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[bookmark: _Toc237258364][bookmark: _Toc237261462]Introduction
This report will give Samsung a management consultancy for their strategy evaluation in the UK and give several recommendations for Samsung to ensure they can gain a greater competitive advantage. Section 1 begins with a very broad understanding of the organisational context and business model. Then conducting internal and external analysis with the assistance of normal models like PESTEL, VRIO, SWOT. Then, using the Balanced Scorecard, the corporate social responsibility strategy is analysed, thus presenting a comprehensive picture of the organisation and includes strategic options and concludes with a focus on a broad differentiation option. 
[bookmark: _Toc237258365][bookmark: _Toc237261463]1.0 Organizational Context and Overview 
[bookmark: _Toc237258366][bookmark: _Toc237261464]1.1 Organisational Historical Perspectives
Samsung was established as an electronics brand in 1963. The brand is headquartered in Seoul, South Korea. In 2017, Samsung Electronics became the largest IT company, consumer electronics, and chipmaker globally. In 2025, the annual revenue of the brand was $233.4 billion USD, while the operating profit of the business is $ 3.5 billion (Diniso, 2026). In the UK market, the company operates in Smartphones, TV, Electronic appliances, semiconductors, and connected technologies segment.
Mission 
Samsung brand mission is to enhance people’s life with quality, contribute to society wellbeing through innovative technology implementation in product development and R&D.
Vision 
The core vision of the brand is “Inspire the world, create the future”.
Business Model
Samsung has a diversified business model with a focus on technology development, Smart manufacturing, R&D, supply chain, and direct and indirect sales across the world. The brand includes device experience (DX) model to supports consumers and enhance customer satisfaction via smartphones, TVs, and appliances, and its DS division is for semiconductors (Abraham, Nair and Mtegha, 2024). This vertical integration in the business model supports the brand to enhance control over technology, production, and innovation, and opens the door for the integration of products in the form of an integrated ecosystem.
[image: Infographic: Samsung Profits Recover | Statista]
Figure 1: Samsung Profts data from 2015 to 2021 quarterly
(Source: Buchholz, 2021)
[bookmark: _Toc237258367][bookmark: _Toc237261465]1.2 Industry, Key Competitors and Market Position with Porter's Five Forces Analysis 
Samsung operates in the UK consumer-electronics sector, which is characterized by high rivalry, high levels of innovation, powerful brands, and short product life cycles. 
Implementation of Porter's 5 Forces
Competitive rivalry: There is a high level of competition among the firms in the mobile market. In the UK, Apple has a dominance of 51.28%, and Samsung is the closest competitor with 29.54% mobile market share in June 2026. 
The bargaining power of Buyers: With mobile devices, the power of the buyer is massive, and switching from Apple, Google, Xiaomi, and Motorola is so easy that Samsung will be under pressure to rise above the pack with AI and capabilities for its ecosystem (Ramadhani and Wandebori, 2025). 
[image: r/dataisbeautiful - [OC] Apple's and Samsung's revenue from 2010 to 2022 compared]
Figure 2: Comparison of Apple and Samsung 
(Source: Reddit, 2023)
The bargaining power of suppliers: Supplier power is relatively low as Samsung has a relatively strong vertical integration in semiconductors, but the technology inputs are still open to supply volatility and costs. 
The threats of new entrants: Significant R&D and brand and distribution requirements of Samsung include difficulties for new brands and others to enter this market (Febrianti et al., 2022). 
The threats of substitute products: The market share leaders Samsung hold in televisions with 29.1% of the world market share points to the fact that the most promising lines for the company are televisions, whereas Apple's control of the UK market shows that there's still plenty of ground to cover before Samsung can achieve the technological breadth that leads to a loyal customer base.
[bookmark: _Toc237261466]2.0 External and Internal Analysis
[bookmark: _Toc237261467]2.1 External Analysis: PESTEL
PESTEL is a framework which has been used for analysing the external environment for organisations. However, this is relevant for Samsung to address the changing conditions of those organisations in the UK electronics market. Position of Samsung in the UK has been shaped by the entire political, economic, social, technological, environmental and legal factors. 
Table 1: PESTEL Analysis
	Factor
	Impact on Samsung
	Opportunity/Threat

