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[bookmark: _Toc110186188]Introduction 
Marketing is executing product, price, promotion and distribution of products and services to create exchanges that satisfy individuals and organisational objectives (Lancaster and Withey, 2007). Hence, marketing focuses on the needs, wants, products, utility, satisfaction, value, trade, transactions, relationships and markets. This report evaluates the marketing activities of Samsung Electronics following internal and external analysis. Verhage and Visser (2007) cited that diverse activities are performed by the marketing department following situations and make sure all are going as per the plan to maintain competitive advantages. Covid-19 impacted the business activities of Samsung that requires evaluating diverse issues to make sure customers are safe and operating appropriate processes (Kumar, 2020). Using different theories and practices, this paper evaluated and analysed various aspects of Samsung. 
[bookmark: _Toc110186189]1.0 Marketing and its process 
Marketing seeks a way to identify and satisfy customer needs following situational analysis, objectives, strategies, implementation and control (Russell, 2009). Marketing puts customers at the heart of the business, focusing on producing and offering appropriate value for the customers and making the most effective decisions based on the customer impact. Hence, internal and external activities are evaluated in the marketing process following planning to drive through organisational objectives. Moreover, marketing sets the key to fulfilling organisational goals that make it more effective than the competitors in creating, delivering and communicating with the customers to set value in the target markets. As such, marketing requires a diverse strategy implementation process as per customer needs and demands to determine the organisational process. The continuous strategy formulation process is also helpful in the effective and efficient process in the competition to enhance society's well-being. Evaluating external and internal areas to develop an appropriate market strategy sets up the most effective process for the existing or new product. 
[bookmark: _Toc110186190]1.1 Marketing process 
Marketing is the continuous process and concept that organisation finds out ways to identify and satisfy customer needs (Reid et al., 2004). The continuous process goes through five steps; below are these: 
Situational analysis: This process evaluates the internal and external factors that are related to the business and market activities of Samsung (Kimball, 2019). Analysing strengths and challenges evaluating internal resources or external competition in the marketplace makes a clear objective view of the business. The situational analysis makes a clear understanding of the objects related to the business activities. Current and prospective customers, industry trends and company position in the marketplace are related to the situational analysis. Strengths, weaknesses, opportunities and threats or SWOT analysis are helpful to evaluate situational analysis. Macro environment and porters five forces model are also related to the situational analysis. 
Objectives: Setting up objectives create specific results to achieve within the time frame with allocated resources. As such, appropriate analysis of the current resources and market situation are highly required to make sure that can give competitive advantages in the market. Before setting up marketing activities, there requires an appropriate evaluation of the available resources and making the most effective decision that can increase the success rate of the process. 
Strategy: Setting up different plans related to the process are helpful to achieve something in the long term (Grubor and Jakša, 2018). Segmentation, targeting and positioning are part of business strategy to maintain all the processes in the right direction. The marketing mix is also part of the business strategy that evaluates all the factors that direct in the right direction. Finding out the activities or difficulties is the part of the strategy evaluation process that increases success factors. 
Implementation: Going through the planned process and implementing the planning are helpful to maintain marketing activities in the right direction (Narus and Anderson, 2020). The implementation makes sure all the activities are going through in the right flow. Diverse decisions are made sure in the implementation stage to do the planning in the process to effect or execute them. The implementation process makes sure all the activities and decisions are made in the right ways as per the resources. 
Control: Continuous controlling process is the set of practices and procedures by regular monitoring of the process as per the marketing strategies or objectives. Controlling makes sure the chances of going through all the processes in the right direction. In addition, control increases the chances of the marketing process where employees perform inappropriately. 
[bookmark: _Toc110186191]2.0 Macro environment analysis 
[bookmark: _Toc110186192]2.1 PESTLE analysis 
Political: Changes in the political situation mainly occurred by the government issues that impact the business activities of Samsung (Kang et al., 2020). Government imposes different newer strategies and policies that are required to follow by the organisation to maintain effective processes in all areas. The political situation related to the technology, implementation of the strategy and the country's concern over the business. 
