









MARKETING FUNDAMENTAL ANALYSIS AND EVALUATION

Executive summary
The purpose of this article is to provide a market analysis for “Samsung Electronics Co” through the lens of a marketing manager. The external analysis has for Samsung has been done using the PEST analysis. It is found that Samsung had struggled due to pressure from external factors and only the technological aspects were favourable. Internal analysis is done along with showing the STP model, marketing mix and SWOT analysis. This article tries and sheds light on the business activities of Samsung and the impact Covid-19 has on the company. 
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This report aims to provide an Internal and External analysis of “Samsung Electronics Co”. Samsung is an electronics company that specialises in the development and sale of electronic devices and was established in South Korea in 1938. Their products are sold in over 190 countries, globally (Samsung, 2021). Through the perspective of a marketing manager this article hopes to provide a marketing analysis for Samsung, keeping in consideration the impact of Covid-19 pandemic over Samsung's business processes. Along with conducting a SWOT analysis to find appropriate solutions to their shortcomings with the recent changes in the market due to the pandemic as well as economic change seen world-wide.  
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External analysis looks at how external elements like changes in the industry and the environment influence a company's performance (Kumar, 2020). To discuss the same about Samsung as a global multinational company a PEST analysis is being conducted to evaluate its performance during the COVID-19 pandemic. The 4 main factors of influence of this analysis are 1) political factors, 2), social factors, 3) economic factors and 4) technological factors. A detailed explanation on the PEST factors is stated below.
[bookmark: _Toc90333259]PEST analysis
· Political.
While there are slight issues in certain international markets, such as China, the political atmosphere in most of the locations where Samsung operates is amicable to its activities, Samsung may still be deemed to be working in regions where political law is friendly. However, because of the firm's difficulties with Pyongyang, it has faced significant political problems in recent years in South Korea, so the company must consider not just political instability but also the possibility of a military conflict scenario on the Korean Peninsula. Furthermore, Samsung faces political challenges in a handful of South American nations as well as a few regions of Africa, where the political atmosphere is turbulent and controlled governments change often. The latest epidemic has aggravated this, since international borders have been closed, disrupting Samsung's global supply (Kumar, 2020).
· Social
The firm is mostly a family-owned business situated in South Korea. This means that, despite its global reach, it is really a Korean enterprise. As a consequence, its global operations appear to include a number of components, one of which is responding to local needs (Liu, 2017). In those other ways, Samsung now has to function locally as a global company, necessitating the use of a structured strategy in various emerging markets. Aside from that, the corporation must adjust its products to the constantly evolving demands of buyers across a wide range of industries. The crucial point to understand is that Samsung operates in a market niche that is significantly influenced by client lifestyle choices, and because sociological elements differ by area, the company must reposition itself effectively in each market.
· Economic.
This element is especially vital for Samsung, since the opening up of various emerging markets has enables the firm to expand its global reach. Despite the fact that the extended global financial slowdown has considerably affected customers' buying power in many developed economies as a result of COVID-19, They has turned to emerging countries to find viable businesses. The crucial thing to understand right now is that the broader financial climate in which Samsung operates is rife with ambiguity and volatility, prompting the company to rethink its strategy as a response. Samsung's positive characteristic is it has done a decent job of adjusting to the fall in customers' discretionary expenditure in developed nations by expanding into emerging markets. The firm is taking the required steps to tackle the problem (Liu, 2017).
· Technology.