	Political
	Brexit and UK trade rules can increase customs, import and compliance costs across Samsung’s electronics supply chain can have impact on component sourcing and prices (Cho et al., 2023). 
	Threat

	Economic
	Inflation, interest rates and household budget pressures can reduce demand for premium smartphones and appliances, although affordable ranges can maintain sales.
	Threat

	Social
	Demand for connected lifestyles, convenience, sustainability and personalized digital experiences supports Samsung’s smartphones, wearables and SmartThings ecosystem (Putthiwanit and Vēvere, 2022).
	Opportunity

	Technological
	AI, foldable devices and smart homes create differentiation opportunities, although rapid competitor imitation increases research and development pressure.
	Opportunity

	Environmental
	E-waste and carbon concerns encourage recyclable products, energy efficiency, repair and trade-in initiatives, strengthening Samsung’s sustainability reputation (Lee, 2024). 
	Opportunity

	Legal
	Consumer protection, product safety, data protection and WEEE requirements increase compliance costs while supporting customer trust.
	Threat


Table 1 highlights the detailed PESTEL analysis of Samsung. In the political factors, the company is associated with the trading of UK and South Korea relations, while the post-Brexit customs arrangements are related to influencing the imported electronics, costs and components. As per Murad and Sfhea (2023), Samsung Electronics in the UK has operated in Britain for a long time, which indicates providing a stable local base. This also includes policy uncertainty, which can still have an impact on the entire supply chain process.
Economically, inflation, along with interest rates, can put pressure on household budgets, which can reduce discretionary spending on appliances, premium smartphones and televisions. It is essential to note that the replacement cycles and demand for AI-integrated devices are associated with the creating of opportunities for value-added products. Therefore, Samsung also faces component and cost volatility in 2026 (Jeong and Park, 2023). However, a strong demand for AI has contribution of the global economy's memory shortage, which increases the cost for electronics manufacturers. 
Socially, UK consumers are associated with increasing expert convenient which includes connected and sustainable technology usage. However, Samsung can exploit this through trade-in schemes along with Galaxy ecosystems and SmartThings. As per Teece (2022), its UK mobile and tablet vendor share was 29.54% in the first quarter of 2026, which is far behind Apple's 51.28%. Therefore, this indicates a significant gap in the customer base and shows a major competitive gap in the UK marketplace. It can be said that the opportunity is to convert Android users into a broader Samsung ecosystem rather than only competing on handset specifications in the entire market. 
Technologically, generative AI, along with connected homes, advanced displays and foldable devices are associated with providing major opportunities for the company. As per Teece (2025), Samsung’s Vision AI and Galaxy AI provide a demonstration of the ability to integrate AI throughout the products. Therefore, the Chinese manufacturers, along with Google and Apple, can have innovation of rapidly, which makes it difficult for Samsung to sustain its technological leadership in the UK marketplace. 
Environmentally, the e-waste along with the energy consumption process creates pressure for the repairable, recyclable and long-lasting products in the marketplace. As per Kornelakis and Petrakaki (2025), UK WEEE regulations are associated with the requirement of producers to provide support for responsible management of the electrical waste. Therefore, it can be said that the trade-in programs of Samsung provide representation of opportunity for the circular economy while it indicates support for the compliance suitable approaches. 
Legally, environmental obligations along with data protection, consumer rights and product safety are related to the increment of compliance costs. As per Farah (2025), the privacy concerns associated with smart devices creates reputational threat for Samsung. It is essential to note that the AI-integrated demand, along with ecosystem growth and circular consumption, are the strongest opportunities, while the dominance of Apple creates threats. The regulation compliance, along with privacy risks, price sensitivity and component shortage, are the main threats for Samsung. 
[bookmark: _Toc237261468]2.2 Internal Analysis: VRIO
Samsung’s environmental approach provides resources, but these are not associated with providing advantages. However, under VRIO, the strongest resource has been technological capability for the R&D process.
Table 2: VRIO Analysis
	Capability
	Value
	Rare
	Difficult to Imitate
	Organisation
	Competitive advantage

