













Name: Jankiben Barot 
Student number :2129594
Module: LCMB7001
Lecturer: Tushara Balendran
Course: MBA General Management
Marketing Management Assignment 1

A study on Marketing Management of Samsung Company
[bookmark: _h22eiza2r17m]

[bookmark: _xu72i8bu8eih]Table of Contents

1. Introduction	3
2. Analysis and Discussion	5
2.1 Challenges faced by Samsung	5
2.2 Marketing Strategies for Brand Awareness	7
2.3 Management and evaluation of customers journey	8
2.4 The Samsung Company pre-purchase, purchase and post purchase stages	9
2.5 The phase of customer journey	10
3. Conclusion	12
4. Recommendations of new customer touch points	12
References	13



[bookmark: _Toc]1. Introduction
The Samsung company is a South Korean company that was originally initiated as a store of grocery trading in the year 1938. Furthermore, the company transferred into the electronic Organization in the year 1969 (Zulkapli, 2022). The first product of the sanction company was an electronic product that was black and white color television. Currently, Samsung is one of the biggest manufacturing companies in the world. The Samsung company usually manufactures television commerce Smartphones and memory chips for its customers in the market. The company is the best company in the world, because the company is mainly known for the best quality Android phones that are manufactured by the company for its customers. The company has the best stable softwares, good camera phones of the products, durability of the product, and reliability of the products. These are the most important aspects and main plus points for the Samsung company entirely (Zulkapli, 2022). 
The company has its major core values that includes change, people, integrity, excellence and co-prosperity. The company used to perform its function and operation as per its core values and the company used to set different marketing strategies for its success and growth in the competitive market. On the other hand the marketing strategy of the Samsung company is mainly focused on creating new best innovative products and services that are highly supported by the solid promotion campaigns and branding. Marketing strategies are highly important for the Samsung company to promote its new innovative products in the market before its competitors (Tien et al., 2019). So that the company can easily attract more customers towards the business of Samsung. This will result in high sales revenue and profit of the company. This will also provide a competitive advantage to the company. As the Samsung company is a Smartphone maker. So the company makes numerous elements that straightly go into these smartphones which are made by the company by providing it a cost advantage. It also further permits it to be more flexible and contents of what is produced and when it should be produced (Tien et al., 2019). 
It is highly important to maximize the satisfaction of the customers. This is because customers are the main factors of the company that can easily increase the gross profit and sales of the company in a particular year. So the company should set its marketing strategies according to the customers Expectations and demands in the market. The company should focus on some touch points that will help to gain more customer satisfaction (Haizar et al., 2022). From the digital display and smart advertisement technology to the tablets, Smartphones and wearables of Samsung it has the best technology that is more flexible, secure and reliable. Previously, Samsung has created a solid ecosystem of partners around the space of retail innovative technology. So that the company can easily deliver the best solution that helps in optimizing the operations and functions of the stores and can also drive revenue. The company should adapt new ways of addressing and meeting the demands of the stakeholders and should make necessary changes in the service and product which are offered by the company (Haizar et al., 2020). 
The owner of the company has introduced a new competitive strategy with the objective of creating and marketing its innovative products and the company also creates an image of Samsung as a high quality brand with a premium price. The reason behind setting a marketing strategy of Samsung is to create a unique position by using the innovative technology in designing the products of the company to a younger customer. The company usually chooses to invest in technology innovation as well as research and development. The company achieves competitive advantage by its innovation. Samsung is highly emphasized on product design and development (Tien et al., 2019).. 
On the other hand, marketing strategies help in spreading the awareness of the customer's journey by promoting its products, and best advertisement techniques. It will lead to promoting the products in the market. So that the customers can easily find the products through advertisement. Marketing strategies will result in attracting more customers towards the business of Samsung.  Marketing strategy leads to increase the Awareness of the customer journey by promoting the product to the customer so that the customers can easily know the products of Samsung. This will lead to maintaining the trust of the customer. The company can easily retain the customer to the business (Haizar et al., 2022).
