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Executive Summary
Samsung is a well-known company whose reputation for quality and brand devotion has endured throughout time. The report's objective is to uncover the marketing tactics utilized by the brand to obtain a competitive edge in the fiercely competitive, constantly changing worldwide market.  
The micro and macro analysis of the company was carried out to understand the potential changes and requirements of the brand to meet the company’s goals. Also, the efficacy and aptness of the marketing methods were assessed. The results revealed that corporation is working hard to meet the current trends of the electronic industry, keeping in view the challenges, threats, latest requirements, posed due to the social, cultural, and political aspect of the country.  For this purpose, the brand has created innovative and alluring techniques to compete with the competitors in the market. 
Similarly, to ensure long term viability the band adheres to the philosophy of price skimming, and customer engagement to increase the loyal customer base. This research has ramifications for the company's marketing tactics, including the addition of high-quality, reasonably priced products that cater to the middle socioeconomic class. In conclusion, it is recommended for the brand to adapt to the innovation, and customer centric approach to sustain in the competitive market. 












1. Introduction
The aim of this report is to provide an in-depth analysis of the issues and challenges of the brand Samsung, one of the giants in the electronics industry. the micro and macro analysis of the company was conducted to gain the insight about the working environment of the brand. Various strategic frameworks such as PESTLE analysis, SWOT analysis, Marketing Mix, and Porter's Five Forces were used.  The micro and Macro analysis provides better understanding of the aims and objectives of the company. The analysis highlights the efficiency and sustainability of the company and market environment (Bryan, 2015). 
	The main findings of the analysis revealed strengths and weaknesses of the brand, and exceeding challenges posed by the social, political, environmental, legal, cultural factors. The brand has created marketing tactics that attracts the consumer of all ages and to compete the threat of new entrant, rivals and new products in the market. The report also highlights the factors that helps in maintaining the strong consumer base and long-term viability. 
	The report also highlights the factors of competitive advantage of Samsung over other brands and the shortcoming of the brands have been explored, these includes strong brand image, and technological innovation. Suggestions were recommended to improve the areas of weaknesses to cater the needs of the clients with efficiency (French, 2011).
2. Background of the company 
Samsung electronics Co Ltd was a south Korean based multinational major appliances and electronics corporation. The company has 74 plants and sales network in 74 countries, and 29,0000 employees all over the world. In 2019, the company becomes the second largest technology company in generating the revenue, with the market capitalization at US$520.65 billion, making it 12th largest in the world (Jaworski,2018).Since 2011, Samsung is the largest manufacturers of mobile phones and smart phones, surpassing Apple. The company was best known for its Samsung Galaxy brand. The company is also the major vendor of tablet computers, and is regarded as developing phablet market with the family of Samsung Galaxy note family devices. The company is the largest manufacturer of semiconductors in the world, dethroning the Intel the decade long champion (Fortune, 2016).

3. Critical evaluation of the Brand 
The marketing mix and five forces analysis highlights the vital importance of global expansion for the brand. The company has developed cutting edge technology, innovative designs, and creative marketing strategies are all essential elements in the success and sustaining top position in the fierce market, with strong competitors like Apple, Sony and Microsoft (Kim et al.,2012).
	The company is also spending extensively on the research and development and technological innovation. Despite spending $7 billion on R&D, the corporation has managed to hold onto its place in the market. The company has a market share of 24.22% in the year 2023, coming second to Apple brand with the difference of 4.17% in the market share, with current revenue generation of 200.26 billion(Chang et al., 2013). The company is putting a lot of emphasis on product development and design to make the price point acceptable to customers. The brand's image is created in a way that appeals to customers' sense of style and offers high-quality goods.  To construct a strong brand image for consumers and to grow its visibility among users, the company developed a marketing plan centered on promotional designs. The main competitor of the Samsung is Apple, LG, Sony etc. These brands have introduced diverse range of tech products, has a significant market share for innovative products giving strong competition to the brand. Therefore, to sustain a strong market position and brand loyalty, the brand has to continuously evaluate its marketing strategies’, internal and external environment of the company (Lee & Carter, 2011). 