	Brand reputation
	Yes
	Yes
	Yes
	Yes
	Competitive advantages

	Advanced R&D
	Yes
	Yes
	Yes
	Yes
	Competitive advantages

	Broad ecosystem
	Yes
	No
	Yes
	Yes
	Competitive advantages

	Supply chain
	Yes
	No
	No
	Yes
	Temporary advantage

	Financial capability
	Yes
	No
	Yes
	Yes
	Competitive advantages

	Technological capability
	Yes
	Yes
	No
	Yes
	Competitive advantages


Table 2 highlights the VRIO analysis of Samsung. Samsung has an investment of approximately KRW 35 trillion in R&D in 2025, which supports AI, smartphones, displays and semiconductors. As per Hajarath and Chaitanya (2025), this capability has been valuable and relevant at scale, while it has been difficult to imitate since it has a combination of manufacturing knowledge, engineering expertise and patents. This has been associated with the organisationally supported, which can provide sustained advantages. 
While conducting VRIO analysis for Samsung UK, it has been noted that the company generates partial, temporary and sustained competitive advantage across the market. This is widely based on the idea that Samsung UK is a part of a wide electronics brand with massive capital and spending capabilities. Thus, providing significant advantages over other competing companies. 
Based on the attached VRIO analysis table, it can be observed that one of the major capabilities with sustained competitive advantage for Samsung UK is its brand reputation. This is related to the idea that Samsung UK was ranked 5th in the UK in 2025 (Fitala et al., 2023). This is further linked to the report where Samsung UK had generated approximately £67.9 billion while maintaining its position on a global scale.
Another major sustained advantage for Samsung UK is its technological and R&D capabilities. This is widely related to the prospect that Samsung UK is a part of a larger brand on a global scale that has always been known for its technological pioneering. This is based on the idea that Samsung invested more than £19.76 billion in R&D in 2025. Similar competitive advantages have also been reported for its intellectual property compared to competitors. As per Suh and Williams (2024), based on public records that go as far as March 2026, Samsung UK currently holds more than 288770 patents globally. Therefore, their scale of innovation, development and IP protection can be easily comprehended. This shows the sheer capability for Samsung UK to gain a significant competitive advantage over other companies. 
Though the transition and ecosystem may not be as seamless as their major competitor Apple, the inclusion of home amenities such as a fridge, washing machine and TVs in their product ecosystem makes the experience much more unique (Durosaro, 2023). This serves as a major portfolio for the company while also reflecting on the overall operations and the choice of products that are sold to their customers. 
Apart from the mentioned capabilities for Samsung UK, there have been capabilities including retail relationships and financial strength that seem weaker than competitors. As per Wardhana (2024), this links to the major aspect that showcases their position compared to Apple, Google, LG and Sony in the UK. While Samsung UK has a strong foothold in the UK, the mentioned competitors have better advantages over the mentioned capabilities. This further relates to the possibility that such resources could easily be initiated by the mentioned competitors as they are major players within the same business segment as Samsung UK. Though their product range may be different, it is important to note that manufacturing capabilities and ecosystem development are widely based on similar aspects.
[bookmark: _Toc237261469]2.3 SWOT Analysis
Table 3: SWOT Analysis
	Factor
	Impact on Samsung

	Strengths
	Strong global brand, advanced technology, diversified products, extensive R&D capability, and established UK market presence.

	Weaknesses
	Weaker premium smartphone position than Apple, high innovation costs, and dependence on continuous technological development.

