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INTRODUCTION
With the extent of growth and development around the world, operations management is fundamental to companies in the realisation of their objectives. The management of operations extends beyond production to cost, marketing and the product itself (Slack et al, 1995) which is reflected in the logistics design, planning and delivery of goods and services. With the management of operations, companies strategise to operate more effectively, breaking market competition, determining consumer confidence, though minimising cost and resources nevertheless meeting the needs of the company and customer as well as balancing profits and stocks.
Therefore, operations management is strategically important because, first, it drives the goal of the organisation within a set period, from the point of the design structure of operations to maintaining and enhancing the system to bring about optimal quality of goods or services. This encompasses the use of defining the suitable human capital, company assets that will not be overstretched but capable to deliver on the goal of the organisation. Secondly, with operations management strategies, the output or quality of the organisation’s product or services the performance of a company can be easily evaluated thereby creating an avenue for improvement, benchmarking, reconsideration for outsourcing and even reengineering. Therefore, when the public observes increased or improved products and services it is due to the strategies employed by companies for managing their operations. Furthermore, the company’s evaluation of performance which can be generally assessed from net profit and losses determined by separating the expenditures from accrued profit is inaccurate. Yet, when the company’s turnover (gross) income is static over the years whereas those expenses derived from operating, capital, working, and administrative cost are steadily increasing, it is a poor indicator of the company’s performance- this consequently makes the five factors of performance objective critical for companies.
Operational performance objectives are described as areas of operational performance that enhance company productivity to attain its corporate strategy (Slack and Lewis, 2020). When operations managers can define the company strategy, they will build on the factors of performance objective as a means of evaluating performance output, expenditure, and consumption. With that, it is easier for the company to assess whether the projections or forecast of the company is met. Consequently, the essay will examine and compare the strategies deployed by Samsung and Apple in their operations management, both of which have evolved to be digital technologies within the telecommunication sector. 

SAMSUNG
Samsung is a digital media technology founded in 1969 based in South Korea with operations in over fifty countries around the world (Kapferer, 2012). Samsung is the manufacturer of its branded smartphones, televisions, computers, washing machines, microwaves, refrigerators, cameras, and other digital gadgets. Samsung has diversified to services such as event sponsorship (Olympic games) and construction (Samsung Business Report, 2020). Presently, Samsung’s vision is to lead the digital convergence revolution in the world with the consumers (end-users) all over the world. Samsung’s strategy is to maximise the weakness of rival companies to gain an edge. As a result, Samsung has developed high-quality components to enhance the capacity and density of its products (Samsung Business Report, 2020).

APPLE
Apple, an American company was established in 1976 with its headquarters in California manufactures smartphones, tablets computers, wearables, and accessories as well as trades in other related as well as cloud services. Although Apple has introduced a number of products that are said to be very remarkable, Apple’s strategy is to maintain a lead in consumer electronics to specifically meet the need of the targeted population. Furthermore, Apple in diversifying operates through geographical segment which is mainly based on continents (Forbes, 2021). 

SAMSUNG & APPLE
Samsung and Apple have adopted similar operational strategies in the management of their companies although the two different strategies towards their pattern of market competition even as the companies operate on an international scale. This supports the point that strategic operations management is fundamental to affect the potentials within the global market (Barnes, 2008). While in deriving their performance objectives, the companies have emphasised three aspects- quality, dependability, and cost which the essay will be later highlighted interchangeably.
Neely states that there are five performance objectives; quality, speed, dependability, flexibility, and cost (Neely, 2007), although they are internal and external influences, cost nevertheless impacts all the others. Additionally, the performance objectives are generic factors that may mean different expectations to customers depending on the nature of the operation (Slack & Lewis, 2002:43). 

BACKGROUND

Firstly, quality means the specification, conformance, appropriateness, and consistency in performance defining whether the expectation of clients or customers is met. However, the quality customers expect of goods or services is subjective to the nature of service it renders which may require good customer ship, product specification, reliability, finesse, and timeliness. What can be implied as ‘fit for purpose’ therefore, when quality is maintained, externally it exerts influence on clients or customer satisfaction while internally the company enjoys the dependability and cost is reduces since improvement which would have incurred more cost is not required. 
Over two decades, Samsung has endeavoured through extensive research to develop high-quality components to enhance the capacity and density of their products. As a result of the enhancement of the quality and variety, there has been a strong growth as expected and the expansion of their foundry customer base (Business Report, 2020).

