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[bookmark: _heading=h.30j0zll]Introduction
Marketing is explained by Dibb, et al. (2019) as conceptualisation, distribution, promotion, and pricing of products and services, along with planning and execution of ideas to create relationships with the stakeholders in a dynamic environment. In line with this, the assignment focuses on analysing the internal and external environment of Samsung (the company selected for this assignment purpose) that would aid in planning an effective marketing strategy and to give recommendations about future marketing strategies that can be considered by Samsung.

[bookmark: _heading=h.1fob9te]External Analysis 
In marketing, external analysis examines the micro and macro environment of the organisation (Refer to Fig. 1) which includes uncontrollable factors that may influence the decisions made by the company when designing a strategic marketing plan (Drummond, et al., 2001). 
Figure 1: The Micro and Macro Environment
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Source: Adapted from Orcullo (2007)
As shown in Fig. 1, micro-environment includes factors which are in direct contact with the organisation, whereas macro-environment comprises external factors that are outside the reach of an organisation (Hooley, et al., 2009). Orcullo (2007) stated that PESTLE analysis can be used to study the factors in macro-environment.

[bookmark: _heading=h.3znysh7]PESTLE Analysis
According to CIPD (2021), PESTLE analysis examines the external factors that impact a company’s decisions and provide opportunities and/or threats (Refer to Fig. 2). 
Figure 2: PESTLE Analysis
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The influence of PESTLE factors on Samsung can be accessed as follows:
Political – Brexit is a recently political scenario in the UK that may prove unfavourable for Samsung as high import taxes post-Brexit may lead to increase in products and service price, which may further cause reduction in demand (Chang, 2018)
Economic – As stated by Collins (2022), a report by IDC Corporate showed that the average smartphone cost in the UK has increased by 16% on a year-to-year basis due to rising inflation. Furthermore, the cost-of-living crisis has resulted in British people trading their smartphones (39%) instead of buying a new one (Vodafone, 2022). These economic factors are a threat to Samsung’s business as it may affect their sales and revenue.
Social – According to Mintel’s Lifestyle report (2022), there has been an increase in demand for luxury and premium brands in the UK post-Covid pandemic and this can be an opportunity for Samsung to provide engaging products and positive experiences to its customers. 
Technological – The advancement in technology in recent times, can be highly favourable for the research team of Samsung in the UK as it can use high-end technology to design its product and offer 6G technology to its customers (Samsung Research, 2022).
Legal – Compliance with labour and human right laws can prove favourable for Samsung as employees can feel safe and stable in the company’s work environment and can advocate potential employees to work in Samsung (Samsung, 2022). 
Environmental – Samsung makes use of recycled plastic in developing its product-line and this can be an opportunity for Samsung to maximise its resource efficiency and to contribute positively to the environment and society as whole (Samsung Newsroom, 2017). 
Besides analysing the impact of external PESTLE factors, Samsung also needs to understand the competitive landscape in the external environment when planning an effective marketing strategy (Henry, 2021). 

[bookmark: _heading=h.2et92p0]Porter’s 5 Forces Analysis
According to Chartered Global Management Accountant (2013), Michael Porter’s Five Forces Analysis is an effective framework to help Samsung assess and evaluate its competitive position and power in the industry (Refer to Fig. 3). 



Figure 3: Porter’s 5 Forces Analysis
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Source: Hooley, et al. (2009)

Threat of new entrants – Samsung has achieved a leading position in the market through constant innovation and investment and this is difficult for new entrants to achieve (Samsung Newsroom, 2020). Therefore, the threat of new entrants is low for Samsung.
Threat of substitutes – Threat of substitute is also moderate for Samsung as with regards to its smartphone, the functionalities can be substituted, for example television to watch programmes, digital cameras to take photos and videos, calling through internet and landline, and so on (Kasulaitis, et al., 2021). However, it is difficult to amalgamate all these functionalities in one small and portable device. Also, to find an effective substitute for its home appliance products like microwave, refrigerator, washing machine, etc. is hard.  (Cabeza, et al., 2018) 
Bargaining power of buyers – Collectively buyers have a high bargaining power as there are many brands selling electronics in the UK market which the customers can choose if not satisfied with the products, services and price of Samsung. (MacKenzie, et al., 2013)
Bargaining power of suppliers – Suppliers’ bargaining power is low as Samsung is a giant company working with a large number of suppliers from Korea, USA, Hong Kong, Taiwan, and many other places (Samsung, 2022). Most of these suppliers depend on Samsung for their revenue. Nevertheless, Samsung also produces chips, processors, sensors, etc. and so it can be a supplier for its own product-lines (The Economist, 2021). 
Competitive rivalry – Samsung has to face tough competition in the market from Apple and Google that produces high-performing smartphones. In addition, OnePlus also offers similar functionalities at a low price. Samsung also competes with LG, Whirlpool, Sony, Bosch, etc. for its home appliance products. (Basin, 2018)

