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1. [bookmark: _Toc216076251]Introduction
[bookmark: _Hlk216016838]This report examines various aspects of the international operations of Samsung, one of the largest tech companies. It has been prepared to meet the requirements of the module titled International Business Concept. This report contributes entirely to the overall module assessments. This report is important to understand the various concepts of international business and the advantages and disadvantages of doing international operations. Samsung has a global business in over 76 countries (Samsung, 2025).  The construction of this report is done by keeping the Company’s perspective at the centre. At the very beginning, the nature of the company is shown as whether this company is a multinational corporation or a transnational corporation. Then the whole international operations have been discussed by showing how the various operations are done globally and how in different markets Samsung has used various entry methods. The other factors of operations and how they impact the company are also discussed. Finally, three major recommendations are suggested, aligning with the previous cultural differences.
 

2. [bookmark: _Toc216076252]Benefits and Challenges of International Operations
[bookmark: _Toc216076253]2a) Evidence of Samsung being an MNC/TNC 
A multinational business only has one headquarters that decides everything. It does not have a decentralised decision-making system. The business can have operations in any part of the world, but the decision is being taken only from one part of the world. The decision-making system is not decentralised (Yorgure, 2016). 
A transnational corporation has business in many countries and has a very decentralised decision-making approach. It means there is not one single headquarters that decides everything (Simonin, 2014). There can be regional headquarters that decide on a significant number of things. For example, a transnational corporation originating in the United States might have business in Europe. And to manage that Europe business, it can have a regional office that will decide the business operation in Europe (Yorgure, 2016). 
Samsung has been doing business since 1938, originating in South Korea. It has over 216 global bases in 76 countries (Samsung Electronics Sustainability Report, 2025). Samsung is not a transnational corporation; rather, it is a multinational corporation. It is doing business in different countries, but the decision is solely coming from the headquarters of this business, which is situated in Seoul, South Korea (Samsung, 2025). The upper-level management is situated in the headquarters and makes decisions from there. Though almost all countries have products from Samsung, the decision solely comes from the Headquarters. This strategy has made Samsung a multinational corporation.
[bookmark: _Toc216076254]2b) Samsung’s Global Operations
Being a multinational company, Samsung has been conducting its business operations all across the globe. The operations include research and development, sourcing, production, sales and financing are being done in various countries.
Research and Development: Samsung has invested a lot of money in research and development. In doing so, Samsung has 40 research and development centres globally. In the year 2023, Samsung invested more than KRW 28.3 trillion in investment and research (Samsung Electronics Sustainability Report, 2025). This operation brings all the countries closer by creating one identical product that can be used in all countries. Due to this, various research centres, Samsung is now ahead of its competitors and gaining access to the knowledge of different countries. 
Sourcing: Sourcing of materials by Samsung is highly globalised. In 2023, the number of suppliers for Samsung was 2482 across the world making sourcing a very globalised area of operations (Samsung Electronics Responsible Minerals Report, 2025). Samsung has two divisions to source its key products. The first one is DX or device experience, and the other one is DS or Device Solutions. Samsung has added a special value to its supply chain by creating this complex network of sourcing. By acquiring necessary materials from different countries at a low price, it can sell at a lower price (Hill, 2023). In May 2025, at the Samsung Electronics Global Sourcing Fair, the company states its focus on AI and innovation in its supply chain management (Infios, 2025). 
Production: Samsung’s production activity is highly globalised with over 200 production sites globally (Samsung, 2025). These production sites are spread and set up with the suppliers and low-cost labour in mind. Major production sites are located in Southeast Asian countries like India and Vietnam for low-cost production (Research-Methodology, 2017). Samsung has been producing products in these countries while selling them in the developed countries, creating a worldwide long supply chain. By this practice, they can beat other tech companies by price harnessing a critical competitive advantage (Hill, 2023). 