	Opportunities
	Increasing AI adoption, smart-home demand, sustainable products, trade-in schemes, and expansion of connected digital ecosystems.

	Threats
	Apple’s dominance, aggressive Chinese competitors, component shortages, economic uncertainty, privacy concerns, and stricter UK environmental regulations.


· Strengths: Samsung's strength in the UK is widely related to their strong brand reputation and recognition. This further links to the ideas where Samsung UK has a wider range of product portfolio compared to their major competitors. Furthermore, Samsung UK has a major spending capability that supports their major R&D investments. As per Cho et al. (2023), this fundamentally allows the company to maintain their competitive advantages over the stated market and other major economies globally. This could be affirmed by some sources confirming that over 29% of mobile vendors prefer selling Samsung products over others based on customer preference and strong presence as of 2026.
· Weakness: A significant weakness for Samsung in the UK shall be the strong presence of their major compactor Apple Inc. Some may even state that Apple often poses as Samsung's 'arch competitor’ with more than 51% UK mobile market share in 2026 (Putthiwanit and Vēvere, 2022). This significantly shrinks the overall market for Samsung to propose its business in the UK specifically for its mobile phones. However, AI innovation and frequent innovations allow the company to stay afloat in the stated market. Yet, it is important to note that Apple has a major fan following with loyal customers that often makes major companies with technologically advanced tech as Samsung, falter in market share.
· Opportunities: Galaxy AI, Bixby, Vision AI, telecasting and SmartThings are major growth possibilities for Samsung. This is widely related to the idea that individual products from Samsung currently come with AI-enabled features and are part of their integrated ecosystem. Furthermore, this has become a major area of development considering Samsung has been investing in their in-house datacentres to power their AI (Lee, 2024). These services are currently free and are offered with Samsung's flagship or premium products, thus allowing customers to be a part of the growing ecosystem and providing a sense of royalty.
· Threats: Currently, the primary threat for Samsung UK will be the current operations from Google, Apple and other players such as Sony. However, an unnoticed yet major threat that needs to be considered is the aggressive market expansion and business operations of Chinese companies in the UK such as Xiaomi. As per Murad and Sfhea (2023), often considered ‘the Apple of China,' Xiaomi has a similar product portfolio as Samsung UK and may create a threat of replacement in the stated market. Apart from the mentioned, the current memory shortage has forced Samsung UK to increase prices for their products, which has been steadily decreasing people's interest in procuring their products.
[bookmark: _Toc237258369][bookmark: _Toc237261470]3.0 Comprehensive and Holistic View of the Organisation 
[bookmark: _Toc237258370][bookmark: _Toc237261471]3.1 Corporate Social Responsibility (CSR) Strategy and Alignment 
Social empowerment and the environment are both important aspects of Samsung UK's Corporate Social Responsibility strategy which is an integral part of its business's goals.
Social Initiatives: By the same time, we stand out our vision: "Together for Tomorrow!". At Samsung UK, we work on 'Enabling People' and have a particular focus on STEM learnings (Science, Technology, Engineering and Mathematics) for the next generations (Samsung, 2026). An important part of this work is through the ‘Solve for Tomorrow' programme. The goal of this campaign is to encourage creativity in young people in the UK in considering technological solutions and social issues (Bradbury, 2026). Under the initiative of collaboration through the themes of a greener and better future and a smarter sports and online safety, Samsung actively nurtures students, equipping them with the essential digital skills and design-thinking. These teaching partnerships are an opportunity for the company to have a first-hand look at tomorrow's technologic workforce.
Environmental Initiatives: In the field of the environment, the company is based on a comprehensive "New Environmental Strategy". One of the core commitments of this strategy is to become an enterprise-wide net zero carbon emission company by 2050 (Samsung Electronics, 2025) through Scope 1 and 2 carbon emissions. In order to achieve this lofty target, Samsung is aggressively shifting its overall operations worldwide – including in the UK – towards renewable energy. Moreover, resource circularity plays a key role in the strategy. The company's utilization of recycled materials, including shredded fishing nets to produce high-quality smartphone components and recycled plastics to make home appliances, greatly decreases its environmental impact and encourages sustainable manufacturing techniques.
[image: ]
Figure 3: 2024-2025 major targets
(Source: Samsung Electronics, 2025)
Strategic Alignment: These CSR activities are perfectly in line with the concept of Samsung's business. In their aim for sustainability and digital education, the company has an eye on sustainable growth. Focusing on the environment will help influence the brand's reputation, consequently sparking higher interest from the UK's evergreen eco-conscious consumers (Rashid and Ahmed, 2025). Moreover, by committing itself towards society and environment, Samsung also ensures it stays competitive in the rapidly changing technology sector with the highest job-seeking talents.
[bookmark: _Toc237258371][bookmark: _Toc237261472]3.2 The Balanced Scorecard Application 