Secondly, Speed is a company’s ability to render and deliver such services to the customers in an ‘actual’ timely manner (Slack & Lewis, 2008). Thirdly, to complement cost, dependability is a very crucial factor for performance objectives. The reason is that irrespective of affordability or otherwise of goods and services, the reliability of such services is paramount to its efficiency. This also applies to all spere of goods and services, therefore customers finding companies reliable and consistent in their services invariably mean monopoly of the market for the company because customers will always turn to without seeking alternatives and this creates stability for the company. Companies have tried to achieve this by placing an upper limit on delivery to work behind time to meet the expectation of customers. Fourthly, flexibility, the ability to adapt or restructure operations when it is required or necessary without it harming the company or organisation. This could be in terms of delivery, productivity output, services as well as a mix of products and services which may have the flexible range and response component (Slack and Lewis, 2002:46). Lastly, the cost- this indicates the ability of companies or organisations to engage in production or rendering goods and services at a lower operational cost (operating, capital, working cost and expenditure) which will invariably reflect on the cost customers acquire the products or services. As a result, the cost that is passed on to customers means the cost incurred by operations management in the course of production. This is notwithstanding, companies would want to always keep prices low yet make profits since the low cost is universally attractive. 

To compare, Samsung is observed to employ the ‘red ocean strategy,’ thereby observing competitors, their weaknesses and building on such weaknesses (Chandrakala & Devaru, 2013). Consequently, Samsung will simultaneously release a variety of their productions to the open market. Even though Samsung operations are centralised, it promotes the channel of distribution through media advertisement and has also succeeded in integrating its distribution to the retailers to reduce the channels and length of reaching the end-users promptly (Kapferer, 2012:342). 
Samsung aims at market share success as a result it has a remarkable turnaround from a brand few people wanted to buy 20 years ago which has become one of the most product categories of consumer electronics (Kapferer, 2012:49).  
However, this is because of the appeal by its value for money and technological innovations while ensuring a low-cost strategy. The low-cost strategy helps to reduce Samsung’s cost of products and because Samsung engages a cost leadership scheme, the company relies on the use of vertical integration (which is a means of controlling the production chain) of whatever is produced within its facilities which reduces the chances of outsourcing some of its processes thereby maintain the cost of products (NRCC, 2000; Shank & Govindarajan, 1993). 

For example, Samsung can build components of all of its products in different entities still yet within Samsung. This also helps Samsung differentiate and restore its used product to maintain a competitive market for its products especially with smartphones (Vergara, 2012). Samsung's Omnia and Wave evidence indicate that the leadership and differentiation strategies increase the company's profit and in attaining higher market share. Furthermore, Samsung encouraged research activities for product development and basic technological research.
Conversely, Apple engages the blue ocean strategy as a strategy to compete and outrun rivals, therefore using this strategy, will deliberately avoid flooding the markets by innovating unique products (Buisson & Silberzahn, 2010). In addition, to ensure Apple maintains a lead in the market competition, Apple enhances its products by adding features that will easily appeal to its consumers. A typical example is iMac brought about the introduction of iTunes and iPods because the products faced tough competition, Apple re-introduced iTunes this time with Music Stores and later to the iPhone model which availed affordable digital music to consumers as well as the multitouch user interface thereby increasing their customer base (Ryan & Jones, 2021). This automatically increased Apple market share (Kapferer, 2012), and to take control of the smartphone market, Apple launched the App Store. Similarly, as a competitive strategy, Apple through their research and development which Apple is leading in digital innovations that influence the understanding that smartphones would often require an upgrade which meant customers insatiable want of smartphones with enhanced features. Since Apple diversified to research and development, the effort brought about launched iPad to redefine the utility of portable devices which is made easy and simple to bolster customer experience. As part of its differentiation strategy, Apple innovates high-end technology to distinguish their products which makes it outstanding and help it to retain the lead in term of the quality of their products. In addition, Apple is geared towards expanding its market reach to everyone rather than a single market segment (Franck & Peitz, 2019). 