Economic: Appropriate evaluation of the economic condition and making sure that consumer income level, taxation, fiscal policy, purchase intention and others are part of the economic situation. The production process, GDP, inflation, and materials available are required to evaluate by Samsung to make sure that all the processes are going through in the right direction. 
Social: Language, social barriers, age, demographic position, culture and other processes are related to the social process. Effective evaluation of the social process is related to marketing activities. Market positioning, advertisement, targeting and promotional process are part of the social process. Samsung requires to evaluate the social changes and guidelines before implementing marketing activities in the market. 
Technology: Changes in technology occur on a continuous basis. Proper evaluation of the most relevant technology and strategy evaluation process is helpful in maintaining business activities. Hakimovna and Muhammedrisaevna (2022) cited that evaluating the cost, competitive advantages and others is helpful in maintaining the technology. Availability of the technology as per the market situation and production process increases business possibilities. 
Legal: Changes in the legal guidelines or business process are required to maintain increased business possibilities (Enyinda et al., 2020). There are different newer guidelines provided by the government that are helpful in performing tasks and evaluating current situations. Legal procedures are helpful for Samsung are required to maintain to ensure employee and corporate strategy formulation process. 
Environment: Various responsibilities and activities are required to perform for environmental sustainability. Covid-19 made diverse guidelines on the health and environmental process that are required to maintain and followed in considering all the impacts on business activities of Samsung (Arnett et al., 2021). Considering the most relevant factors before the strategy development process can increase business sustainability. 
[bookmark: _Toc110186193]2.2 Porter's five forces analysis 
Business operations are helpful to understand with the use of Porter's five forces model. Deciding enter of exit process in the market by operating or understanding the forces and impacts in the profitability or to become more profitable situation is maintained through porters five forces model. 
Competitive rivalry: Diverse competitors in the market are available that can impact the business process (Suryani and Margery, 2020). Competitors of Samsung always try to create differences between their products. For instance, the exit barriers of Samsung are required to keep evaluating considering the cost or competitive situation. 
The threat of new entry: With the high force, the industry becomes less possible when new companies can easily enter the market. Besides, Liczmanska-Kopcewicz (2018) argued that low entry barriers create an easy option for new companies, and they can initiate business without any difficulties. However, Samsung gets an advantage of this as it's harder to enter the market as there are significant barriers. High cost of entry and cost of operation are significant, and strong brand value, a large number of patents and customer contracts give advantages to Samsung. 
Buyer power: High power of buyers makes a less profitable industry as the customers have the ability to switch to another competitor easily. Company profits are largely generated in niche markets. However, less buyer power creates domination in the market and makes it difficult for the customers to purchase products. With high power, customers can switch to another if they face price differences or others. Samsung faces buyer power as customers have the ability to switch to different brands or companies to purchase as per their needs. 
Supplier power: High supplier power makes the industry less profitable. Few suppliers in the market can raise the price of products that impact the production process. Besides, the cost of changing suppliers is high, which makes it difficult to maintain business activities. Samsung faces less supplier power as they have the ability to switch to another if any supplier is rising in price. 
Substitutes: Offering similar benefits to the consumer and producing within the same industry impacts the business activities (Rivera et al., 2020). Samsung has diverse substitute products in the electronic business. Customers can switch substitute products of their choice if they face any issues. 
[bookmark: _Toc110186194]3.0 Segmentation targeting and positioning 
[bookmark: _Toc110186195]3.1 Segmentation 
Segmenting markets as per similarities and creating smaller groups are segmentation processes. Segmentation allows allocating resources efficiently to maintain business activities efficiently. Customers' needs and wants are easily identified from the smaller, similar groups. Accurate marketing mix strategies of the consumer are maintained through the segmentation process. Evaluating different factors of the customers and creating small groups makes marketing activities easier. Cost advantage is another factor of the segmentation process that allows for generating a high-profit margin. 