The Balanced Scorecard (BSC), developed by Kaplan and Norton, is a very powerful strategic tool which enables an institution to measure their overall operating performance (Coskun and Nizaeva, 2023). It transcends the traditional accountancy which is based on financial data only and seeks to incorporate, both the financial and the non-financial data, for effective business management. Samsung UK will be able to ensure that they are doing daily activities with and because of their core perspectives (Scribd, 2024): Financial, Customer, Internal Business Processes and Learning and Growth. 
Table 4: Samsung UK Balanced Scorecard
[image: ]
Financial Perspective
From a financial point of view, the financial area concentrates on the financial wellness of the business. The trend of owner-ship of smartphones and home electronics is already high in the UK. Hence, a Samsung UK's key target should be about sustainable revenue growth in a mature market (Partanen, 2025). It is difficult for it to get completely new customers, therefore stressing the buyers to buy better quality sold products. The one to monitor this is the year-on-year revenue growth of the premium business segment. The appropriate level of growth for each of these sales is 5% to 7% per year. To do that, one strategy is targeted marketing of high margin devices. The company can put the advertising budget for its high-quality products and innovative gadgets such as a foldable phone or a top-tier smart TV into a process that boosts its profit margin on every single sale (Nemirovsky, 2026).
Customer Perspective
Customer Perspective: This is how the customer feels when they come in touch with the brand. The major goal here is customer experience and the brand loyalty of the customers. Measurements of this success include Net Promoter Score (NPS), indicating the likelihood of customer recommendation, and customer retention rates, measuring the percentage of customers turning into repeat buyers from Samsung (Typeform, 2026). The goal is to deliver and then sustain a high ranking NPS in the highly competitive UK tech industry. Real-world customer interactions need to be the focus of initiatives if this target is to be met. When people can discover technology in a calm and hands-on setting, like Samsung KX, they're making the most of experiential retail (Stellar, 2026). Moreover, with the help of improved after-sales services, if the customers encounter a problem, they can handle their troublesome appliances in a simple, quick and less stressful way.
[image: ]
Figure 4: L Samsung KX
(Source: Stellar, 2026)
Internal Business Processes
This is the space dedicated to the activities that occur backstage, but are important to the smooth running of business. At the top of Samsung UK's agenda is to make the whole supply chain more resilient and eco-efficient. Efficient supply chain is good for the planet and managing the supply chain will not have single points of failure. These are the overall carbon footprint reduction including the scope 1 and 2 emission reduction and velocity (cycle time) across the order fulfilment business (Kamal, 2025). Target should be properly positioned based on Samsung's worldwide strategy for the environment and should consistently realize emission reduction every year and warehouse to buyer delivery time reduction. For this purpose, important work can be conducted: integration of state-of-the-art digital supply chain tracking. This technology allows managers to be able to see where products are at all times and not suffer from shipping delays. There is also a push to purchase more renewable energy for across all offices and logistics centres in the UK (Carter, 2026).
Learning and Growth
The last one is the perspective of the people that make the company successful: the employees’ point of view. It has to foster the outthrusting of a very innovative and digitalized workforce. The technology industry is a very volatile one, and workers need to ensure that they are continually learning. The specific KPIs chosen include average number of training hours of employees in emerging technologies (such as AI) and employee participation rate in CSR (Samsung, 2026). The specific goal is to have high employee engagement scores, in order to keep your employees highly motivated and happy. Developed to deliver these goals are such projects as establishing in-house upskilling academies. These learning programs are designed to get to know staff members with new digital tools in a safe setting. In addition, when employees provide Volunteer paid programs, they are giving the added benefit of their time to serve in other communities which can develop a very positive company culture that is reflected in the overall employee happiness levels.
[bookmark: _Toc237258372][bookmark: _Toc237261473]4.0 Strategic Choices and Implementation 
[bookmark: _Toc237258373][bookmark: _Toc237261474]4.1 Strategic Choices at the Business Level 
At the business level an organization has to make the important decision about how it will battle out in the market in the eyes of the people and retain its market position. Porter's Generic Strategies is an extremely useful model for seeing the choices. With this model, a business may have a competitive advantage by keeping its operating costs low, by providing very different products compared to the competition, and by attempting to appeal to either a large or small market segment (EBSCO, 2026). The two main major strategies are Samsung can select from in the UK are Cost Leadership and Broad Differentiation, due to Samsung's status as a major technology company. 
Table 5: Porter's Generic Strategies
	Market Target
	Low-Cost Advantage
	Product Uniqueness Advantage