As a result, the strategic approaches of the red and blue oceans have been reflected in their operations management. Because Samsung relies on swiftly following rival companies to compete what is inferred as being great at learning from Samsung’s competitors (Nisen, 2013). Although this has brought on civil litigations from a rival, Apple, the company alleged Samsung stole its design, change the design to Galaxy s4 smartphone, produced the products and swiftly sold into the market. Besides Samsung's fast release to retain the leadership position in the market, this brought in huge profits from the increased sales. Samsung will generally invest an enormous sum of money to market their new products (Yetan et al, 2014) which is evidenced by their adverts of products. For instance, in 2012 Samsung spent about USD 401 million to advertise android products (Nisen, 2013). Furthermore, as earlier mentioned, Samsung is diversified to maximise its numerous technologies to outwit competitors, the effect is that Samsung through this means compel low-cost pricing comparable to other competitors (Chen & Ann, 2016). 

Whereas Apple though cautious in spending on new technologies dwells on pricing and marketing as a competitive strategy and extends its remarkable effort towards maintaining a high reputation to be a force in the global market. Apple’s reputation has placed the company visible in the global market which also has a consistently growing customer base. Apple’s generic strategy is designed based on Porter’s model which is according to Apple’s intensive growth strategies (Ximenes & Sanz, 2014) which has contributed to Apple’s accomplishments. The strategy focuses on market penetration, development and inventing new products for customers (Slack et al, 2016). It, therefore, means that Apple may even invent products to meet the needs of new customers which was reflected in the production of the iPod (Briggle, 2013) which successfully sold asides Apple’s other products. Meanwhile, because Apple purchases some of its chips that will invariably increase the operational cost, comparatively the company sells its products at a higher price (Suematsu, 2014).

Holistically, this shows how Samsung and Apple are on a different path but are towards competing in the global market. It may be argued that Apple is not favourably disposed of as much as Samsung’s lead. Apple is more engaged in developing the existing products rather than creating new products (Gustin, 2013) as such Apple invest huge sums to innovate the new products which impact the slow pace of product releases in the market. This is viewed as a challenge since customers are impatient and are likely to be attracted to other similar products which are fast in featuring new technologies (Kelton et al, 2014). Nevertheless, Apple has also built a broad base of customers that are reasonably loyal to their brand despite minimal changes in their products. Travlos gives an instance of the slight modification from iPhone 4 to iPhone 5 (Travlos, 2012) however, Entner also states that research indicates that 92% of Apple consumers trust their products (Entner, 2010). To bring a different experience to their customers, Apple is moving away from relying on other companies producing some of the components towards Apple producing components itself to also reduce operational costs.
Conversely, because Samsung takes advantage of the weakness of their rivals, it would delay production until a contender releases their products into the market, having observed the weakness in the product, Samsung will then produce to improve on that company’s product (Kang et al, 2013). Although, this measure may seem Samsung trying to save cost especially on research, yet Samsung has invested even more capital in research which is reflected in their leading role in the innovation of new technologies and not as a copycat (Kang et al, 2016). As such, Samsung is dependable when it comes to producing new and distinguished products and at reasonable pricing.

CONCLUSION
In summary, it can be stated that Samsung and Apple have a strategic, operational, and tactical approach in addressing the needs of their companies, they have ultimately different management strategies towards product differentiation and cost. While Samsung competes on improving products that are currently in use but focuses on low-cost pricing (Red Ocean approach), Apple is based on creating demand for products newly invented (Blue Ocean approach) thereby revolutionising the electronic market while giving it a competitive advantage. However, it is important that the customer market is vast and can never be saturated by a particular brand, individual seeks what exactly suits their needs and are ready to take option despite the cost. As a result, the essay recommends the need to focus on quality, dependability, and cost. In addition, the red or blue approaches continue to threaten issues of market competition, rate of production that may impact on the quality of products, and the possibility of more civil litigations which Samsung and Apple can avoid by concentrating on their research and development of new technologies.
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