Sales: Sales is the most globalised operation. Samsung has its global sales in almost every country with the help of international business operations (Lee, 2025). Samsung has a sales centre in one country in a region that provides the sales benefit to other countries in that region. In some countries, Samsung has its own business; in some countries, it works through a third party licensing or franchising. It has 109 sales offices and net sales of 169.99 KRW trillion in 2024 (Samsung Electronics Sustainability Report, 2025). 

Figure 1: Sales percentages of Samsung Globally (Lee, 2025).
Financing: For financing projects, Samsung has several global partners (Samsung, 2025). For instance, Samsung partners with Glow Finance Services in the United Kingdom. In the United States of America, it partners with TD Bank. In countries like Saudi Arabia or in Honk Kong, China, it has several financial institutions as partners (Samsung Finance UK, 2024). This way, Samsung has globally acquired many partners and created an international network to get financial leverage that helps it to survive in any global financial crisis. 

Figure 2 Capital Structure of Samsung (CMC Global, 2024).
[bookmark: _Toc216076255]2c) Entry modes of Samsung
Samsung has used two main ways to enter any market. The first one is directly investing in them. And secondly, joining any venture with any established company that already works in that market. Both of these strategies are very useful for this company as culture, situation, ownership and other aspects have impacted the company to take different strategies. 
Foreign Direct Investment: Samsung has not revealed on its website or in any statements the number of countries it has invested directly in. It is always a secret for the companies. But, in some countries, it is well-known about the operations. Some of the countries and the operations are:
1. Vietnam: This country has the highest global manufacturing hub of Samsung. The low-cost labour has made this country a desirable location for Samsung, which contributes to the low-cost production of cheap products (TrendForce, 2025). 
2. India: To facilitate and exploit the Indian raw talents, Samsung has big research and Development projects in Bangalore (TrendForce, 2025). 
3. United States of America: To advance in the semiconductor-making process, Samsung has a big plant in the United States of America (Simonin, 2014). 
4. Apart from these countries, Egypt, China, Brazil, Mexico, Hungary, Slovakia, Poland, Thailand, Malaysia and Bangladesh have direct investment from Samsung (Mohamed, 2024).  
Joint Venture or Licensing: For the strategic decision, Samsung also does not reveal the list of the names of countries with which it has Joint venture operations with Samsung. But it is famous for some of the world's most well-known Joint ventures and licensing. 
1. In Japan, Samsung entered into a joint venture with Toshiba for strategic access to Toshiba's various technologies.
2. In Singapore, it has entered into a partnership with Siltronic to gain advances in modern Singaporean technology and locational advantages (Siltronic.com, 2025)
3. In Bangladesh, it has partnered with Transcom to gain supplier advantages and to gain special cultural advantages (Islam, 2017).
4. Apart from these countries, different operations in Pakistan, the UK and some other European countries see Samsung's partnerships (The Business Standard, 2022).
Marketing Strategy: Samsung has used the cultural phenomena to introduce its products. They used the Ramadan project to get familiar with the people of Egypt and other African countries. Another campaign with the motto of “Globally made in Egypt” brings patriotism from the people to buy the products from Samsung (Mohamed, 2024).  For the advertisement campaign, Samsung in the United Kingdom has shown its credibility in the use of artificial intelligence. Another campaign of theirs is “Sync your Style”, through which people can use all the electronics of Samsung for their daily necessities (Green, 2023). It also uses a higher value per cost strategy to attract the Asian market (O'Grady, 2023). 
Dominant Entry: The most dominant and prestigious entry of Samsung is the “Greenfield” project. Through this, Samsung has invested in countries directly and collaborated with governments. Also, culturally adopting promotional activities helps them to gain market share. Both these techniques can be seen in Egypt. Samsung has acquired a big market in Egypt by implementing these strategies and plans. Strong research and development projects also help Samsung to gain a significant amount of market share by understanding the needs of the people in various countries. That is why Samsung has put so much more thought into research and development.
[bookmark: _Toc216076256]2d) Key Benefits of doing International Business
There are always some benefits to doing business overseas. It gives companies leverage and backup. It helps to source low-cost labour and supplies. Nine main benefits are discussed here. 
