match distribution channels, promotional material, and value communication. Due to extensive advertising efforts, the general audience had high learning costs and usability difficulties, while the specialised community felt underserved in ecosystem support and product refinement.
[bookmark: _Toc206002002]Differentiation
The LG G5's key selling feature was its modular "Magic Slot," which let buyers switch camera grips and audio modules. This tactic positioned the phone as a customisable and upgradeable smartphone to offer it an edge over competitors. Tanveer et al. (2023) note that this hardware-based differentiation from other premium smartphones linked to product innovation. However, module connector instability, dependability issues, and the need to power down the phone before swapping modules nullified the benefits. Modularity offered flexibility but had performance drawbacks. Physically detaching components lowered device robustness, increased part wear, and provided aesthetic compromises including visible seams and less elegant finishes than unibody designs. 
Samsung and Apple differentiated on integrated user experiences, superior camera pipelines, and ecosystem lock-in over the same launch window, making them easier to evaluate at the purchase. These businesses distinguished themselves with software-hardware synergy and consistent product ecosystems. LG's modularity didn't work without explanation, demonstration, and further purchases, giving it a retail perception disadvantage. Triet and Rangaraju (2024) argue that LG's mobile revenues and unit shipments declined after G5's debut due to its failure to maintain its differentiating advantage. Industry reports ascribed this decline to the G5's underperformance as consumer acceptance fell short and modularity failed to progress.
[bookmark: _Toc206002003]Positioning
LG marketed the G5 as a premium flagship and modular innovation, trying to distinguish out in the smartphone industry. The message promised a better user experience with removable modules. Dual placement creates a perceived conflict. Tech enthusiasts found the modular system inadequate owing to its restricted module range, poor third-party support, and slow ecosystem expansion. Mainstream customers saw the notion as dangerous and complicated, contrary to the category's traditional view of flagship gadgets as sleek, sealed, and straightforward (Gooberman, 2018). In luxury smartphones, positioning must address functional and emotional reasons. Over numerous product generations, Apple and Samsung established their brands on durability, ecosystems, and aspirational design. LG G5 is inconsistent. Flagship customers anticipated “premium convenience” but the modular feature made replacing components difficult. This disparity eroded trust in the innovation-seeking audience and mainstream market. 
LG's global smartphone market share fell to 2% by 2020 owing to its inability to create a defensible perceptual space (Reuters, 2021). The G5's poor acceptance indicated that the brand's positioning didn't engage any segment enough to boost sales. LG's 2021 smartphone pullout showed it lacked sustainability and differentiation to compete in a mature, brand-loyal market.
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Figure 2: Positioning map
(Source: Author’s creation)
The positioning map shows LG G5 with high product innovation but low ease of use, while Apple iPhone and Samsung Galaxy combine high innovation with high usability. Modular niche brands rank lower in innovation and ease, highlighting LG’s strategic gap in mainstream appeal. 
[bookmark: _Toc206002004]Element 2: Critically analyse the 7Ps
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Figure 3: LG G5 product and its features
(Source: LG, 2016)
The 2016 LG G5, a premium modular smartphone, included a “Magic Slot” technology that let users to connect swappable components including a camera grip, upgraded audio modules, and longer battery packs. This method allowed customers hardware flexibility not found in popular smartphones to enable functional innovation. Implementation has serious practical constraints. Kang (2016) found that swapping modules required powering down the device, reducing use, and seams on the phone detracted from premium looks. The notion appealed to computer enthusiasts and early adopters, but it didn't catch on with customers who appreciate simplicity, reliability, and polished design, like Apple's iPhone and Samsung's Galaxy S series. Product design did not meet mainstream buyer standards, impeding uptake. The G5's innovation was short-lived without a robust supporting ecosystem and a long-term modular strategy, contributing to LG's declining smartphone sales and 2021 retirement.