Samsung is considered as one of the world's most innovative companies. This shows that the company has a competitive advantage in terms of utilising technology's possibilities and fostering protracted economic growth. As a response, the company's frenzied desire to remain ahead of technological and innovation trends, as well as a plan to beat its competitors and peers in terms of aiming to be the first to market with its latest goods, has resulted. Furthermore, as a result of this, the company has made runs with its replicas of well-known product designs from other businesses, resulting in regulatory and legal criticism as well as issues. During this Covid-19 pandemic the company saw a rise of sales in the smartphone segment as more people needed devices to communicate, being housebound. Samsung also ran campaigns to give back to the community. Providing cell phones to home isolated patients. 
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1. Segmentation
Geographic, Demographic, Psychographic, and Behavioural are the segments. Which helps a company to divide its market into categories and to understand it properly (Shah, Isah and Zulkernine, 2019). Samsung had also segmented its target market based on these mentioned categories. Thus according to their operations and activities during the COVID-19 pandemic, Samsung's current segmentation approach can be suggested to be mostly based on behavioural and psychographic as they mostly deal in technological innovations catering to a luxurious lifestyle. A detailed explanation of the 4 categories is as follows.
Demographic: Samsung's demographic segmentation is mostly comprised of people aged 23 to 55, spanning from lower mid to higher middle class. Samsung offers a wide range of products at various price ranges, including low-cost items as well as high-end specialty products. As a reason, it appeals to a wide range of groups, particularly the youth. It resonates to teenagers due to its multiple features, which include a high-quality camera and multitasking capability (Samsung, 2021). With the epidemic at hand and most people working from home, these qualities appeal to clients since they improve productivity.
Geographic: Samsung sells its goods in 63 countries throughout the world, with slight differences based on the demands of each location. It diversified into many Asian areas, including the north, east, and south, but also taking into account the American market (i.e.- North and south America). Samsung has a wide range of products to appeal to a wide scope of various groups and socioeconomic classes. However, because of the current pandemic events, appropriate distribution has become a problem.
Behavioural: Samsung's principal source of revenue is from the sale of smartphones in foreign markets, and its key focus is on understanding the behavioural patterns of these customers. Samsung phones are made to match every lifestyle. It delivers smart phones in a selection of colors that are aimed mostly towards girls. The cost of mobile phones differs based on the model, with varied features catering to various types of behaviour and lifestyles.
Psychographic: Psychographic segmentation is among the most important segmentations for Samsung as a business. During the Covid-19 epidemic, Samsung will be able to better market and supply their products as a result of this. As a consequence there is a more precise competition between items and the demands and wishes of each sector's customers. Samsung, too, has products for consumers who decide based on their habits (Samsung, 2021). Samsung Galaxy, for instance, is one of many product lines, with unique aspects and a magnificent design tailored to high-end patrons who love to parade and make an unique stylish trend with their handsets.
2. Target
Samsung's technologies cover a wide variety of clients, from normal users to heavy-duty machinery. Buyers can be anywhere from their teens to their forties, or even older, as provided as they have the monetary capacity to purchase and use Samsung equipment. Samsung's target demographic is mostly comprised of young adults and teens, most of whom are tech-savvy. This customer sector is growing since Samsung has just seen in recent years, during the COVID-19 epidemic, this cohort has had more spending than in prior years (Fuertes et al, 2020). As the world comes to a halt and individuals have nothing else to do with their time, they spend the majority of their disposable cash on digital devices, boosting Samsung's sales.
3. Positioning