	Broad Market
	Cost Leadership
	Broad Differentiation (Samsung Strategy)

	Narrow Market
	Cost Focus
	Differentiation Focus


Cost Leadership is attempting to be the lowest cost provider in the industry. This is rather a risky decision in the extremely competitive and saturated UK consumer electronics market (Mohammad, 2022). A low-price-only strategy may have to stop the brand from being perceived as too cheap and cutting down on profitability. Apart from that, there are there are a lot of reduced cost brands that always attempt to do even more affordable, so this is not an effort to actually keep up over the longer term.
On the other hand, Broad Differentiation means producing different products with the properties that are different from other products in the market due to their unique features, quality or brand appeal. An exciting feature, such as a new screen type or allowing the product to integrate seamlessly into existing smart home systems could be enough to encourage consumers to upgrade if this is indeed the case in the UK and the field is already saturated. So in the two, a broad differentiation is much more feasible and profitable strategy to succeed.
[bookmark: _Toc237258374][bookmark: _Toc237261475]4.2 Identifying and Validating the Appropriate Strategy 
The strategy you choose will be of deciding importance - it's key to get right. It's obvious that Samsung UK has its best shot with “Broad Differentiation.” Most of its intent of their strategy is attributed to its high-end brand and the interdependency of the products, its deep involvement in continuous technological advancements (Dananjaya, 2024). Samsung doesn't seek to be the cheapest, but they're providing something that people will pay more for. By connecting their devices, ranging from a smart phone to a smart TV and other home appliances, to a single strong Samsung network, Samsung offers a high-end user experience virtually impossible for budget brands to replicate. 
For us to validate this strategic decision, it will be useful to use the Ansoff's Matrix which is a tool for planning business growth. According to this matrix, Samsung's strategy fits well in two strategy categories: Product Development and Market Penetration. 
The company applies the Product Development extensively as it launches and develops a large amount of new and highly sophisticated products into its established market in the UK (Samsung, 2026). A case in point is the many AI-enabled innovations poised to enter the market in the imminent future, including Galaxy's latest smartphones and the cutting-edge health tracking wearables. All of these new capabilities provide a very good motivation to upgrade an older technology for existing customers.
Secondly, through Market Penetration Samsung expects to increase its market share with the established population in UK. The company has thrown vigorous and influential marketing campaigns with the Business Model Analyst to the market. With this demonstration, Samsung can offer a broader overview to the general market of what it has to offer with its new set of AI-empowered solutions, and how they can make their daily lives easier and better, potentially increasing customer preference and establishing Samsung as a market leader.
[bookmark: _Toc237258375][bookmark: _Toc237261476]4.3 Delivering Optimum Performance and Competitive Advantage 
The wide differentiation technique serves the principle of maintaining and sustaining Samsung UK's competitiveness. The Resource Based View (RBV) framework can be used to explain for this success. Recent research has identified that Samsung's extensive research and development efforts and global reputation act as decision-making VRIO resources (Martynova and Chen, 2025). They are Valuable, Rare, Inimitable and Organized and really hard for other brands to be able to copy. 
Table 6: Resource-Based View (RBV)
	Resource Type
	Samsung Resource
	Business Value