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Fig 1: showing the Samsung positioning map
The map showed that to remain in competition the brand is offering high quality devices with innovative features , catering needs of the diverse market. 
The report continues with a list of suggestions for Samsung based on the results of these analyses. These suggestions include embracing innovation, placing a high priority on data security and privacy, looking into opportunities in emerging markets, boosting customer involvement, strengthening supplier connections, and implementing sustainable practices. 
Samsung Competitive rivalry
The competitive rivalry of the brand is large due to the similarity of electronic goods in shape, usage, function and appearance. The large number of the competitors of the brand are: Apple, Sony, LG, Toshiba etc. competing hard to penetrate in the global market (Chang et al., 2013).	Comment by Gwyneth Jones: Good reference, you could also use this to support my comment above.
Samsung Competitive strategy
The aggressive competitive behavior in the electronic goods industry, innovation is a key tool to segregate from the fierce competition. The product development and uniqueness of the products are the important strategies’ to gain the competitive advantage in the electronics market. The product development strategies are kept in line with the mission and vison of the company, delivering the high-quality products and services to the consumers. The brand is also focusing on the research and development to improve the quality of their products. The competitive strategy adopted by the brand is based on the Red Ocean strategy, which analyzes the weaknesses of the competitor, and flooded the market with products based on the competitor’s weaknesses to ensure customer satisfaction (Gruber et al., 2015).
Samsung positioning analysis
The brand is positioned as the innovative and unique brand that offering high class products, through the use of advance technology. Secondly the price charged by the brand is low as compared to the competitors like Apple. It helps the brand to attain the competitive position and out paces the competitors in terms of innovation, price and variety of the products (Shaw, 2012).
Core competencies of Samsung
Technology advancement, innovation, R&D, financial efficiency, production facilities, a broad range of high-quality products, and intellectual property rights are among the brand's fundamental characteristics. The company currently holds 197, 749 intellectual property rights all over the world. These patents are related to the smart phone, Tvs and memory cards. Additionally, the brand has hired the multicultural employees to understand the cultural diversity in the global market (Tan & Sousa, 2015).
Business strategy of Samsung
The business strategy of Samsung brand is based on diverse strategies to adapt to the changes in the marketing environment. New product development is an important strategy to achieve strong competitive position in the market and becomes the leading brand in the market. Further, offering extensive range of products attract the customer. The company has also introduced standardization strategy, to achieve higher economies. The vertical integration strategy helps the company to compete with the rivals. The business strategies of the brand include superior product innovation, customer responsiveness, high quality products and technological development (Bhasin, 2021).
4. Micro and Macro environment of Samsung
Pestle Analysis of Samsung 
The pestle analysis of the company is a tool used to gain an understanding of the macro picture of the industry environment. It allows company to assess the political, economic, social, technological, environmental and legal factors that could impact the business. The pestle analysis carried out of Samsung is explained below:	Comment by Gwyneth Jones: Briefly introduce the PESTEL model theoretically
Political factors affecting Samsung
Samsung is an electronics business with operations in South Korea. The success of the corporation as a whole is significantly influenced by South Korea's export policies. South Korea has bilateral trade relations with India that has positive impact on the growth of the company (Jaeyong, 2016).
Economic factors affecting Samsung
The global economic goods industry is growing at the CAGR rate of 54.2%, and is expected to reach USD 1731053 Million, in 2025. The technological proliferation and emergence of smart devices, are the contributing factors in the growth of the electronic industry. For the company China and US are the major, hub for the electronic goods in the international market. The disposable income of the countries has increased 18048.10 USD Billion and 17642 Yuan, providing the opportunities to the company to increase its income (Jung &  Chung, 2016). 