Segmentation, targeting, and positioning are a series of activities carried out in a specific order. The crux of Samsung's business model consists of these actions. The method of evaluating the marketing approach which is most suited to the intended audience group is known as positioning. Samsung's positioning throughout the pandemic hasn't altered significantly, but little tweaks have been made to accommodate the new normal, both during and after Covid strategies. Positioning for Samsung can be seen as a two-way indictment (Fuertes et al, 2020). Two predominant questions need to be understood to shed light on the company's business strategies. They are,
1. How will Samsung position itself ahead of customers through the services and products it offers, the statements it sends out, and the advertising and marketing channels they should employ during the Covid-19 pandemic?
2. Based on all of the foregoing actions, how do customers view and assess Samsung? Keeping the latest epidemic in mind, this is what concerns Samsung the most.
Therefore Samsung employs the following strategies for positioning:
· Multi-segmented Positioning.
Samsung responds to a range of market segments at the same time by offering a diverse consumer experience portfolio. Their SMART Multicolour displays, for example, are available in a number of sizes, projection resolutions, and capabilities, and also a range of prices. As an outcome, Samsung meets the needs and wants of clients of diverse financial means (Shujahat et al, 2017).
· Imitative positioning. 
The company is also known for repeating Apple's product development, functionality, and marketing strategies. 
· Anticipatory positioning
Due to the on-going Covid-19 epidemic, certain Samsung products, like as sensor technology for phones, have a low turnover rate. These items, across the other hand, were designed with the assumption of rising demand in the near future as the pandemic's influence fades (Shujahat et al, 2017).
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The marketing strategy consists of the following elements: product, location, pricing, promotion, process, people, and depicting tangible evidence of the same. Marketing experts employ this method. What services and items are accessible is heavily influenced by the marketing mix. Marketing Plan for Samsung also looks at the particular reputation and goods (Trigeorgis and Reuer, 2017). The four major parts of the marketing must be seen as a unified unit which complements and enhances each other. Otherwise, a product's marketing plan would be unclear. In recent times of the pandemic, Samsung marketing mix has not changed but has been altered to fit the present situation and provides an outline for the workings of the company, product and the services they provide. Following are the 4 P’s of marketing mix Samsung uses as strategies to maintain a market share in the global marketplace.
· Product Strategy- 
Samsung invests a significant amount of money in product research and design to guarantee that customers receive the best possible item. They offer a wide range of products in a number of categories. The marketing - mix products from them offer a myriad of services. They can be divided in 5 main categories, they are:
1. Mobile devices: Samsung is one of the leading manufacturers of mobile phones globally, currently holding around 22% of the total market share of mobile phones globally (Trigeorgis and Reuer, 2017). Tablets, wearable gadgets, accessories, Galaxy smartphones are all included within this mobile segment.
2. Home appliances: Samsung has high ambition in being a market leader in manufacturing of home appliances too. Samsung sees it as a sector where they can grow immensely but as they are not the leaders of this division globally the overseas market is already very saturated with competitor brands. Some of the products they offer in this category are vacuum cleaners, refrigerators, air conditioning, cooking appliances as many more.
3. IT & Computer: during the Covid-19 pandemic the company saw the highest growth in this category of products. As people are more housebound, the demand for computers and IT solutions still keeps rising as people shift their office to home, requiring more such gadgets. Samsung provides a wide range of products in this segment as well. To mention a few, printers, laptops, display screens, multifunctional devices, etc are all included with this category.
4. Memory/ Storage: Samsung is also recognised for producing high-quality SSDs, portable SSDs, USB flash drives and memory cards among other things. Samsung is regarded as a product leader and pioneer, with products in a variety of areas (as noted above), indicating that it is a commodity focused company.
5. Television: Samsung provides televisions, sound / visual solutions, as well as other accessories. Aside from manufacturing cutting age modern SMART televisions, the corporation has a robust digital camera portfolio as well.