	Tangible
	R&D centers and factories
	Creates advanced physical products

	Intangible
	Premium brand name
	Builds strong customer trust

	Intangible
	Patents and technology
	Stops competitors from copying


The unique internal resource translates into real-world innovations in the industry, such as the SmartThings home ecosystem that seamlessly connects Galaxy devices and appliances, as well as the availability of Galaxy AI on a wide variety of mobile appliances. Televisions, smartphones, and home appliances are all connected to a convenient and easy-to-use network through SmartThings. Galaxy AI, in contrast, brings features such as intelligent assistance and health monitoring capabilities to the daily gadgets. In combination, these technologies provide incredible value experiences each day and are connected. After a consumer has created a home environment that connects Samsung branded devices, it will be difficult, inconvenient and expensive to switch to a competitor. This enables the ecosystem lock-in and ensures high customer loyalty, preservation of Samsung's market position or the provision of optimum long-term performance of businesses in the UK tech market.
[bookmark: _Toc237258376][bookmark: _Toc237261477]4.4 Potential Challenges and Mitigation Solutions 
The two main problems Samsung faces with its recommended differentiation are: 
Financial pressure for AI investment: The Continuous investment in AI, semiconductors, and product innovation is revealing a high financial exposure, particularly in view of the speed at which tech becomes obsolete (Abdulameer Kawther and Abdulsattar Mahmood, 2026). Samsung therefore needs to apply agile development, stage-gate investment decision making, and strategic cooperation with software and chip suppliers to ensure the diffusion of innovation and the avoidance of technological risks.
Economic Pressure due to Inflation: The cost-of-living pressures in the UK can weaken the demand for premium smartphones and consumer electronics. Samsung can market accessibility to all people in the UK market by providing flexible financing options, better trade-in schemes and product tiers, and by bringing consumers to the new technologies at various prices without much losing the "premium" tag (Noui and Boucetta, 2025). The analysis of customer segments and demand forecasting should be followed by measures, so that the promotional activity not only increases sales, but does not endanger the margin. These can provide more strategic flexibility and help Samsung stay competitive in terms of innovation.
[bookmark: _Toc237258377][bookmark: _Toc237261478]Conclusion
In the end, Samsung UK is playing in one of the world's most fiercely competitive markets in the electronics market. The brand's emphasis on technology and its commitment to sustainable initiatives give resources for its sustainable positioning while ensuring a strong presence in the market. The differentiation involved in Samsung's chosen broad strategy allows them to offer Samsung related interrelated "product ecosystems" to their consumers that are hard to replicate on affordable terms by the budget competitors. To sustain this competitive edge and guarantee the long-term growth of Google, it is crucial for the company to continue investing in research and effectively manage its supply chain. 
[bookmark: _Toc237258378]

