[bookmark: _Toc133963801]Introduction
The core aim of this report is to critically analyse the digital marketing capabilities and strategies of Samsung Electronics Co Ltd. With a specific focus on the official company website and social media presence, the report will also provide a detailed insight into the digital assets as well as the internal and external structural flows of the company. The key digital promotional strategies employed by the company will also be analysed in this report. Additionally, the report will also explore the capabilities of machine learning and Artificial Intelligence in the field of digital marketing and how it can be utilised to create effective digital marketing strategies and expedite the return of investment (ROI). 
[bookmark: _Toc133963802]Digital Marketing   
In layman terms, digital marketing is the concept of using digital channel and technologies to promote and market products and services. The concept utilises a wide range of strategies and tools that could leverage the internet and digital media to engage with the target audience. Digital marketing uses various channels such as social media, search engines, emails, mobile applications, and websites (Chaffey & Ellis-Chadwick, 2020; Hien & Nhu, 2022). 
One of the key advantages of digital marketing is its capabilities in customer segmentation. Digital marketing helps companies to collect specific customer data like consumer behaviour, buying patterns and frequency of purchases (Wang, 2022). Data analysts can then utilise these data to create highly targeted digital marketing strategies that could reach the potential customers in a very short span of time. In short, digital marketing helps companies to customise the marketing campaigns to make them more effective and generate better ROI.
Another advantage of digital marketing is its ability to monitor the results in real-time. This helps companies to monitor the performance of their ad campaigns in real-time and, adjust as required (Epstein & Yuthas, 2007). In other words, digital marketing helps companies to optimise their ad campaigns for maximum benefits and drive business growth. 
Digital marketing encompasses a wide range of strategies and tools such as search engine optimization (SEO), (SEM) social media marketing, email marketing, content marketing and influencer marketing (Rosario et al., 2022). Each one of these tactics has several advantages and can be employed alone or in unison with other tactics to create an effective digital marketing campaign. 
In other words, digital marketing has become a pivotal strategy for modern day organizations to create financially feasible and highly targeted campaigns to reach their target audiences. Similarly, the ability of digital marketing to provide real-time monitoring will also help companies to make informed decisions in future marketing campaigns. 
[bookmark: _Toc133963803]Benefits of Digital Marketing
The pandemic of Covid 19 has forced customers to shift from the traditional method of offline shopping into the new online shopping (Croudace, 2022). Hence, companies are scaling their online capabilities and assets to attract most of these people to purchase from them. In other words, companies must adapt to these changes in consumer behaviour and devise innovative digital marketing strategies, to survive in the current business scenarios. 
Retail companies can harvest numerous benefits from employing digital marketing strategies (Veleva & Tsvetanova, 2019). Some of them are as follows:
1. Wider Audience Reach: One of the key advantages of digital marketing is its ability to reach a wider audience. As the world is becoming more technologically connected, the usage of digital devices like PCs, smartphones and tablets is getting increased every day. This provides companies with a great opportunity to reach their target customers. Hence, by applying digital marketing strategies, companies can not only reach a wider audience, they can also increase the traffic to their digital assets like websites and social media pages. 
2. Data Analytics: Digital marketing also helps retail organizations to analyse their consumer behaviour and preferences. With the help of data analytics companies could get an insight into the needs, wants and purchasing habits of their customers. This will help to create tailor made advertisements which in turn results in higher revenue generation. 
3. Cost Effective: Digital marketing is generally more cost effective in comparison with traditional marketing channels like television, audio and print advertising. This is particularly helpful for new companies with limited marketing budget. 
[bookmark: _Toc133963804]Company Background and Overview
Samsung was founded in 1938 as a trading company by Lee Byung-Chul in Daegu, South Korea. During the initial days, the company focused on the trade of dried fish and vegetables to China but later expanded into the sales of textiles and insurance (Zhou, 2020). By the 1960s Samsung shifted its focus to the electronic industry and in 1969, the company released its first black and white TV. The company is now on of the global leader in the manufacturing of electronics consumer goods and has created numerous innovative products such as the world's first 40-inch TFT-LCD TV in 2004, and the Galaxy S series of smartphones in 2010. In 2022, the company generated 302.2 trillion won ($245.7 billion) in revenue, compared to the 279.6 trillion won ($227.4 billion) in collected in 2021 (Toh, 2023). The company is headquartered in South Korea and has manufacturing as well as research and development facilities in other major economies like United States, China, Japan, India, Germany, France, and the United Kingdom. Samsung also employs more than 320,000 employees and sell its products in almost every country in the world. The following table provides the key stats of the company:
[image: ]
Source: Marketline
Similarly, the following chart illustrates the global revenue of Samsung:
[image: ]
Source: Marketline
[bookmark: _Toc133963805]Digital Marketing Analysis
Digital marketing analysis is the process of evaluating a company’s online marketing strategies and techniques. This will help companies to identify its strengths and weaknesses as well as opportunities, that can be leveraged for business growth (Profiletree, 2023). 
[bookmark: _Toc133963806]Identification of Digital Assets 
Digital assets refer to all the online platforms and assets used and managed by the company to engage with its customers and to promote its products. Samsung uses numerous digital assets in its operations such as:
1. Website
2. Social Media Accounts
3. Marketing Information System
4. Customer Relationship Management System
5. Enterprise Resource Planning System
Each of these assets will be discussed in detail, in the following sections.
[bookmark: _Toc133963807]Website
The website is the primary digital asset of Samsung for promoting and selling its products and services. The website is well structured and user friendly and provides a seamless navigation structure, which helps its customers to find what they are looking for quickly. The website holds a range of information such as product descriptions, reviews as well as an online store to purchase the products. The following table shows the URLs of Samsung’s official online store in some of the most important global economies.
	Country
	Samsung Shopping Website