1. The most important benefit of doing international business for Samsung is finding low-cost labour and materials. Samsung, by planting its manufacturing plant in countries like Vietnam, India and Egypt, gain a significant low-cost labour. Per per-hour labour cost in South Asia is less than 1 USD on average, where it is almost ten times higher in developed countries (Dennis, 2012).
2. Sourcing raw materials is also a very prolific advantage of Samsung; by doing operations in various countries, it can get precious materials like rare earth materials from China at a lower cost than from the home country (Infios, 2025). 
3. Financing is also easier for Samsung while doing overseas business. Samsung got huge funds from the Bank of England and other countries (The Business Standard, 2022). 
4. Diversification happens when a company does international business. It helps them to diversify the product lines (Collinson and Rugman, 2019). A diversified supply chain helps to reduce dependency on one country.
5. While doing operations in various countries, Samsung gets in touch with various cultures and experiences different ways of doing things. It brings education and technology to the core of the company, by exploiting which the effectiveness and efficiency can be achieved (Collinson and Rugman, 2019). 
6. Access to a larger market is obviously an opportunity for Samsung. It helps them to sell more products and achieve a higher level of profit. Samsung has global sales in more than 190 countries (Green, 2023).
7. International operations help companies tap into a pool of foreign intelligent and talented people. Samsung should obviously grabbed this opportunity (Foley et al., 2021). 
8. Samsung has enabled itself to improve innovation by fulfilling the continuous needs of higher technical products and launching new technologies globally. This company gets help from innovations of countries like the USA, UK, sitting in home country (Itida, 2023). 
9. Different cultural vibes have given this company new training to run the business process and achieve profitability (Mohamed, 2024). Countries like Egypt and other developing countries show different perspectives that bring uniqueness to the workplace. 
3. [bookmark: _Toc216076257]OLI Factors and the Impact
Samsung has chosen to expand its business operations to Egypt. It is not just a mere decision of expanding business, but rather a well-thought-out strategic approach through which Samsung can benefit in many ways. (Gunes, 2024).  
[bookmark: _Toc216076258]3a) Ownership
Ownership refers to the process of having direct rights to property, assets or plants. In international business, ownership refers to possession of assets or firm-specific property in a foreign land. 
In Egypt, Samsung has entered into with the Foreign Direct Investment method. The Greenfield project of Samsung to invest in foreign soil has been helping a great deal. Samsung use this deal to invest in the United States of America (Collinson and Rugman, 2019). The big help for this project in Egypt has come from the government of Egypt. The present government of Egypt heavily backs this investment. That is why it has been easier for Samsung to establish the mobile manufacturing plant properly. 
The financial capabilities of Samsung have enabled it to own and enter the Egyptian market. The vast financial strength of this company has helped it to create a large plant in the Beni Suef area of Egypt. Mainly, the economic strength helps them to establish this plant.
The strong brand reputation influences the company to for direct ownership. This influences the present market of Egypt, as they trust the products from Samsung. This initiative helps the company to market its products better. 
The present local competitors in Egypt do not match Samsung in terms of capabilities of research and development, technology and other knowledge (Kudrenok, 2025). That is why Samsung finds it very profitable to own a business operation in Egypt. 
For Samsung in Egypt, direct investment is the best option. Because this ensures direct control over the operations and also helps the company to use the brand value of this company for a long time. 
[bookmark: _Toc216076259]3b) Location
Location is the country’s geographic position that provides crucial benefits for the company trying to establish a business there. Location advantages are very important for businesses. 
Egypt has low-cost labour. The labour cost can be reduced by a great amount. Samsung wants to grab this opportunity. Samsung has built a business all over the world where low-cost labour is possible. Countries like India, Vietnam and other countries have been provided Samsung this type of Opportunity. 