[bookmark: _heading=h.tyjcwt]Internal Analysis
Odubiyi and Oke (2016) explained that internal analysis examines a company’s strengths and weaknesses to determine its capabilities and to accordingly form business or marketing strategies. 
[bookmark: _heading=h.3dy6vkm]SWOT Analysis
SWOT analysis is an effective framework (Refer to Fig. 4) that Samsung can use to analyse its internal strengths and weaknesses and external opportunities and threats (Kotler and Keller, 2015).
Figure 4: SWOT Analysis
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Source: Adapted from Sarsby (2016)
Strengths – Samsung is regarded as a leading brand in the global market and a largest manufacturer of electronic devices and equipment (Laricchia, 2022; Samsung Newsroom, 2020). All information, products, services, etc. available on the official website of Samsung are patented and copyright reserved. The customers feel connected with the brand (Morgan, 2018) and contribute to its increased sales and revenue (KRW 279.6 trillion or £173 billion in 2021). The company has 266,673 workforce 2,500 suppliers globally which indicates that it has successfully created a strong bond with them. (Samsung, 2022)
Weaknesses – Samsung has to face intense competition from Apple, OnePlus, etc. and so it has to invest aggressively even for a minimal increase in market share (Kim, 2013). It has much lower market shares (30.07%) in comparison to Apple (50.62%) (Laricchia, 2022). Product malfunctioning (e.g. Samsung’s foldable phones) and safety issues (e.g. Samsung Note 7 explosion) can damage the brand image of the company. (Culpan, 2019)
Opportunities – Samsung is a large organisation capable of investing in future research and development which can lead to production of high-end technology appliances and devices. Designing region-specific products, for example more air-conditions manufacturing in Asian or tropical regions and increased heaters in colder regions, can boost the sales and revenue of the company. Introducing an affordable variety of product-line for different income-group people can help Samsung to increase its profitability. 
Threats – Increasing competition is a major threat to the profitability of Samsung. Rising inflation and cost-of-living crisis and pandemic can affect the supply chain due to heavy import taxes, as well as sales and business operation of Samsung (Chang, 2018). 
Although the above-mentioned frameworks are advantageous for Samsung when planning effective marketing strategies, it is not possible to use a single framework to identify the impact of forces. For example, 5 Forces analysis does not consider external factors like government policies, political trends and environmental influence and therefore PEST analysis needs to be used along with 5 forces analysis. Also, 5 forces analysis is no longer relevant in today’s age of digitalisation and globalisation where all companies in every industry are reaching and accessing a number of customers and suppliers in different regions (Isabelle, et al., 2020). This increases the competition for every big and small organisation in the market. 

[bookmark: _heading=h.1t3h5sf]STP Model
STP stands for Segmentation, Targeting and Positioning and it is a 3-step framework (Refer to Fig. 5) used to identify the segment (audiences), to target them and to accordingly position business offerings to get maximum output (Baker and Saren, 2010).
Figure 5: STP Model
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Source: Adapted from Baines, Fill and Page (2011)
Segmentation
Brassington and Pettitt (2013) defined segmentation as the process of grouping like-minded customers based on their specific characteristics, needs and benefits. 
Samsung's demographic segment includes students, home-makers, professionals and techno-savvy people that are both male and female in the age range 18-65 years whose lifestyle is determined by excessive consumption of electronics and digital appliances (Dudovskiy, 2017). These segments are geographically targeted in 74 countries across the globe (Samsung Newsroom UK, 2022). Samsung’s products, especially smartphones, are considered expensive which are affordable to upper class and upper-middle class who have good disposable income (Perez, 2022). However, the company offers a ‘buy now pay later’ scheme to its customers which can also be affordable to middle class people on minimum wages (Samsung, 2022).
Targeting 
Singh (2012) stated that targeting refers to identification of specific segments in the market and constantly promoting them through various channels. Samsung uses product differentiation strategy to target its audience. For example, Samsung smartphone users include students, business professionals, tech-savvy individuals, etc. whereas its home products are targeted to adults and home-makers (Dudovskiy, 2017). Goi (2009) stated that Samsung not only targets to attract more people but also strives to retain them and win their loyalty through its strong promotion and wide product range.
Positioning
According to Brassington and Pettitt (2013), positioning refers to identification of appropriate niche markets for a company's products/services and creating a brand image in their minds. Samsung uses benefit positioning and user positioning strategy in the market. The main benefit of Samsung positioning is the wide array of affordable and high-end product-lines for different consumer groups whereas through user positioning, it targets customers in the age range 18-45 who are techno-savvy and follow the latest technology trend. In addition, using competitive positioning by focusing on its strengths and weaknesses of its competitors, Samsung increases customers’ preference for its products. For example, price and camera quality of Samsung smartphones is the key feature over Apple’s smartphone and Samsung uses these features to attract its customers. 