	United States
	https://www.samsung.com/us/shop/

	United Kingdom
	https://www.samsung.com/uk/shop/

	Canada
	https://www.samsung.com/ca/shop/

	Australia
	https://www.samsung.com/au/shop/

	India
	https://shop.samsung.com/in/

	China
	https://www.samsung.com/cn/shop/

	Japan
	https://www.samsung.com/jp/shop/

	Germany
	https://www.samsung.com/de/shop/

	France
	https://www.samsung.com/fr/shop/

	South Korea
	https://www.samsung.com/sec/


[bookmark: _Toc133963808]Social Media Accounts
Samsung also has established a strong presence in social media platforms such as Facebook, Twitter, Instagram, and LinkedIn. The company leverages these platforms to engage with its customers, promote its products and services, and share content. The following table provides the links to Samsung's official social media accounts:
	Platform
	Account Link

	YouTube
	https://www.youtube.com/@Samsung

	Facebook
	https://www.facebook.com/SamsungGlobal/

	Instagram
	https://www.instagram.com/samsung/

	Tik Tok
	https://www.tiktok.com/@samsung

	Twitter
	https://twitter.com/Samsung

	LinkedIn
	https://www.linkedin.com/company/samsung-electronics/



[bookmark: _Hlk132806164][bookmark: _Toc133963809]Customer Relationship Management System (CRM) 
CRM systems are used by businesses to manage and analyse their interactions with the customers and potential customers. The following flowchart illustrates the functioning of a CRM system:
[bookmark: _Hlk133964463][image: ]
Source: (Schönherr et al., 2009)
The system assists in streamlining procedures, automating jobs, and providing a thorough view of client data, which helps in sales, customer service, and marketing activities. Features like contact management, lead management, sales forecasting, and customer analytics are frequently included in CRM systems. 
eCRM (Electronic Customer Relationship Management) System is a subset of CRM that focuses on digital channels such as email, social media, and websites to manage customer interactions. Businesses may personalise interactions, track consumer behaviour, and communicate with customers across a variety of channels with an eCRM system. Features like email marketing, social media management, online analytics, and mobile marketing are included in eCRM systems. The following diagram illustrates the operation of an eCRM system:
[image: ]
Source: https://www.slidegeeks.com/continuous-improvement/product/process-of-e-crm-ppt-powerpoint-presentation-professional
DBMS systems such as SAP HANA, Oracle Database, Salesforce, and Microsoft SQL Server can be used to store and analyse customer data, including contact information, purchase history, preferences, and behaviours (Gil-Gomez et al., 2019). Samsung, for instance uses Salesforce, a cloud-based CRM platform, to manage its customer data and customer engagements. These data are then used to create highly targeted marketing campaigns (Salesforce, 2022). 
[bookmark: _Toc133963810]Marketing Information System (MIS) 
Marketing Information Systems are used to store and analyse marketing data such as sales data, marketing campaign data and customer data. It provides marketers with accurate and timely information that is necessary to make effective marketing decisions. 
The following diagram depicts the primary components of a MIS, the environmental elements monitored by the system, and the varieties of marketing choices sought to be supported by the MIS:
[image: ]
Source: https://www.fao.org/3/w3241e/w3241e0a.htm