Process: Breaking the market into different small and more homogenous segments is helpful in increasing business activities. The segmentation process targets the discrete market by positioning the product or service appeal to the targeted segments. Geography, psychographics, commitment levels, usage patterns, benefits, lifestyle and demographic factors are the major part of the market segmentation process. Segmenting as per all the areas is helpful to perform marketing activities and increase customer satisfaction levels easily. Samsung can maintain the segmentation process by evaluating all the tasks and find out appropriate customers. 
Implementation: Demographic, age, gender, race, income and occupation are the major criteria that Samsung follows to maintain business activities (Van Esch et al., 2019). Segmenting customers as per their preferences and different personalities allows them to maintain better collaboration practices. For instance, Samsung segments their customer per income level, preferences, age and others to provide the most appropriate services in the market. Promotional activities of Samsung become easier following the segmentation process as a wider audience generates in the market. Samsung also follows a geographical segmentation process that makes diverse product categories and offers to focus on the demographic area.
[bookmark: _Toc110186196]3.2 Targeting
Specific targeting of the customers through proper segmentation are helpful in providing the best services to the customers. Targeting are followed in three different marketing process; undifferentiated, differentiated and concentrated. Undifferentiated marketing focuses on the marketing mix for the whole market. Hence, without any changes in the target areas, marketing activities or strategies are followed in undifferentiated ways. Differentiated marketing focuses on one marketing mix for one group and a separate marketing mix for another. Hence, creating a difference in the marketing activities is the major focus of the differentiated marketing activities. Concentrated marketing focuses on a small group of customers or concentrates on them. A diverse concentrating process allows for better customer service in the appropriate way. Besides, customers get the highest priority in the concentration process that feel special through providing the most appropriate services. 
Process: Targeting goes through the specified techniques and activities that make sure appropriate products are delivered to the customers (Rivera et al., 2020). Segmented areas of small groups are targeted to provide different products of Samsung. Besides, targeting allows for creating differences in the market that can be whole, different areas or focused groups. 
Implementation: Appropriate evaluation of the target customers makes sure to provide desired products. Different strategies are made sure to implement target strategies to the customers. Samsung makes sure promotional activities, product types, and others are followed in the implementation stage to ensure customers are getting their desired products. 
[bookmark: _Toc110186197]3.3 Positioning 
In the competitive market, creating a positive position among customers is considered the positioning (Suryani and Margery, 2020). Effective positioning is helpful in maintaining brand values that reflect the values and structures of the market's orientation. Positioning requires consistency over time that can give the desired output. Positioning can be both memorable and distinctive in the business activities that can ensure the most appropriate services to the customers. There are three fundamental positioning themes; benefit, user and competitive. 
Process: Positioning makes sure effective brand value in the market and fix new market entry. There are diverse challenges that are required to evaluate to maintain effective positioning through advertisement. The positioning also allows capturing value proposition through functional, benefits, emotional, and relative price. 
Implementation: Positioning is implemented through the brand development process and competitive advantages. There is a diverse strategy development process that is required to follow, and each of them is helpful in ensuring an appropriate value proposition in the market. The marketing department finds out benefits, user positioning and competitive positioning to maintain their process. 
[bookmark: _Toc110186198]4.0 Marketing 7p mix
Product: Branding strategies for products focus on line filling, extension, stretching and brand extension. Samsung maintains effective product strategies to create a better value proposition to the customers (Arnett et al., 2021). Continuous evaluation and strategy development process of different products creates a better competitive advantage for Samsung. For instance, the electronic products of Samsung are smartphones, TV, home appliance, audio, accessories, tab, notebook and accessories. The diverse product range of Samsung creates appropriate competition in the market. 
Price: Setting up price as per penetration, skilling, differential, psychological, economy, premium and bundle are helpful to create a better market situation. Appropriate price selection also gives competitive advantages in the market in the target market. Consumer income level, competitions, product category, premium value, production cost and others are related to the price evaluation for Samsung. The marketing department makes sure price are selected in the right process that makes customers to purchase the product. Its price strategy of allows Samsung maintaining its strong position in the market on a continuous basis. 