Social factors affecting Samsung
The social factors are also favorable for the growth of the brand, attributed to the changes in the demographic profile of the customers, increasing population, reliance on technology and smart phones, has resulted in the increase demand for the electronic goods. The customers are becoming more aware of the Hi- Tech products to meet their needs. Increasing end-user demand and increase in the technology have necessitated the company to introduce new products in the market. Furthermore, the advancement of digital technology, the consumer opts for the online shopping, that has also increased the purchase and use of smart phones (Yoo & kim, 2015).
Technological factors affecting Samsung
The importance of technology has increased dramatically in the electrical industry. The business is a market leader in supplying cutting-edge electrical products and long-term competitive advantage.  For instance, display technology is a significant advancement in the microelectronics sector that contributes to better image quality. Similar to this, TV screens can provide high-quality images thanks to the usage of liquid crystal displays. Additionally, smart lighting and encapsulating technologies have raised consumer demand for the devices (Wensley, 2016).
Environmental factors affecting Samsung 
	The brand is investing in factories and production workshop to manufacture large quantity of electronic goods.  However, increase in the production of goods have also contributed in increased environmental risks, such as the releasing of toxic substance in the environmental, could be hazardous. Recycling of the electronic goods should be ensured by the brand to prevent air and water pollution. To maintain the environmental sustainability, Samsung has implemented various environmental protection strategies such as recycling measures, circular economy policy etc. to reduce the emission of GHC (West et al., 2015). 
Legal factors affecting Samsung
The brand is required to comply with the European Union restrictions, for the environmental and productivity regulations. The brand has to comply with the European Union environmental restrictions on the hazardous substances law that restricts the use of lead and mercury in the manufacturing of the electronic goods. The company has to adhere to the laws such as Pollution Prevention Act 1990, Consumer Product Safety Act to name a few (Zablocki et al., 2015).
Porter five forces analysis 
Porter’s five forces analysis assessed the company’s competitive landscape and the factors affecting its sector and operations. The analysis critically evaluate the company’s position based on the threats such as new entrants, and substitutes, bargaining power of buyers and suppliers. It is an important analytical tool used to evaluate the competitive forces that shape the electronic market. These factors are outlined below: 
Bargaining power of buyers
Due to the great number of competitors in the market industry and the low switching costs of consumers from one brand to another, the purchasing power of consumers in the electronic goods sector is strong.


Bargaining power of suppliers
	The bargaining power of the suppliers are low due the presence of large number of suppliers in the industry. The brand has supply chain relationship with 2500 suppliers all over the world. The company also produces memory chips, processors and displays to reduce dependence on the external suppliers (Schlegelmilch, 2016).
Threat of substitute
The threat of substitute products of Samsung is high as various electronic goods such as smart phones could be replaced by the ordinary mobile phones. The competitors such as Sony, Apple, LG, are the major source of competitive threat for the brand. Lower cost could increase the threat of substitute for the brand.
Threat of new entrants for Samsung
The threat of new entrant for electronic industry is low, because of the high competition, strong brand image, requirement of huge capital, legal and regulatory pressures, reduce the threat for the brand Samsung.
Overall, the analysis showed that the brand has low levels of supplier dependence, buyer purchasing power, and danger from new competitors because they offer a wide variety of high-quality, reasonably priced, and innovative products. However, the lower cost of other brand such as LG, Sony etc. could provide be source for the brand in electronic industry.
Marketing Matrix of Samsung
The marketing mix strategy is used to evaluate the global market and promote its products in the market (Dibbs, 2010).
Product strategy of Samsung
The brand is adapting to the shifting dynamics of the electronic sector in order to sustain its dominant position in the market. Furthermore, the brand is keeping up with innovation and introducing new designs in order to obtain a competitive advantage. The company is also attempting to diversify its product line to include things like televisions, household appliances, and mobile devices.