The following gif illustrates the flow of information in MIS:
[image: ]
Source: https://www.pinterest.co.uk/pin/434667801532566874/
The functioning of an MIS system includes the following stages: 
1. Data Collection: This is the initial stage where data is captured through social media, surveys, and customer feedbacks.
2. Data Analysis: Here, the collected data is analysed to identify patterns and trends using statistics and data modelling techniques. 
3. Information Storage: This pertains to the storage of the analysed data in data warehouses.
4. Information Retrieval: This is the stage where the marketing professionals access and analyse the stored data to analyse customer behaviour, preferences, and buying patterns.
5. Information Dissemination: In this final stage, the processed data is disseminated to the relevant stakeholders like marketing managers, sales teams, product managers, and other decision-makers.
DBMS systems such as MySQL, PostgreSQL, Adobe Marketing Cloud, and MongoDB are generally used as MIS systems (Brien & Stafford, 1968). Samsung has been reported to use Adobe Marketing Cloud for marketing automation (Apps Run the World, 2018).
[bookmark: _Toc133963811]Enterprise Resource Planning System (ERP)
ERP systems are designed to integrate and streamline all aspects of a company’s operation, from finance and accounting to supply chain and inventory management. By providing a centralised database, ERP systems helps to improve control and reduce costs in business operations. The following image illustrates the ERP system structure:
[image: ]
Source: (Belfo et al., 2016)
ERP systems frequently incorporate modules for handling many business operations, including purchasing, production scheduling, inventory management, and financial management. To meet the requirements of a firm, these modules can be adjusted and customised. 
The following diagram illustrates the operational flow in an organization, from manufacturing and post sales support. An ERP system will incorporate all these operations under a single centralised database, for accurate control and supervision. 
[image: ]
Source: https://hotcore.info/babki/erp-system-flow-chart.htm
There are numerous renowned ERP systems such as SAP ERP, Oracle ERP Cloud and Microsoft Dynamics 365. Samsung for instance, has developed and employed an N-ERP (the next-generation ERP) system across its 120 global offices.
[bookmark: _Toc133963812]Internal and External Communication Structural Flows 
Internal and external communication structural flows refer to the way information flows within an organization and between an organization and external stakeholders. The type of information shared, the amount of hierarchy, and the communication routes employed all influence the structural flow of communication. The following diagram illustrates the organizational architecture and communication flow structure in a firm:
[image: ]
Source: Author’s creation
Internal communication structural flow refers to flow of information within an organization. Intranet systems are an example of internal communication system. The main object of internal communication is to inform and engage with employs on their duties and objectives (Robson & Tourish, 2005). For instance, Samsung’s global digital marketing team can use intranet systems to communicate and collaborate with digital marketing teams of different companies. This will help the global team to share new digital marketing policies and best practices with the local teams. 
On the other hand, external communication structural flow refers to flow of information between an organization and its external stakeholders, such as customers, suppliers, and distributors (Lunenburg, 2010). Main channels used in external communication are social media, press releases and websites. The primary objective in external communication is to foster a positive relationship with the external stakeholders and to improve the brand image and reputation. For instance, Samsung’s social media team creates engaging posts, and stories on social media, that showcase Samsung's latest products. Samsung also uses twitter to engage with its customers and provide customer support. This will Samsung to establish a strong relationship with its customers and improve the brand image. 
[bookmark: _Toc133963813]8Ps Marketing Mix
The 8Ps marketing mix framework is used by businesses to develop and implement their marketing strategies. It includes eight elements: product, price, promotion, place, people, process, physical evidence, and performance. Samsung uses the framework as follows:
1. Product: Samsung offers numerous products from home appliances to smartphones. The company tries to differentiate these products from those of the competitors with the help of innovation and quality. 
2. Price: The company employs competitive pricing strategies for its mid-range products and uses premium pricing strategy for its high-end products.
3. Promotion: The company uses various channels like TV ads, digital marketing, social media, and sponsorships, to promote its products.
4. Place: Samsung has a robust distribution network that consists of physical stores, online distribution channels, and collaborations with mobile carriers. The company also operates in more than 80 countries in the world.
5. People: The company has a highly skilled and trained workforce who are renowned for providing exceptional customer service.
6. Process: The company uses state of the art processes and equipment to manufacture its product. 
7. Physical Evidence: The company designs its product with modern and stylish designs to improve its brand image. The company also have flagship stores and experience centres that provide an immersive experience to tits customers. 
8. Performance: The company analyses its performance with the help of matrices like sales revenue, market share and customer feedback. 
[bookmark: _Toc133963814]Digital Strategy Plan
SOSTAC is a framework that helps businesses to implement marketing strategies. The acronym stands for Situation Analysis, Objectives, Strategy, Tactics, Action, and Control. Samsung can employ the framework to create a digital marketing plan, as follows:
1. Situation Analysis: Samsung could analyse its current digital marketing strategies to identify threats and opportunities. This can be done by analysing the website traffic, social media metrics, online reviews, and customer feedback to gain insights into its digital presence
2. Objectives: Based on the analysis, Samsung can develop SMART (Specific, Measurable, Achievable, Relevant, and Time-bound) objectives, such as increasing the web traffic or social media engagement. 
3. Strategy: The company can develop a new digital marketing strategy based on the objectives and company goals. For instance, Samsung can promote its new smart phone through social media influencers.
4. Tactics: The company can implement the strategy with the help of tactics like search engine optimization (SEO), pay-per-click (PPC) advertising, email marketing, social media marketing, and content marketing.
5. Action: The tactics can then be executed by creating and publishing content, launching campaigns, and monitoring performance. 
6. Control: The company should also monitor the strategy to analyse its effectiveness. This can be done by tracking website traffic, conversion rates, social media engagement, and other relevant metrics.
[bookmark: _Toc133963815]Push Pull Strategy
The push-pull marketing strategy combines two different strategies to promote and sell products and services. The push strategy entails promoting a good or service to the target market by using advertising, cold calling, and other techniques. On the other hand, the pull strategy focuses on building a strong brand identity and reputation that attracts customers to the good or service. Samsung can apply the strategy as follows:
1. Push Strategy: Samsung can run paid campaigns and email marketing to reach its target audience and promote its products.  	
2. Pull Strategy: Samsung can use pull strategy to create brand awareness with the help of techniques like creating engaging and informative content, such as blog posts, videos, and infographics, that highlights its products. 
Sweet Spot
The "sweet spot" in marketing is the ideal meeting point of three crucial components of a business strategy: the requirements and wishes of the consumer, the firm's strengths and skills, and the environment of competition in which the company operates. When a business discovers its sweet spot, it has discovered a distinctive and advantageous position in the market that enables it to stand out from rivals while also meeting the demands and preferences of its target clients.
Samsung has created its sweet spot by creating high-quality and innovative technology products that satisfy the needs and desires of its target customers. Additionally, the company has made its products unique by investing heavily in marketing and brand awareness. These factors have helped Samsung to create a sustainable competitive advantage, which in turn helps the company to become a market leader. 