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The company is experiencing many challenges while operating in the crowded and competitive marketplace. The challenges include such as globalization, changing business environment, rise in digitalization, increasing awareness of brand, and competitiveness, managing reputation, information management, and rising customers expectations. Here is the clear explanation of the challenges that are being faced by Samsung. 
1. Globalization
Globalization challenges are faced by the Samsung company in the beginning. The initiation of Electronics in the firm resulted in the significant globalization influence of the business. Initially the company has faced a challenge of advancement of Technology globally. Globalization influences the performance and growth of the Samsung company.  It is the most critical factor that created the shape of the business. The company faced the challenge of differentiating its products globally to meet or address the demands of the consumers in the Global market. There are many technologies that have come globally but the Samsung company has faced challenges while adapting those technologies effectively (Boiko et al., 2020). 
2. Changing business environment
Changes in the business environment is another challenge that is faced by the company. This is because the business market is dynamic in nature. So the demand and supply of the product can be changed according to the changes in the business market environment. So the Samsung company is facing a problem in adopting the changes effectively in the business. The Trends and Technology in the business market environment keeps on changing according to the time. So it is a big challenge that is faced by the company and it causes problems in adapting technology and new trends in the business of Samsung. This will lead to losing the customer percentage in the company (Boiko et al., 2020). 
3. Rise in digitalization
Nowadays digitalisation has increased in the world. As every company is transforming digitally to provide better facilities and more options regarding shopping to the customers. Samsung is also facing the challenge and problem in its digitisation (Lee et al., 2020). As the company has a lack of Change management strategy, difficult technology and software applications,  facing a problem in adapting new processes and tools,  and the company has employees who lack of proper IT skills. And the customers in the market also want the products and services digitally, so it is a challenge for the company to have a proper digitalisation of its functions and operations (Lee et al., 2020).
4. Competitiveness 
As competition in this competitive market is highly increasing day by day. So Samsung is also facing a challenge of competitiveness. The company also has its competitors such as Apple and Amazon who have good reputation in the market and gained customer trust and satisfaction. This challenge is the biggest challenge that is faced by the company. For this the company should maintain its good image in the competitive market for increasing the profit and growth of the company. There are competitors in the market who are constantly focusing on increasing their values in the marketplace. So that the company should remain in the marketplace with a good image in front of customers (Lee et al., 2020). 
5. Rising customers expectations 
In the marketplace there are increasing expectations of the customers for the products of the company. Customers expect more features in the products of the Samsung company. The expectations of the customers are increasing according to the time and the trends in the market. Customers want more best quality products, durability, reliability, and reasonable price of the products of the company (Yasa, 2021). So, this is a challenge the company is experiencing in its business. As the company is not able to fulfill the expectations of the customers so frequently, it causes a problem for the company in fulfilling the expectations of the customers. If the customers' expectations are not fulfilled, then it will result in losing the amount of customers in the business. So, the company should focus on fulfilling and meeting the expectations of the customers. Previously, the company was facing a challenge in meeting the expectations of the company and it was not able to fully address the expectations on time (Yasa, 2021). 
6. Managing reputation 
Managing the reputation of the company is another challenge that is experienced by the Samsung company. It is highly important for the company to make its good image in the competitive marketplace. So that the company can attract more customers and can get better success and growth opportunities in the future. It is the major concern of the company to manage its reputation in the business market environment. So that the company can easily compete with its competitors and can achieve a comparative advantage in the competitive market. So it can be a challenge that is faced by the company wealth performing its operations and functions of its business (Yasa, 2021).