 
Pricing strategy of Samsung 
The company is using skimming pricing policy i.e., charging high price of the new products in the market, than reducing the price, after the entry of competitors in the market. It is beneficial for the brand, because when other companies launch new products, the brand has already reduced the price of the products. The pricing strategy of the brand is effective as generates higher revenue for the brand by increasing the prices. Afterwards, by lowering the prices it provides competitive advantage to brand   to attract the customer to purchase the products and forms a loyal customer base. 
Place strategy of Samsung 
The company has chosen one location, to distribute its product by the single distributor. Afterwards the products are distributed to other locations. The sole distributor of the company's products is located in one place and distributes to other places (Lee & Carter, 2011). The effectiveness of this strategy is that it provides target customers with firsthand experience in accessing company’s products, seamless customer experience and optimal sale for revenue generation as compared to the competitors. 
 Promotion strategy of Samsung 
The brand uses print and digital media to promote its products. The brand also invited several celebrities to promote their products. The main advantage of this strategy is that it saves time, money and creating efficiency in the delivery of the products (Hiriyappa, 2009).
Given that, the brand has competitive advantage of providing innovation and wide range of products at a reasonable price. The company has high market share and loyal customers because of its pricing strategy, and easily accessible products by the distributors. 
SWOT Analysis 
The SWOT analysis of the company is a framework that increases awareness regarding the strengths, weaknesses, opportunities and threats of a company, to make business decision and establishing the business strategy. 
Strengths
The strength-based analysis of the company revealed that Samsung’s innovative smart phones has helped the brand to become the second largest telecommunication company in the world, with the 19% of the market share globally. The other important strength of the brand is spending expenditure on the research and development, to understand the market trend and produce the diverse range of the products in the market globally, as compared to its competitors. The brand has 16 Research and development centers and 7 AI centers to enhance the global research and development capacity (Korneliussen &  Blasius, 2008). 
The brand is pioneer in maintaining award wining position and credibility for many years. The brand has won 43 CES awards in the year 2022, and secured 48 awards at the international design excellence awards.  The brand is gaining excellence through its environment friendly activities and innovation. The brand’s product efficiency has saved the 270 million metric tons of CO2 emissions globally. The brand holds strong market position in the Asian markets, particularly in India and China, emerging economies of the world. The brand has diverse portfolio, consumer electronics represents 20% of the total revenue of the company, information technology and mobile communication such as smart phones, network systems etc. represents 39% of the total revenue, semi-conductors and display product gives 75% and 25% of the divisional revenue.  The Samsung has 14 regional headquarters, making it a global company in a true sense (Dwyer et al., 2005).
Given that the brand has emerged as the leader in the industry, and pioneer in launching the innovative technology. 
 Weakness
The weaknesses observed of the brand were: despite of its diversification, the brand is overly dependent on the American market. The American economy is becoming unpredictable due to recession, that could put the revenue and the company’s operations in jeopardy, consequently damaging its operational resources. The brand is experiencing the decline in smart phone sale and due to price sensitivity, the Chinese market, most of these products are dumped in the Indian market, effecting the sales of the company. The product failure has negative impact on the confidence of the consumer. Additionally, due to their low prices the product loses their value in the market. The software is less reliable and user friendly. A large number of the company’s revenue is generated through low end smart phone sales. The constraints of supply chain i.e. shortage of the components and long time for the delivery of the products have greatly influence the sales of the company, causing decline in the 22% of the market share. The hereditary nature of the leadership style, has stagnated the innovative ideas. Furthermore, the bribery scandal of the company has eroded the consumer trust and confidence on the brand (Godart & Zhao, 2014).