· Price Strategy-
Samsung is the pioneer in mobile phones and a big participant in the home appliance markets. They employ two pricing structures, which are described below. 
· A competitive pricing plan is part of Samsung's marketing strategy. In other product categories, Samsung just hasn't been able to position us as the industry leader. To prevent being sided by its business rivals, it is vital for the corporation to use competitive pricing (Trigeorgis and Reuer, 2017). Samsung is also not the dominant player in many product categories, thus it must depend on this to maintain its market supremacy.
· A differential pricing technique has also been used by the company. When Samsung offers new smartphones with varied disk space options, for example, the price of the item is raised. However, when a competitor releases a device with similar features, Samsung cuts the price and easily avoids losing customers as a consequence of the competitor's debut. Because of this approach, the company's annual income is valued more than $150 billion even while the Covid-19 epidemic is active.

· Promotional Strategy-
Publicity is a crucial component of a company's marketing strategy. Promotion is the most successful method of marketing for acquiring new customers as well as showcasing the business, according to Samsung. They promote new items using electronic channels and newspapers. They also employ celebrities to persuade huge audiences; the company has approached a number of famous personalities to act as brand ambassadors and push Samsung's products. At all locations of activity, highways are ornamented with big hoardings and billboards. The organisation has a strong digital presence thanks to internet marketing, digital advertising, and social media use. They renowned for its providing its customers well. As a result, it is well-known for being a significant sponsor. Additionally Samsung offers considerable bargains and also a sought-after advertising strategy during holidays.
· Placement Strategy-
This allows customers to purchase directly to retailers and service providers. As a result of this strategy, Samsung service partners are principally responsible for corporate revenue. Because Samsung is such a well-known brand, electronics merchants are nearly always required to carry it. Samsung's area of competence is distribution management, which is noteworthy given their worldwide market reach, which includes even the most distant locations. Samsung similarly runs its operations through with a single distribution centre in one location, from which it distributes products to other locations. This is designed to decrease any potential for misunderstanding (Morgan et al, 2019). The organisation has put in place a highly comprehensive system that considers all potential risks. As a result, no updates to this section about the Covid-19 epidemic have been made.
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	Strength
	Weakness

	1. Robust brand image: Samsung was placed in the top 10 at the world's most valued company 2020-2021, according to Forbes. 
2. Dominance in mobile manufacturing: With an 20 % market share during the first quarter the year, Samsung dominated the market. 
3. Samsung's R&D: They invested more than 17 billion dollars on research and development in 2019.
4. Product variety: As mentioned previously in the article their product range is massive.
	1. Lessened profit growth: There was a dip in profits since 2017 which furthermore got even more aggravated in the covid-19 outbreak, smartphone sales have been dropping, and Samsung’s earnings has fallen since then.
2. Weakened Brand connection strategy: The worldwide environment is constantly changing at an incredible rate. As an outcome, it is past time for Samsung to change its ways of dealing with it. Its outdated branding and communication strategies are in grave need of modernization.
3. Higher pricing: Their products always seem to be pricey to maintain their great standards. Apple, Xiaomi, and Huawei are pursuing to outperform each other by raising their price and quality levels.

	Threats 
	Opportunity

	1. Impact of the pandemic might increase in the future as it is unknown.
2. Strict government regulations in the areas of operation is a hurdle to Samsung’s growth (Morgan et al, 2019).
3. Strong competitors from the Chinese market threaten Samsung’s share.
	1. Business diversification: Samsung has a large variety of products to offer, but it also has a series of unique products it might release.
2. Spreading to new markets: As kind of a result of the government's willingness to help with population development, new markets are emerging.
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Samsung followed the below objectives for staying competitive in the market during the pandemic and to overcome the potential challenges. 
· To stay competitive, Samsung had to divert more attention to its competition and customer base.
·  Pricing is an important aspect of sales, maintaining quality while keeping the price in check is essential.
· Samsung concentrated on delivering new technologies to customers by becoming familiar with them and let them know about their existence.
· With the recent Covid-19 pandemic many areas of operations overseas are inaccessible, this hinders Samsung's supply chain and as a result they had to find new alternatives so as to not affect the company’s growth. 
Finally, Samsung's major strengths may be summarised as consistent profit growth and worldwide reach. Its key weakness is it’s over handling competing rival brands from China as well as Apple in the USA. This may not seem to be very taxing, but really is a big task to undertake for them.
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To conclude, it is clear that “Samsung Electronics Co” as a brand has reached a place in the market which is unprecedented. With the aid of their well sought-after marketing strategies and their robust research and development Samsung has paved the way as a Pioneer in the technology market segment. This report aims to shed light on the company’s business processes through assessing the impact of Internal and external factors. As well as providing an overview of the marketing mix Samsung uses to maintain global dominance as an electronics retail giant. This is clear, on retrospection of the article.
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