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Brand awareness is the most important factor that represents the level of recognition of a service, product, brand among the customers in the market. Brand awareness is highly important for the company because it helps the company to reach the target audience and can easily enhance or improve the outreach of marketing. There are some main ways that can be used by Samsung for its marketing strategies to raise the brand awareness in the competitive market (Elaydi, 2018).
1. Samsung can use media listening for raising the brand awareness as a marketing strategy. It is highly important to provide the awareness of what the target audience expects from the brand of the company. The company should focus on creating long lasting relationships with its customers and this will help the company or its brand to thrive in a competitive market (Elaydi, 2018). 
2. Another marketing strategy for Samsung is that the company should build the awareness of its brand on the social media platform. This generation almost everyone is using social media platforms on a regular basis. The social media platforms are such as Instagram, Facebook, Twitter, and Snapchat. The most influencing social media platform is Instagram. It is a big market for the company to build the awareness of its brand and it will help to target most of the audience and customers of Samsung (Makrides et al., 2020).
3. Also, Samsung can use the marketing strategy of testimonials of customers. It is a great way to spread the awareness of its brand effectively to the target audience in the competitive market. It will help the company in establishing its credibility as a brand or product in a market. Customer testimonials usually drive the sales of the company. This will attract more customers to the business as reading other success feedback further makes other people satisfied with the product of the company (Makride et al., 2020). 
4. Marketing strategy for the Samsung company is that the company can implement remarketing campaigns of remarketing. January known as paid marketing companions where the target audience of the company has already visited the website of Samsung but the target audience left it before converting. It is the best approach for the brand awareness of Samsung. It is very easy to raise the awareness among the various people who already know about the Samsung brand (Pires et al., 2019). 
5. The company can use the marketing strategy of investing in the referral system or program for increasing the brand awareness in the market. A well established reference program can easily provide substantial or sustainable value to the company and can easily boost the recognition of its brand. In the referral program of the company, the existing customer or other people who are influenced by the company can easily encourage other people to buy the product of the company. After making other people buy or purchase the products of the company, then that person is paid with the commission amount by the company (Pires et al., 2019). 
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The company should focus on managing and evaluating its customer journey for ensuring the current and the future expectations of the stakeholders that are fulfilled or not in the company. Marketing strategies can be used by the company for managing and evaluating its customer journey across a variety of communication channels. The communication channels in the organization are also highly important for effective flow of the communication in the organization between the employees and team (Sultan, 2020). So that the current and future expectations of its stakeholders can easily be addressed and fulfilled on time by the company. It is highly important for the company to focus on the marketing strategies and its implementation in the operations and functions of Samsung appropriately. So that the customer journey of the company can easily be managed and evaluated across the numerous channels of communication (Sulta, 2020).
On the other hand, the customer journey of the company is necessary to be maintained and properly managed. This is because a customer journey helps the marketers to outline and acknowledge the experience and expectations of the customers to the business of Samsung. It helps in evaluating the first interaction of the customers with the business of Samsung to a long term relationship with the company (Kumar et al., 2022). The customer journey is to be maintained and evaluated by the marketing strategy because it is important to emphasize on the main touch points of the business with the customers instead of knowing the actual journey of the customer in the business of Samsung. Therefore, marketing strategies are used for evaluation of customer journey because it helps in identifying the engagement of the audience and also helps in finding the current and future expectations of the stakeholders of the company. So that the company can easily fulfill and address the expectations of all stakeholders as members of the company (Kumar et al., 2022).
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1. The stage of purchase
Whenever the customer realized the need that customer went for information searches. The customer doesn’t same so that customer can make correct decision (James, 2019). Customer gathered information about following-
1. Product brands
2. Variation of products
3. Quality of products
4. Alternative products