Opportunities
The following opportunities are available for the brand in the market: the launch of new product i.e. Triple Protection Proposition that includes cutting edge technology, that would ensure maximum customer retention. The company utilize its brand image, hire qualified and skillful professional in HR, to improve employee satisfaction, retention and productivity. The brand is generating revenue through diversification and penetrating in the global market. The brand has witnessed the immense growth and popularity of its latest trends, trend setting and innovative ideas. The company is also in the top list of 5G and 6G network providers. The Samsung’s new Exynos processor, designed with multiple CPU cores for gaming graphics, is gaining attention of the customers. There is also a sizable opportunity for the brand in the market of South Africa (Chandrasekaran & Tellis, 2000). 
Threat 
Following threats were identified for the brand:
The involvement of the brand in the controversies that has threatened its business. The rival company Apple has filed a law suit against the brand for patent infringement, consequently the law has damaged the company’s reputation and has to pay 1.049 billion in damages. The competition with other consumer electronics is out performing each other’s, increasing pressure for the brand in terms of competition and generating revenue. The rules and regulation vary from the country to country, non-compliance with the laws could be fatal for the business in the respective market. Recent analysis of the global market also showed that decline new smart phone, due to the economic uncertainty, consumers are forced to use recycle and refurbished phones, causing decline in the purchase of new phones. the rise of counterfeit mobile phones could be a serious threat for the brand.  The court cases on the brand leadership, allegations of stock price manipulation and audit-rule violation could affect the efficiency of the brand without the leadership (Khan, 2014). 



5. SOSTAC Analysis of Samsung
The SOSTAC is a model used for marketing and business planning, to improve the marketing strategy of the company. The model follows a logical order of planning and assessing and revaluating the processes involved. 
Situational Analysis 
The organization has to maintain the strong place in the market by avoiding risk of the miscommunication, raised during the campaigns and marketing. For this purpose, the brand has to carefully analyze the market trends, consumer behavior, and technological capabilities of the brand.
Objective
The main objective of the brand is to take the maximum market shares as compared to its competitors. For this purpose, the brand has to improve the brand perception, customer loyalty, and targeting the diverse market.
Strategy 
Local searching of the market is a good strategy for the brand to capture the market, ensuring the higher standards. Planned strategies have to be present for the brand such as PESTLE, SWOT etc. analysis and techniques to under the consume preferences and the target audience. Also, to provide products that are innovative and distinct from the competitors in design, feature and technology.
Tactics
A strong focus of the research is required on the research and development, to ensure the sales and profitability of the company, for its advantage. The strategies include: pricing strategy promotional activities, social media marketing to reach out to the consumers.
Actions 
These strategies include: adding distinctive features and design into the products and services. The company has to ensure allocation of resources budget and deadlines to meet their goals.


Control 
Leaders and managers have to ensure that understand their target market and customers while making decisions. Furthermore, it is also important to understand the employees to enhance efficiency of its operations (Johnson & Williams, 2020).
6. Digital and social media marketing
Following communications channels were utilized by the brand to attract their customers.
Digital and social media
The company used digital and social media marketing to compete with their competitors like Apple. The company uses website to ensure the customer engagement. The customer’s also feels satisfied that they are provided with the accurate information. The organization also uses blogging to disseminate the correct information and ensure the efficiency in their work. The other platforms used for the marketing are YouTube, Instagram, Twitter etc. to show their digital presence for the consumers, to create brand awareness and customer engagement. Listening to the clients and obtaining their feedback is important as the customers feel they are being understood, and build a strong relationship with the brand. Samsung’s marketing strategy emphasizes social media. By enlisting influencers to promote compelling content, creating interactive campaigns, and hosting events that are promoted on social media, the corporation also uses social media to launch products and events (Kotler & Armstrong, 2012). 
Campaigns
To make the business and its operation run smoothly, the marketing campaigns of the company are designed in a way that increase the profitability of the company and enable the stakeholders to make the right decision for the company. 
Advertisement
Samsung advertises its products to reach to the customers and attract the larger audience in buying them. It uses traditional methods such as TV, Newspaper, billboards, digital outlets, like social networks, mobile apps to make the customer aware of what is available for the customer of different demographics, and preferences (McDaniel  et al., 2012).