[bookmark: _Toc237261479]Section 2
[bookmark: _Toc237258380][bookmark: _Toc237261480]1.0 Overview
[bookmark: _unuik03g0nfg]This reflection will provide an analysis of the process that I went through to research, analyse and prepare my strategic management report on Samsung Electronics UK. The structure chosen is Kolb's Experiential Learning Cycle as it links experiences with reflection, conceptual understanding and future applications. The evidence was gathered by conducting an organization and industry data analysis, analysing the organization's strategic position, and applying frameworks such as PESTEL, VRIO, SWOT, Porter's 5 Forces, Ansoff's Matrix, and the Balanced Scorecard.
[bookmark: _Toc237258381][bookmark: _Toc237261481]2.0 Reflection using Kolb’s Reflective Cycle
Concrete Experience
I began the analysis with the development of a historical background, Samsung's business model, as well as Samsung's market position and competitive position in the UK market. The first research yielded a lot of information, since Samsung is active in the field of semiconductors, appliances, television, and smartphones. However, the information was not enough to provide a strategic understanding. For this reason, it was more important to find evidence that might shed light on Samsung's competitive position, rather than merely describing Samsung's activities. The information on the market share, on the financial performance, on the investments in R&D, on the competitors' activity and technological development proved to be very helpful in the assessment of the organization.
The use of the frameworks was a more structured experience for me. PESTEL helped me to think about external factors that might affect the business, and VRIO helped me to reflect on the fact that Samsung could make sure that its resources can give them sustainable advantage (Wu et al., 2025). This then allowed them to make links between the competitor's power and the buyer's power with Samsung's strategic decisions. Porter’s Five Forces enabled them to correlate the power of the competitor with the buyer's power and Samsung's decision making.
Reflective Observation
I found the amount of information available to be useful, as Samsung has a lot of corporate and financial information published. The challenge of the volume of information, however, was the lack of strategic relevance of all the facts. I knew that it was vital to tell what Samsung has done and the reason for doing it and understanding the implications. Another problem came when Apple and Samsung were pitted against their competitors. The innovativeness of the product may not be the only reason for competitive market performance, so the strength of the ecosystem, the product's price and positioning in the market should also be considered when looking at competitive performance (Noui and Boucetta, 2025). The research process in this manner was more important since I began my learning process questioning whether a certain strength is really a competitive advantage.
Abstract Conceptualisation
The analysis enabled me to gain a greater understanding of strategic management as a process which requires linkage to the various frameworks, rather than being a process in isolation. PESTEL discussed the opportunities & threats caused by technological, economic, environmental, and regulatory changes. VRIO revealed that the scale and R&D capacity, along with technological expertise, of Samsung are valuable, but the strategic value lies in how much it is converted into customer value.
I also knew that if the brand doesn't have a competitive advantage, then the brand has to be the first to have advanced technology. The Samsung vs. Apple battle is an example of how crucial it is to integrate with the ecosystem and foster customer loyalty (Diniso, 2026). The Balanced Scorecard also showed that the results with the customers should be taken into consideration, rather than just financial results, internal processes, and organisational learning. Gained a greater understanding of evidence-based strategic decision making. 
Active Experimentation
[bookmark: _rkk8fum0yetk]To improve my strategic management skill in future first I develop my strategic research and clear the objectives and gather efficient data and information. This supports the understand the research scope clearly. Through this module I would like to tie more market data in strategic recommendations in future analysis. For instance, I focusing on a strong R&D capability is not a strength, but rather I analyse how their investment in AI and connected technologies impacts on customer retention, market share or profitability (Abraham, Nair and Mtegha, 2024). This skill supports me to offer quantifiable and marketable recommendations. I would also do a comparison of strategic options, rather than jump to a recommendation from analysis to select best recommendation strategy. 
[bookmark: _Toc237258382][bookmark: _Toc237261482]3.0 Summary
The Samsung project helped me to become more adept at collecting information and then transforming it into a strategic interpretation. The most significant learning from the module was effective strategic analysis, I gain knowledge to develop critical thinking between organisational capabilities, strategic choices and market pressures.
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Samsung KX is a unique, flagship
experience space in the heart of King's
Cross, London.

To ensure the venue achieved its full
potential, Stellar was selected to staff
and run the Samsung KX space by
sourcing and training stand out people,
driving exceptional interactions and
creating truly groundbreaking retail,
delivered both physically and virtually.
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