2. Post purchase stage 
The all activities and experienced that to followed the buyer were include in post purchase. Usually after the making a buyer, consumer experience post purchase dissonance. That sometimes regret for making a decision. This mainly occurred due to large numbers for the alternatives available, good performance for the alternatives and attractive of alternatives etc (James, 2019). 
The largest level for post-purchaser dissonance is negatively related with the level for satisfaction which the customer draws out the usage products. To reducing a post- purchase dissonance, consumer may be sometimes exchange and return the products (James, 2019).
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2.5 The phase of customer journey
The customer journey collective interaction of that customer experience as that interact with Samsung brand is the common term for marketing and sales manager uses that to develop a strategy and roadmaps(James, 2019). The automation marketing software, websites and CRM platform altogether that can give Samsung insight to their customer journey and this help to optimizing with each step for the process. The Samsung Company often to use a different nomenclature for step in their consumer and prospect may be entered in different phase at the different times (James, 2019). 
There 5 main phase of customer journey’s given below:

1. Awareness Phase: A most prospective consumer start an awareness phase for where the users have queries and need to look for their answers. In this point mostly customer seeks a educational content about the services that could be solved customer queries. This consumer preferred a educational thought to leadership over the promotional and products oriented insight, so the Samsung company couldn’t aggressive to push the products to customers (James, 2019). 

2. The consideration phase
In consideration phase the customer compared a one organization’s to offering to the competitors. The blog reports, success stories, E-mail nurturing campaign and webinars also the registration of event that can help the Samsung Company to continue to engaging with the audience members (James, 2019).
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Figure1. Customer journey phases 
Source: (James, 2019)

3. The phase of purchase and decision 
That first two phase of weigh a heavy on teams of marketing as that continuously to capture and lead the nature.  If the someone who engaged with Samsung products brands make the decision and buyer phase, that become to qualified to lead the marketing and too engaged with the sell also to support for engineers (James, 2019).

4. Retention phase 
 The final two phase for customer journey happened a post sale. This often the sale representative to make a sales, onboard consumer and wait until renewal the time or cross sales opportunities arise to engage again with them. The success of Samsung company continued the market and engaged with the consumer, which is increased a likelihood for the highest customer’s lifecycle value from the repeated business (James, 2019). 

5. The phase of Advocacy 
The customer advocacy’s come from the greatest CX. The customer that have a meaningful experience with the Samsung Company services and products this can be a become vocals supporter for brands.  When the on boarding a new customers and Samsung Company should be understand a expectation of the service and products. If the consumer recognize the goal and measured a success, that were more likely to advocating for Samsung company.  The satisfaction for customer increased a number for the other prospects that hear about experience and this may be consideration for Samsung Company for own needs (James, 2019).
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It is a comprehensive study of the marketing management of the Samsung company. There are some challenges that are faced by the company such as globalization challenge, changing the business environment, competitiveness and rise in digitalization and rising the expectations of the customers. These are some common challenges or problems that are faced by the company. 4 overcoming the challenges of the company use the marketing strategies. The company is highly focused towards raising the awareness of its brand in the competitive market. For this the marketing strategies used by the company are customer testimonials, social media platform, and implementation of remarketing campaigns. These marketing strategies will further help the company to increase the awareness of the brand in the competitive market and can easily attract more customers or audience to the business of Samsung. It will also result in increasing the profit and sales revenue of the company.
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A touch point is interacting between business and consumer that occurred during a customer’s journey. These moments significantly to influenced a consumer experience as well the brand perception. By the outlining a key for touch points on map, as the business can be capitalization on timely opportunity to optimized the customer journey. 
There some customers touch points:

1. Social Media 
The social media could be include in all section for that list, but that is mostly use in customer acquisition because social media is a cost effective way for reaching the large portions to target Samsung company audience. Samsung Company can use to promote the products and build the relationship with customer and parties.

2. Advertisement online 
 The UK Samsung company have the banner ads to displayed at top and sidebars for the webpage’s. That those were touched point for taking prospects back to Samsung Company websites. For the same brand, like best purchase below, this an effective way for draw traffics to Samsung sites. 

3. The Digital marketing content 
 From the ads  sides and digital marketing contents referred to any materials that Samsung company published on online platform to promoting the Samsung brands. These material can be promote the videos, info graphics and engaging the blogs post. 
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