[bookmark: _heading=h.4d34og8]Marketing Mix Strategy
Goi (2009) stated that marketing mix refers to the 4Ps (Refer to Fig. 6) of marketing which a company needs to consider when planning and practising marketing efforts to bring more customers and sales to the business. 




Figure 6: 4Ps of Marketing
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From the perspective of Samsung, the 4Ps of Samsung’s marketing mix include:
Product – Samsung’s deals in wide range products which includes smartphones and phone accessories (cover, cable, adapter, S pens, screen protector, etc.), watches and accessories (charger, cover, strap), tablets, audio system, television, refrigerator, washing machine, microwave, oven, heaters, coolers, memory chips and storage device, etc. (Samsung, 2022)
Price – Samsung uses competitive pricing and price skimming strategies (Gupta, 2017). Competitive pricing strategy refers to pricing the products, high or low, depending on the competitors’ price (Pride and Ferrell, 2021). For example, the recently launched Samsung Galaxy S22 is available in the UK at £769 for 128GB whereas Apple’s iPhone 14 is available at £849 for the same storage (Samsung, 2022; Apple, 2022). Pricing skimming is when a company sets a high price and uses high-end promotion for its products when they are initially launched in the market (Schindler and Schindler, 2011). For example, when Samsung Galaxy S21 was launched in the UK in January 2021, it was available at £769, however after a year, its price was reduced to £699 (Spendelow, 2022).
Place – Samsung uses both direct and indirect channels of distribution (Samsung, 2020). Direct channels allows customers to purchase its products directly from its own-brand stores whereas through indirect channels, customers can buy Samsung products third-party distributors, both offline and online, such as, online and offline retailers sites/stores (Amazon, Argos, Curry’s, etc.), network providers (Vodafone, O2, Three), etc. 
Promotion – Samsung promotion strategy includes online promotion, like digital marketing on social media platforms (Instagram, Facebook, etc.), own-brand websites, and their-party websites (Amazon, Argos, etc.). Offline promotion of Samsung includes advertisements on television or radio or print media (newspapers and magazines), through billboards, sale promotion (Boxing Day sale, Winter Sales, etc.), sponsorship (collaboration with talkSPORT, sponsoring football and rugby matches, etc.), trade shows, public relation and so on. (Samsung, 2022; Samsung UK Newsroom, 2022)

[bookmark: _heading=h.2s8eyo1]Conclusion
To conclude, when planning an effective marketing strategy, Samsung needs to first analyse its internal and external environment. Both PESTLE and Porter’s 5 Forces Analysis are best frameworks to assess the external factors impacting Samsung’s business whereas internal strengths and weaknesses along with external opportunities and threats can be analysed using SWOT analysis framework. In addition, Samsung needs to be aware of its target segment in the market and the brand position it has created in their minds so that the right group of customers can be targeted using effective marketing mix strategy over its competitors.

[bookmark: _heading=h.17dp8vu]Recommendations
Although Samsung offers wide range of product-line and performs extensive research in developing new products, it still has opportunity to widen its product range and enter the existing market with a new product development that would include electrical beauty products and tools, like electric razor and trimmer, epilators, hair straighteners and curler, wax heater, etc. According to Mintel’s report (2020), demand for beauty/grooming devices has increased (93%) post Covid-19 pandemic. Thus, electric beauty product development in the market can be an effective future strategy for Samsung. 
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