[bookmark: _Toc133963816]Promotions for Products and Services
Samsung employs numerous strategies to promote its products and services. Some of them are as follows: 
1. Discounts and Sales Promotion: Samsung regularly provides discounts and other offers on its products such as buy-one-get-one-free deals or cashback offers. These offers will attract customers to purchase the product and drive sales.
2. Social Media Contests: Samsung also organises contests in on its social media platforms to engage with the customers and promote its products. For instance, the company might ask its users to share a few words about their favourite Samsung products, to enter a lucky draw and win a prize. 
3. Email Marketing: The company also uses email marketing to reach its customers. For instance, Samsung sends newsletters to its customers showcasing a new product or service. 
4. Influencer Marketing: Samsung collaborates with influencers to promote its products. For instance, Samsung might partner with a tech reviewer on YouTube to promote its new smartphone.
5. Trade-In Programs: The company also organises trade-in programs where customers can exchange their old devices like smartphones for a newer one.
6. Product Launch Events: Samsung also hold product launch events regularly to showcase new products. These events help Samsung to get media attention and create brand awareness. 

[bookmark: _Toc133963817]Machine Learning in Digital Marketing
Machine Learning (ML) is a field in Artificial Intelligence (AI) that involves the developing of algorithms and statistical data models. These models help computer systems to analyse, learn and make predictions from the data. This is different from the traditional method of programming where a programmer writes a code to perform a particular function or solve a particular problem. In machine learning, a computer is trained to identify patterns or relationships in the data and make predictions based on that data.
Machine Learning can be categorised into three types, which are:
1. Supervised Learning: In supervised learning, the computer is trained on a labelled dataset, which shows the correct answer. The computer then learns to predict the correct answer with the help of the input data. For instance, it can be used in credit risk assessment. By training the computer on the previous credit histories of customers, it can predict whether new customers will default on the loans. 
2. Unsupervised Learning: Here, the computer is given an unlabelled dataset and is trained to find patterns on its own. For instance, it can be used for anomaly detection. By providing unlabelled readings from an equipment, a computer can be trained to find anomalies or issues with it.  
3. Reinforcement Learning: Here, the computer learns through a trial-and-error methods and receives feedback in the form of rewards or punishments. Example is a recommendation system. By providing the consumer behaviour on the company website, the computer can be trained to recommend products that are most likely of interest to them. 
[bookmark: _Toc133963818]Importance of Machine Learning in Digital Marketing
In digital marketing, machine learning can be leveraged to perform a wide variety of tasks; from marketing intelligence and customer segmentation to forecasting decisions. ML algorithms can analyse large amounts of data and identify patterns in consumer behaviour. This will help to create personalised promotions and advertisement campaigns. 
Machine Learning can also increase the efficiency of businesses. For example, ML can help businesses to automate repetitive tasks like email marketing and content postings on social media. This will help businesses to free up their time and resources and concentrate on other critical operations.
In other words, machine learning provides businesses with the tools they require to optimise their operations. The personalised approach provided by ML will help to improve customer engagement, increase conversion rates, and drive sales. Hence, its pivotal for organizations to leverage ML strategies to have a sustained competitive advantage. 
[bookmark: _Toc133963819]Applications of Machine Learning in Digital Marketing
Being an innovative and customer centric organization, Samsung has applied ML principles across a plethora of its operations. Some of them are as follows:
1. Personalisation: Samsung leverages ML to analyse customer data and personalise its marketing campaigns. For instance, Samsung takes user data from Samsung Members App to provide customised discounts and offers.
2. Predictive Analytics: Samsung also uses ML to analyse data and make predictions on future purchases. For instance, Samsung applies machine learning algorithms to predict which products are likely to be popular soon and adjust its discounts accordingly. 
3. Chatbots: The company uses AI powered chatbots to provide customer support and query redressals. It also helps the company to automate its customer service process and reduce delays in customer service. 
4. Voice Assistants: Samsung uses ML powered voice assistants to improve customer experiences. For instance, Samsung’s voice assistant, Bixby, can provide information and recommend products for purchase based on user preferences and previous purchases. 
5. Image Recognition: Samsung also uses image recognition technology to provide more seamless customer experience. For instance, Bixby Vision feature present in Samsung devices like smartphones can identify real world objects and help users to find where they can purchase them. 
6. K-means Clustering Algorithm: This is a popular unsupervised machine learning algorithm used to subdivide a dataset into groups or clusters. It is widely used for consumer segmentation, exploratory data analysis, and image compression. Samsung can implement the algorithm in the following steps:
a. Obtain customer information from a range of sources.
b. Pre-process the data by removing missing values, normalizing the data, and transforming variables if needed.
c. Choose pertinent features that can be used to pinpoint consumer groupings.
d. Utilise methods like the elbow approach or silhouette analysis to determine the ideal number of clusters.
e. Utilise the best number of clusters identified in step 4 to apply the K-means clustering algorithm to the data.
f. Analyse each cluster's features to create client profiles
g. Create tailored marketing strategies for each consumer category using the customer profiles.
[bookmark: _Toc133963820]Customer Segmentation
Customer segmentation is the process of dividing the customer base of a company into several different groups in accordance with their buying preferences, needs, and characteristics. The concept is important in the field of digital marketing as it will help businesses to tailor their marketing strategies to reach specific set of people. This will create higher customer satisfaction, loyalty, and revenue. ML can revolutionize customer segmentation in digital marketing by providing accurate and data driven techniques of segmentation. 