Egypt is a very important strategic location in the Middle East. It is at the northern side of Africa, touching the Middle East. Location has made Egypt a very lucrative place to invest. Egypt has a connection with Europe, Asia and Africa. It makes the supply chain for both inward and outward very easy for any company (Kudrenok, 2025). Also, Egypt has a direct connection with the Suez Canal, which makes exporting products very easy. So, manufacturing and exporting products from this country is very easy for the companies (Umerov et al., 2018). 
Also, Egypt has a growing national market. There are so many people in the country who are very enthusiastic about electronic devices and other gadgets. Also, every year, Egypt has a lot of tourists. The market size is expected to grow up to 4 billion USD by 2031 (Ecofin Agency, 2025). 
The facilities include special tax exemption, reduced customs duty and other facilities. This only happens when a company own any sort of physical structure there. Also, Egypt helps those companies that offer opportunities to companies that build any economic zone, especially in the Suez Economic Zone (Alphatrad UK, 2022). 
Location-wise wise Egypt has provided advantages like linking three continents, cheap labour, a huge market and the government is also very helpful to the foreign investors. 
[bookmark: _Toc216076260]3c) Internalisation
Internalisation is the firm's decision to control all the foreign operations by the company's own people and resources. Basically, by this process, companies keep all the control to themselves and do not let third parties interfere with the standard operations. 
Samsung has direct control over all the operations in Egypt. It controls all the activities in this region. Instead of entering into a Joint venture or licensing, Samsung directly owns and controls everything. Also, this way, Samsung has full control over the quality of its products. For electronics items, it is very crucial that all the companies have very tight control over quality. A single batch with certified quality can damage the goodwill of the company (Torrington, 2013). By internalisation, the company control the quantity of production. It can increase or decrease production at any given time to match the demands of the market. It provides the companies with a strong tactical leverage. There are no other companies that can ensure the quality of the product like Samsung (Kudrenok, 2025). 
The advantages of controlling everything and owning it are to have proper safety and security. There is no chance of leaking any technology from the factories of the company, as the company itself is in charge of everything (Torrington, 2013). It ensures the global strategy that is coordinated directly from the head office. 
There is also a downside to internalisation. By doing so, Samsung has limited its opportunity to tap into national talent. If Samsung entered into any joint venture or other means of non-internalisation, then this company can tap into the resources of other companies. It fails to ensure to capture the full benefits of a local supply chain. 
4. [bookmark: _Toc216076261]Critical Evaluation of Cultural Differences
Samsung originated in South Korea. It is entering an emerging economy, which is Egypt. The cultural differences between these two countries are vast. These two countries are located in different parts of the world, making a big geographical gap between them. This big geographical gap automatically creates a cultural gap between these two countries (Dellnar, 2014). To critically evaluate the cultural differences between these two countries and the impact of these differences on market entry strategies and potential success, we can use the Hofstede cultural Dimensions.
“Hofstede's cultural dimensions” is a theory that helps to distinguish between two or more cultures. These dimensions also help to understand one particular culture. This theory has 6 dimensions. 
[image: ]
Figure 3: Hofstede cultural dimensions chart. (The Cultural Factor Group, 2025)
The cultural differences between South Korea and Egypt are given below:
1. Power Distance: Egypt score higher on the power distance than South Korea. That means this country accepts social inequality and hierarchy. People here respect authority, and the fact that a few individuals will have power over most people in society (Erdman, 2018). 
Market Entry Strategy: Egypt, being tolerant of high power distance, aligns with Samsung also maintains a very strict power structure. Therefore, entry to the Egyptian market with the same hierarchy would be the best strategy that can also be applicable in South Korea. South Korea also believes in a strict organisational hierarchy where the boss or the leader presides over every person (Erdman, 2018). 
Potential for Success: Both Egypt and South Korea have better chances to get success with Samsung. Though Egypt maintains a stronger power hierarchy, the instructions have to be clearly defined and from top to bottom (Jones, 2020). This situation may need Samsung to put more investment in stronger and proper training and motivation programs. 
2. Individualism vs Collectivism: Egypt scores very low in this dimension. This means Egypt is a collectivist society. On the other hand, South Korea scores a moderate number means they are both an individualist and a collectivist society. 