Place: Direct and indirect channels or distribution are mainly followed to maintain a better position in the market (Enyinda et al., 2020). Direct distribution to the customers is helpful in reducing barriers or retailers or other market activities. The indirect channel distribution process follows an intensive, exclusive and selective process. Samsung makes sure customers are getting their products at the desired time to reduce any barriers or price issues. The intensive distribution process makes sure that customers get their products in intensive ways from other channels or retailers in the market. Using exclusive dealers and distribution process makes sure delivery processes are followed on time. Samsung also uses selective distribution in different places as per the customer's availability or relaters location. 
Promotion: Diverse promotional strategies are helpful in increasing the customer orientation process. Advertising, sales promotion, public relations, sponsorships, direct marketing and digital marketing are the major ways of promotion. Samsung advertises its product on the traditional print media or television to let their customer know about new products. Sales promotion on different occasions or cultural activities of the country is helpful to increase the overall margin. Samsung makes sure customers are getting enough promotions to purchase the products. Social media influencers are the public relations process that is helpful to maintaining the brand development activities of Samsung. Using digital marketing such as Facebook, Instagram, YouTube and others allow Samsung to maintain their promotional activities directly to the customers. 
Physical evidence: Continuous brand development activities through an effective communication process are helpful in maintaining physical evidence for Samsung. Ensuring the most talented employees perform the job in different areas are the major tasks that give continuous development for Samsung. For instance, Hakimovna and Muhammedrisaevna (2022) argued that Samsung makes sure effective training and envelopment activities to their employees that give high skill evaluation practices to perform their tasks. Continuous brand development activities and management techniques through skilled employees ensure Samsung's competitive advantages. 
Process: Trained sales staff are involved in the business activities of Samsung that makes all the processes at the right time.  Enyinda et al. (2020) customer service management, continuous support to the customers, after-sales services, online support and others are the part of the process that reduces barriers and provides the best support to the customers. For instance, process following at the production time reduces the time and makes sure that products are effectively distributed to the customer. Samsung continuously evaluates its process and makes sure that all the activities are followed in the right process. 
People: The investment process in the online services with trained people ensures the most effective services to the customers (Kang et al., 2020). Samsung uses its people to ensure a diverse development process in all the areas that follow overall brand development process. Moreover, the competitive advantages of Samsung are followed by using the right people in the right place. From production to distribution, Samsung makes sure appropriate employees are recruited to perform their tasks. 
[bookmark: _Toc110186199]5.0 Recommendation 
Following diverse techniques can help Samsung to ensure appropriate marketing strategies. For instance, Samsung needs to evaluate the external market environment due to the changes of customers' purchase intention after Covid-19. Customer reduces their cost on the unnecessary staffs that needs to keep in mind by Samsung. 
Appropriate market evaluation processes are required to follow by Samsung that can give competitive advantages. Diverse techniques and promotional processes are needs to implement to increase customers orientation on the changed business environment. 
Newer innovation with lower price can encourage new customers to purchase their products and give competitive advantages (Narus and Anderson, 2020). There are various competitors in the market who are offering lower price gadgets that is a barrier to Samsung and can impact on their business activities. Evaluating the competition can help Samsung to maintain their profit margin in different market areas. 
Social media advertisement and promotional activities are required to improve by Samsung that can help them to attain the most effective competitive advantages. Promotional process and appropriate distribution process of the product can collaborate with the customer in new markets. 
[bookmark: _Toc110186200]Conclusion 
Marketing activities follows systematic approaches that ensures all the process in the right direction. Evaluating all the activities and continue development strategies are helpful for the business activities to generate high profit. Internal and external evaluation process following collaboration practices can make the organisation successful. There have been different areas evaluated in this report that can give proper guidelines due to the changing market condition of Samsung. Following techniques and strategies can help Samsung to continue their position in the market and attain the competitive advantages.
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