[bookmark: _Toc206002006]Price
Despite its unique appeal, LG priced the G5 comparable to the Samsung Galaxy S7 and Apple iPhone 6S. Parity pricing produced a value gap because most customers didn't comprehend or benefit from the G5's modular idea. Mäntymäki et al. (2019) note that premiums operate best with clear advantages, according to perceived value pricing. The Galaxy S7 had water resistance and a wonderful camera, the iPhone had a seamless ecosystem and brand prestige, but the G5's unique features needed explanation and supplementary modules. This technique turned off price-conscious customers and failed to attract status-driven buyers who connect higher costs with luxury or performance. A penetration pricing plan that discounted the G5 to encourage trial and adoption may have reduced early adopter barriers and increased market momentum. 
[bookmark: _Toc206002007]Place (Distribution)
LG marketed the G5 through key mobile carriers, online platforms, and electronics stores in North America, Europe, and Asia using its global distribution network (Ibrahim, 2016). Strong market availability was ensured. This distribution approach did not fit the G5's modular “Magic Slot” mechanism, its USP. Many retail partners lacked the product expertise, training, or incentives to demonstrate the G5's modular features. Without experience, marketing was less successful at selling. Instead, Straker and Wrigley (2016) illustrate that Apple and Samsung spend extensively in immersive retail experiences like Apple Stores and Samsung Experience Zones, where trained staff lead interactive product presentations. LG failed to replicate such experiential engagement, therefore most users perceived the G5's differentiation as abstract. Thus, potential customers preferred industry leaders' simpler, better-known solutions. Distribution channels must ensure availability and provide an engaging atmosphere to transform complex features into customer value when marketing new items.
[bookmark: _Toc206002008]Promotion
LG marketed the G5 as a symbol of creativity and innovation with “Life’s Good When You Play More.” This amusing advertising campaign fails to clarify the phone's modular “Magic Slot” system's benefits. According to Integrated Marketing Communication (IMC) principles, high-involvement and technologically advanced products need clear, informative, and engaging communication to help clients understand their features (Gupta, 2022). Samsung and rivals promoted straightforward value propositions with real waterproofing demos and low-light photography tests. LG's abstract patterns made purchasers doubt modularity's practicality. This reduced contact, especially among mainstream buyers unfamiliar with modular technology. The company wasted opportunities to develop reputation and educate target consumers via influencers, tech reviews, and online communities. A gap occurred between brand positioning and customer perception. 
[bookmark: _Toc206002009]People
LG classified internal teams, retail personnel, and development partners as “People” in their G5 marketing mix, adding value to the device. Sales staff training at carrier stores and electronics retailers was severely lacking. Few staff members could discuss or demonstrate the modular “Magic Slot” system's unique features, leaving buyers unaware of its full potential. This frontline knowledge gap hindered LG's differentiation. Another concern was the underdeveloped developer environment, important to G5. In contrast, Caminade and Borck (2023) note that Apple's App Store support innovation and consumer trust through incentives, technical help, and marketing. Service marketing quality depends on people. In a competitive flagship market, the G5's human aspect did not boost customer comprehension or confidence, leading in low adoption, word-of-mouth, and repeat buy intent.
[bookmark: _Toc206002010]Process
The LG G5's modular "Magic Slot" makes operation challenging. Users had to shut down, unhook the base, remove the battery, and manually install the module before restarting the phone to change modules. This multi-step process contrasts with plug-and-play consumer gadgets like flagship cellphones. da Silva and Cardoso (2024) state that service blueprinting indicates that complexity slows down a key usage point, compromising the customer experience. User experience was further harmed by after-sales service. In some markets, accessory supply chains were so constrained that getting extra modules or replacements took a lengthy time. This hindered recurrent purchases and subverted modularity. 
[bookmark: _Toc206002011]Physical Evidence
The LG G5's metallic body and modular foundation were meant to represent innovation, unlike unibody smartphones. However, conspicuous seams and removable components suggested fragility, compromising durability. Before buying a high-end smartphone, users generally evaluate aesthetics, build quality, and tactile sensation. The iPhone 6S and Samsung Galaxy S7 used seamless unibody construction, precise detailing, and a design language associated with long-term durability and luxury to market themselves as premium. The G5's materials were similar to previous flagships, but its appearance and experience were lacking. In-store LG displays and packaging didn't add premiumness either. Apple's synchronised unwrapping and Samsung's immersive display settings were more impressive than LG's. This absence of physical proof hurt the G5's brand and competitiveness.