Market Entry Strategy: Samsung has to promote a higher collectivist approach if it wants to enter into Egyptian market. Egyptian people value family family-oriented perspective, and so Samsung has to preach a brand perspective of collectivism and group thinking (Dellnar, 2014). But in South Korea, it is often seen that the individualistic approach of different companies gains significant success. 
Potential for Success: It is highly unlikely that Samsung will achieve higher success in Egypt than it has in other countries with the same approach. But as Samsung has an eco-system of products in its line, this company can achieve success if it can take a campaign of family-oriented values. In that case, Samsung has a bright future in Egypt.  On the other hand, the same approach is not needed for South Korea (Erdman, 2018). 
3. Motivation towards Achievement and Success : 
Egypt scores high on this scale, meaning this country has ambition for success. On the other hand, South Korea believes in working hard to live a good life with a focus on ethics and values.
Market Entry Strategy: Samsung has to promote its flagship devices with a higher brand name and value. This way, Samsung can enter the Egyptian market. Egyptian people already score very high on this Motivate towards achievement scale. So, Samsung's entry strategy should be a higher brand value strategy for Samsung (Erdman, 2017). 
Potential for Success: Samsung is a globally renowned brand. So, with higher ambition, Egyptian people will most likely accept the product. Because, generally, people with a desire for success are most likely to show it off, and at present, gadgets are the easiest way to show a person's success and achievement (Jones, 2020). On the other hand, people from South Korea focus on effectiveness and efficiency. Samsung, over the years, has shown that it is more than capable of achieving efficiency and effectiveness. 
4. Uncertainty Avoidance: South Korea scores very high on this scale, meaning it is one of the countries that is most likely to avoid risk. On the other hand, Egypt scores lower than South Korea, but still scores moderately, meaning this country also tries to avoid uncertainty. 
Market Entry Strategy: Samsung has communicated clearly with all the parties involved in these two countries to enter. As both countries avoid uncertainty, employees and consumers would like to have clear communication. The present structure of being directly involved in the operations without leaving the responsibility to a third party will most likely help to enter these markets (Erdman, 2017). 
Potential for Success: In both countries, people prefer to avoid uncertainty. Samsung's rigid hierarchy that controls everything aligns with the demands of the people. So, it is highly likely to be successful. Samsung's tight control over quality will ensure the loyalty of the consumers (Jones, 2020).
5. Long-term Orientation: Egypt scores very less in this dimension. It means this country is normative in nature. On the other hand, having scored higher in this sector, South Korea wants a long-term pragmatic relationship. 
Market Entry Strategy: South Korea believes in long-term relationships. So, Samsung being originating from this country, often seen to puts emphasis on creating a long-term investment. But in Egypt, people prefer short-term benefits. So, Samsung has to show short-term values of its product to enter the market (Kim, 2019). 
Potential for Success: South Korea has very high potential for long-term orientation. Egypt, in this case, shows less promise. People of Egypt have to be quick to achieve short-term profit to achieve success. 
6. Indulgence vs Restraints: Egypt scores very low, meaning this country does not indulge in itself. But with a very low score, South Korea also shows a similar pattern. 
Market Entry Strategy: Egypt, with a low score in this dimension, needs a high utility product at a low cost. That means Samsung has to introduce high-value and quality products to enter this market. It means Samsung has introduced its flagship-level devices at a reasonable price. South Korea, on the other hand, will buy high-quality products at a higher price (Collinson and Rugman, 2019). 
Potential for Success: Samsung will be successful in Egypt if it can provide high-value Products. Egyptian people restrain themselves, which means premium marketing that works in South Korea may not work for Egypt (Kim, 2019). If Samsung can introduce new ways of promoting the products that will deliver high quality, then this company has potential for success. 