Applying ML for customer segmentation have the following benefits:
1. Data Analysing Capabilities: ML can handle large amounts of data on customer buying behaviour, demographics, and preferences. ML could then identify patterns and relationships form this data to provide a more accurate segmentation. 
2. Identify Hidden Customer Segments: ML can also help to identify customer segments that will be hidden or non-obvious to traditional segmentation techniques. For instance, ML could identify people who have visited the Samsung website but left without purchasing. This data will create a new dataset of potential customers for the company. Traditional segmentation techniques will not be able to do the same as they segment on variables like age and gender. 
3. Agile Segmentation: ML can also help businesses to dynamically adjust the customer segmentation techniques. For instance, ML can help Samsung to collect customer data from numerous sources like social media and website at the same time and dynamically adjust its segments. 
[bookmark: _Toc133963821]Forecasting Decisions
Machine Learning can be used to forecast numerous business decisions. This is because it can analyse large amounts of data and identify patterns from it. Samsung can apply ML in the following areas:
1. Sales Forecasting: ML can help Samsung to analyse historical sales data, consumer behaviour and market trends. This information can then be used to make informed decisions on inventory and production so the company won’t produce excess products. 
2. Demand Forecasting: By analysing key factors like social media activities and google search trends, Samsung can accurately predict the demand for its products. This information can be used to adjust the prices and promotions of the products, to increase their demand. 
3. Supply Chain Forecasting: ML can also help the company to predict supply chain delays. This will help the company to avoid or overcome them more effectively. 
4. Financial Forecasting: ML can help Samsung to predict financial outcomes such as revenue, by analysing sales and market trends. 
[bookmark: _Toc133963822]Strengths and Weaknesses of Samsung's Digital Marketing Strategy
The digital marketing strategy of Samsung has several strengths such as:
1. Strong Brand Image: Samsung is a globally renowned branch with strong presence in almost every market in the world. This will help the company reach its target audience more quickly.
2. Diverse Product Range: The company manufactures numerous products from consumer electric goods to smartphones. This helps the company to access diverse customer bases, which in turn increases the revenue.
3. Social Media Presence: Samsung also has a strong social media presence which helps the company to engage with its customers and build strong relationships.
4. Innovative Products: The company is known for numerous innovative products like the Galaxy S series, which helps it to differentiate itself from the competitors.
5. Strong Distribution Network: The company has a very robust supply chain network which helps it to reach the customers quickly and safely.
However, the strategy also has a few weaknesses such as:
1. Intense Competition: Samsung faces intense competition from companies like Apple, Huawei, and Xiaomi, which could affect the market share of the company.
2. Limited SEO Focus: The official Samsung website lacks proper SEO optimisation, which could impact its visibility on search engines. 
3. Limited Focus on Content Marketing: The company also has a limited focus on content marketing, which could limit its customer engagement capabilities. 
4. Limited Focus on Influencer Marketing: Samsung lacks a proper influencer marketing policy. This could hamper its brand image among young people who looks up to influencers, for product recommendations. 
[bookmark: _Toc133963823]Recommendations
Samsung can improve its digital marketing strategy with the help of following recommendations:
1. Increase Personalization: Samsung can leverage machine learning algorithms to personalize its marketing campaigns, content, and product recommendations based on user behavior and preferences. For example, by analyzing user data, Samsung can provide personalized product recommendations, emails, and social media content.
2. Enhance the User Experience: Samsung should focus on creating a seamless user experience across all digital channels. This can be achieved by optimizing the website and mobile app performance, simplifying the checkout process, and providing personalized and relevant content.
3. Leverage Social Media Influencers: Samsung can collaborate with social media influencers to promote its products and reach a wider audience. For example, Samsung can partner with popular tech bloggers, vloggers, and Instagram influencers to showcase its products and create buzz around new releases.
4. Invest in Video Marketing: It is an effective medium for attracting customers and showcasing products. Samsung can utilise video marketing techniques to promote its brand, display its products, and offer training and user manuals.
5. Improve Search Engine Marketing (SEM): To boost visibility and increase website traffic, Samsung should invest on improving its search engine marketing methods. Use of pertinent keywords, production of high-quality content, and structural optimisation of the website can help to improve it.
6. Leverage Artificial Intelligence: Samsung can improve its marketing efforts by using AI and machine learning techniques. For instance, Samsung can boost product suggestions with image recognition technology, improve customer care and support with chatbots, and enhance marketing efforts with predictive analytics.
7. Enhance Consumer Engagement: Samsung should concentrate on enhancing client engagement by giving personalised accurate information, rewards programmes, and excellent customer service.
[bookmark: _Toc133963824]Conclusion
In conclusion, this report has analysed Samsung's digital marketing strategy in depth, covering various aspects such as the company's digital assets, CRM and marketing information systems, internal and external communication structural flows, information architecture, and the use of machine learning and AI.
Overall, Samsung has a strong digital marketing strategy, but there are areas for improvement. The company's strengths lie in its use of data and technology to create personalized experiences for its customers, its use of social media, and its ability to stay ahead of trends in the market. However, weaknesses such as lack of consistency in messaging and some gaps in its use of machine learning and AI were identified.
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