Optimization
To ensure the marketing is successful the brand has maintained the online through optimization. By optimizing, using key words etc. the brand is ensuring customer retention, to meet the needs of the customers and increase the visibility of the products. Different strategies such as hash tags, key word, are used to increase the chances and availability of information to the customers (Samsung, 2015). 
Customer relationship management
It is a useful strategy the customer used for the improving the efficiency of the campaigns. The brand has to maintain the open line of communication with the customers. The brand ensures the human connection and relationship in all aspects of marketing, such as online marketing, social media presence and word of mouth marketing (Peter & Olson, 2005).
Effectiveness of marketing strategies of Samsung
The marketing channels are effective for the brand in the following ways:
1. Return of Investment: the marketing strategy is effective for the brand as it provides profit through generating revenue that was double the expectation of the company. Revenue generation is the major of sustenance of the brand in the fierce competitive market.
2. Increased sales: the other major advantage of the marketing strategy is to increase sales of the brand by attracting larger customer base.
3. Wide customer base: the marketing strategies helps in reaching out to the large and diverse customer base, from different socio demographic background.
4. Response of the customers: the marketing strategies such customer relationship and engagement enable the brand to generate the positive from the customers. 
5. Expansion: the marketing strategies helps the brand in promoting and launching their products in the international market.
6. Partner response: the positive response generated from the collaborative partners, indicate the effectiveness of marketing strategies for the brand.
Given that, the micro and macro analysis revealed that the brand has developed marketing tactics based on the cutting-edge technology, emotionally engaging content to compete to the rivals and competitors in the market. The brand has observed its weaknesses and shortcomings. This analysis has ramifications for the company, as the brand has introduced the highly quality and reasonably priced products catering the needs of the customers from diverse background (Manorek et al., 2016).
Conclusion 
Despite its many successes and brand leadership, the brand has a number of flaws that could negatively impact how it does business. According to reports, Apple and Samsung sold 74% of the market's smartphones. The American market continues to be very important to the brand. The American economy is unreliable, and a recessionary phase could jeopardise the brand's revenue, which would harm its operational resources. Similar to how many Samsung devices were dumped in the Indian market due to the Chinese market's pricing sensitivity, effecting the product's sales. 
The brand needs to improve upon the following areas:
1. The brand has to improve its advertisement and marketing strategies to build strong bond and emotional relationship with the customers. The advertisement should be value laden, evoking strong emotional response form the customers.
2. The company needs to develop and launched new products that are innovative and have distinctive features, as compared to the competitors, to develop strong brand identity and meeting the diverse needs of the consumers.
3. The brand has to establish the strong media presence and visibility to enhance the customer engagement, and social interaction with them. 
4. Additionally, it was noted that although the corporation is working hard to maintain its position as a leader, new product concepts seem to be stagnating.
Therefore, it is important for the brand to make amendment in the marketing strategies, to improve the operations and sustainability of the brand (Rompas  & Tumewu, 2014)  .
Recommendations 
The following recommendations were proposed for the brand:
1. The brand must retain its quality by offering fewer products in the very competitive market in order to keep its place in the electronics industry. The products look less costly because the brand uses Apple's pricing model. Therefore, in order to compete the Apple flagship store, the company must raise the level of product quality.
Feasibility: This recommendation is feasible for the Samsung brand as it is within the resources and budget of the brand.
2. Another idea is that the business plan for the organization needs to be changed in the upcoming years. The corporation must introduce innovation due to the brand's quick adoption of products by launching competitive goods. They should concentrate on the growing markets, such as the medical, virtual reality, and wearable technology, to assure a sustainable and prosperous future.
Feasibility: This recommendation also seems feasible for the brand as it will increase the customer loyalty and develop positive perception about the brand (Samsung, 2016). 
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