The G5's marketing mix repeatedly mismatches market demands across numerous Ps. The concept was innovative, but it lacked ecosystem depth and execution finesse to appeal to broad or enthusiast audiences. Pricing ignored perceived value gaps, distribution missed high-touch demonstrations, promotion under-communicated key benefits, people and processes didn't support adoption learning, and physical evidence fell short of premium benchmarks. 
[bookmark: _Toc206002012]Element 3: Product failure implications and company’s performance
[bookmark: _Toc206002013]Impact of Marketing Strategies on Product Failure
The LG G5 failed because its marketing methods didn't match market realities and customer expectations. Modular innovation was the product's bold posture, but communication, price, and distribution failed to support it. Kwon et al. (2020) found that LG tried to compete with major flagships like the iPhone 6S and Samsung Galaxy instead of using its unique approach to cultivate a dedicated niche fanbase. This put the G5 in a competitive category without similar quick value, reducing its attractiveness. Due of the restricted accessory selection and arduous use, modularity was technically novel but not consumer-friendly. The pricing structure made things worse because flagship-level expenses didn't match universal benefits. LG's distribution through regular retail channels failed to provide the immersive, hands-on experience needed to illustrate the product's modularity. Creatively themed promotional initiatives lacked clarity to teach customers about modularity's importance, especially in a market where innovation must be new and readily relevant. 
[bookmark: _Toc206002014]Specific Outcomes: Sales, Market Share, and Brand Reputation
The G5's poor performance on the market has serious financial ramifications. Despite the global introduction of its flagship invention, LG's mobile division saw decreased sales in its launch year. Industry reports blamed sluggish G5 uptake, with certain areas exhibiting early sales enthusiasm that halted as word-of-mouth and reviews highlighted usability and ecosystem issues. 
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Figure 4: LG's global market share 
(Source: Statista, 2021)
Moreover, LG's global market share fell to low single digits as Huawei and Xiaomi gained popularity. Counterpoint Research estimates the company shipped 24.7 million devices in 2020, a 1.9 percent market share (Statista, 2021). LG's product pipeline and finances were also affected by the G5's failure. Modular technology research, development, and marketing were expensive. These expenditures were not covered by high sales volumes or accessory purchases due to low consumer demand. Due to poor acceptance and third-party developer engagement, the “Friends” ecosystem, which was supposed to generate income via module purchases, failed. Wall Street Journal (2016) reported that LG lost brand equity owing to the G5's smartphone shortcomings. LG had previously made competitive devices with attractive value propositions, but the G5 showed the corporation as a risk-taker that failed. This perception eroded customer trust and made LG products less successful, even after fixing the G5's problems. This reputation loss helped competitors dominate premium and mid-tier markets.
[bookmark: _Toc206002015]Long-Term Strategic Consequences
Poor market reaction, dwindling sales, and degraded brand impression led LG to abandon the smartphone sector in 2021. Losing the G5 signalled to the market and LG's internal stakeholders that the business lacked the strategic alignment to stably compete in the flagship sector, which led to this slide. LG could not justify large investment in a decreasing and highly competitive market category without market leaders' size or consumer loyalty. The G5's success also stressed the need of marketing mix-product positioning alignment. LG's combined product development, pricing, advertising, and distribution approach didn't foster innovation. Therefore, the business failed to turn technological uniqueness into market success. Beyond LG's mobile sector, this loss shows how even well-resourced corporations can fail when marketing tactics fail to meet both functional and emotional customer decision drivers in mature, brand-loyal markets.
[bookmark: _Toc206002016]Element 4: Poster presentation
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Figure 5: Poster
(Source: Author’s creation)
[bookmark: _Toc206002017]Conclusion
LG G5 shows that innovation alone cannot ensure market success without consistent and well-aligned marketing tactics. LG's inability to connect a specialised technology notion to general customer expectations hurt acceptance, brand equity, and eventual mobile industry exit. The G5 struggled in price, promotional clarity, channel preparedness, and ecosystem development as competitors gained ground. The research emphasises integrating product difference with market demands to promote value perception throughout the marketing mix. LG's experience illustrates the strategic hazards of innovation without market integration.
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