Overall Evaluation: The Strict hierarchy of Samsung is more likely to help them get into Egypt easily. This should be a market entry strategy. With the Greenfield project of FDI, Samsung will get into Egypt easily. But in doing so, Samsung needs to have clear communication and a separate promotional strategy. If Samsung can do so, Egypt will be a potentially successful market for them. Because this market already has a customer base that aligns with the values of Samsung. 
5. [bookmark: _Toc216076262]Three Major Adjustments as Recommendations
Samsung has been doing business in over 75 countries all over the world. They are in touch with almost every culture in the world, gaining vast experiences. These experiences over time push this company to bring changes to its business operations. This company has changed the procedures in its global business operations. The management and the higher authority have brought localised changes and established this company worldwide (McKenna, 2016). This practice of adopting local culture and bending it in the business processes has made this company one of the most successful companies in the world. This company is now termed the largest tech company in the world, doing business in many sectors and with many partners. 
But there is always some room for improvement. There can be some suggestions and recommendations that Samsung can consider to bring changes to the Standard Operating Procedures. These recommendations are not just a mere recipe to change the whole business process or bring huge success overnight. Rather, these changes can help Samsung to bring smoothness while doing the operations in an emerging economy like Egypt (Fazey, 2020). These recommendations will help Samsung run the business in Egypt effectively and efficiently. 
Below are the three recommendations and their critical discussion:
[bookmark: _Toc216076263]5a) 1st Recommendation: Local Presence in the Management
Samsung has directly invested in Egypt. Through the Greenfield project, this company has established direct investment in many countries, as well as in Egypt. That is why this company has sole control and access to everything in Egypt. Though this investment is heavily backed by the government of Egypt, the control and management are in the hands of the company (Fazey, 2020). This makes sure that the security is intact and the control over the quality is very much ensured. But there is one problem in that situation. 
The management does not have any direct communication with the Egyptian people or employees. It is very much necessary to know about the culture and everything about a country in which a company wishes to do business. If the country fails to do so, then it is highly likely that the business will not see the face of success (Harrison Sunil, 2014). 
It has been clearly stated that the cultural differences between South Korea and Egypt are vast. These two countries are so different in culture, norms, values and ethics. So, it would be impossible to judge the people of Egypt with the knowledge of the headquarters (Jerez Coronado, 2020). So local people have to be involved in the management of the companies' Egyptian business operations. 
This local presence doesn't have to be in the higher management or in a higher authority. The local presence can be working as a consultant or a normal part of the bigger management team. Also, this local presence can be in the promotional campaign team.  In this way, the management in Egypt can learn the culture of the employees of Egypt, and if there is local pressure in the promotional team, the team can understand the perspective of Samsung in Egypt (McKenna, 2016). This is very necessary because understanding the perspective of common people is crucial for the success of the promotional team.
But there is a problem. Engaging local presence in a highly strict hierarchy that follows the culture of South Korea can be dangerous. This situation can create a cultural mismanagement problem where two cultures cannot match (Jerez Coronado, 2020). Also, there is a risk to safety and security. The confidential files and other IP addresses can leak, which will put the company at risk of losing important documents. In a word, it creates a problem of internalisation (Kingsnorth, 2021). 
Overall, there is a very slight risk of engaging local people in the management team. But there is a very high return on engaging local people in the management team. Understanding the local culture of both employees and consumers can help to change or modify the standard operating procedures. 
[bookmark: _Toc216076264]5b) 2nd Recommendation: Partnership of any Kind
Samsung in Egypt has no partner. The investment in Egypt is its own, backed by the government. Samsung has not entered into any joint venture or acquired any existing organisation. So, Samsung in its Egyptian operation does not have any section that has prior experience of doing business in Egypt. Yes, the government indeed helps them. But it is not 100% enough for them to properly manage the whole operation (Kim, 2019).
Therefore, it is highly recommended to join any venture or acquire any existing business to gain some experience in doing business in Egypt. Because Egypt or the whole African market is new to Samsung. Samsung does not have any other production plant in Africa (Kingsnorth, 2021). That is why it would be better if this company joined in any partnership with prior experience. 
Location-wise wise Egypt is a very crucial country for any company. It has a connection with both Asia and Europe. It is situated in Africa. Egypt controls one of the busiest routes of all time, “Suez Canal. All these characteristics made Egypt a very important and crucial location for Samsung. But to avail all this important opportunity, prior experience of doing business here is a must. The partnership can only be strategic where Samsung does not share control over business operations. The partnerships can also be only of financing (Twelvetrees, 2017). 
This suggestion also has its own demerit. Any kind of partnership or joint venture requires some sort of control over the company's activities. And this might hamper the company's long tradition of strict control over management and sole decision-making practices. 
[bookmark: _Toc216076265]5c) 3rd Recommendation: Localised Promotional Projects for the Whole of Africa
Samsung most of the time creates promotional activity for the whole world. It is often seen that Samsung creates a promotional campaign only for a single country or for a single region. The advertisements of Samsung run globally without creating differences (Kingsnorth, 2021). 
But in this context, Samsung is recommended to create a promotional campaign that will help promote the products from Samsung. This project can be for Egypt or for the whole of Africa. It means that Samsung can run this promotional campaign by targeting the people of Africa (Kim, 2019). As Egypt is on the African continent. It would be easy to relate to the people of Africa. 
A designated campaign for the people of Africa will not only boost the sales of the company, but it will also increase the goodwill of the company (Sy and Tinker, 2020). It will show the world that Samsung is willing to work with a diversification approach in mind and tries to reach every part of the world as a promotional campaign. Already, Samsung has done some specific promotional campaigns regarding the culture of Egypt, highlighting the “Ramadan” project. It is suggested to increase the campaign. This will also make a culturally different promotional campaign for people.
The downside of this project is the increase in the campaign budget. It will cost more to put pressure on the funding of the business operations. Increased cost of funding will also result in a high price of the product. And a high price is more likely to lose the consumer base.
Finally, Samsung indeed has a fixed standard operating procedure that is serving this company just fine. But it is also true that a company can always bring changes to its procedure and create a new, improved process that will be more effective and efficient. These three recommendations will help Samsung achieve the success it wants in the Egyptian market (Sy and Tinker, 2020). Though it is also true that these recommendations have downsides, too. But careful implementation of these projects may provide the result that Samsung has been expecting. And last but not least, apart from these three recommendations, Samsung can also bring new changes as per the situation demands. 


6. [bookmark: _Toc216076266]Conclusion
Samsung, with its headquarters in South Korea, is one of the biggest tech companies in the world. With business in more than 75 countries, this company has been in touch with culturally diverse people who help this company grow. Being a company with international business operations, Samsung has to relocate resources from different countries. The sourcing, financing, manufacturing and funding operations of this business are spread all over the world, bringing a nice blend of culture and diversification for this company. This blending of different cultures also helps this company to gain a competitive edge over other companies. And as this company is diversified with a lot of business options, it helps the company by securing the needs at the lowest cost possible. Also, Samsung has used different modes of entry into different markets with different strategies. Somewhere, Samsung entered with a foreign direct investment scheme, and somewhere it partners with the local giants. The methods vary from situation to situation. These different markets and different strategies help to adopt culture and increase the market share of this company. Like every other international company, Samsung also got some benefits from doing international business. It increases the footprint of this company in many countries and provides low-cost facilities. Samsung, while doing business in Egypt, faces some cultural differences from its own mother country, South Korea. Because of the differences, the strategy of entering that market is modified. But this modified strategy also helps them to achieve the potential success of this company. Lastly, there are recommendations like local presence and a customised promotional campaign to help this company make a profit. 
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Asia-Pacific	
% of Global Sales	0.46	North America	
% of Global Sales	0.25	Europe	
% of Global Sales	0.19	South Korea(HOME) 	
% of Global Sales	0.12	Latin America	
% of Global Sales	0.06	Middle East and Africa	
% of Global Sales	0.08	



Total capital

Amount	
Total Equity	Total Debt	413.5	18.27	
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