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Blog 1: Samsung and Customers grow Together
Diversity and growth are the two aspects that one experiences when we get to know about the journey of Samsung. It started as a grocery trading store in 1938 and went on to develop itself as a major brand in the technology sector in the 21st century. It gradually ventured, initially, into textiles. Thereafter, the company continued to develop itself in other industrial sectors (Appiah & Ozuem, 2019). This shows that the company has managed to successfully deal with different problems faced by the organization. Although the company benefited from the protectionist measures adopted by the Korean government that tried to protect the local conglomerates; Samsung was one amongst them all.
When November 19, 2020 headline surfaced in the newspaper, it was a great sight that Samsung’s Galaxy S21 series of devices will be made shortly available in the market. It was an emotional moment for all the users of the Samsung brand. The best thing about the brand is its ability to continuously innovate, considering the dynamic atmosphere of the technology market. No one is also oblivious to the fact that this is not all. Samsung will continue to excite its consumers with various other products in the future. It has always differentiated its brand in the market by breaking the clutter in the market by creating value for its customers and allowing them to experience high-quality products at a reasonable price. Samsung will never stop satisfying its customers more than before. This is also because it strongly believes in the philosophy of doing what you can’t (Asdi & Putra, 2020).  
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Blog 2: Genuine Price for Greater Value
When we talk about smartphones, we also talk about prices. It is important to answer the question, whether pricing can have an impact on the market in the technology sector? The simple answer is yes, but provided that the product is marketed by multiple brands, offering nearly a similar range of features. It is often believed that Samsung’s smartphones are more expensive than those marketed by Apple. However, it is interesting to note that since 2015, Samsung has been leading the market for a smartphone. A key reason for this is the effective pricing strategy followed by the company. Normally, it has been seen that Samsung offers its products at a relatively higher price than that of Apple, but it also necessary to know that Samsung changes its prices more frequently than Apple for its different products, depending on the response of the market (Bruskova, 2019). Samsung also offers better storage capacity for its products, and that is something that is quite beneficial for a certain customer segment of its target audience. This nature of pricing strategy adopted by the company has proved to be effective for the organization, as it caters to dynamic market conditions. The pricing has also been considered genuine by its target audience, which has maintained its association with Samsung, demonstrated by the market standing of the brand in the smartphone market. The customers have discovered greater value in Samsung products for a price that can be considered as quite genuine.
[image: ]



[image: ]
Blog 3: Pricing for Customers
Customers have been speaking about the prices of different products introduced by Samsung in the market. It is important to know that Samsung gives a lot of emphasis on keeping legitimate prices for its different products that are available in the market. It is a huge mistake to say that Samsung is a cost leader; however, it is also untrue that Samsung products are unaffordable by a mass segment of the target audience. It offers an extensive range of products that provides a great number of alternatives to different customer segments (Thabit & Raewf, 2018). Therefore, it would not be a suitable statement to made that Samsung only caters to selling products that are a luxury; be it consumer electronics or home appliances. Pricing is an important factor when customers make a decision regarding purchasing a product for their consumption (Kotler & Armstrong, 2016). Samsung has played an important role in the market, and this has been a differentiating factor for the organization considering its ability to win in the market; that also by appropriately satisfying its diverse customer segments in the marketplace. It is also important to note that this has also been demonstrated in the performance of the company in the diverse product categories in which it was operating (Chandola & Fu, 2017). In order to differentiate the brand from the others, it has relied on a number of other strategies as well, but its pricing strategy has remained the most prominent strategy of the organization to succeed in a competitive marketplace.   
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Blog 4: Select the Product You Want
No one is oblivious to the extensive range of products offered by Samsung. It is also interesting to note that not only there is variety in the range of different products, but also in the size and dimensions of each product. It has mobile offerings at every price point, and in every size that a customer can imagine. There are users who prefer a smartphone with a 4.3-inch screen, and there are others who need a 4.5-inch screen phone. Samsung caters to the needs and preferences of customers with varying demands and preferences. This broad range of features offered by the company also improves its ability to customize its offerings, as per the needs of the customers. Samsung considers it as a response to the changing consumer behaviour in the market (Chivu, 2018). It has followed the same product strategy, whenever it has ventured into any industry, and this has also proved to be a great recipe of success for the organization. An example is that of [image: ]tablets, and the organization has grown in this product segment by over 200%, since 2012. However, competition is also a reason for this particular type of strategy. The competition landscape is also important to consider before making any business strategy succeed in a particular market (Tong, Luo, & Xu, 2020). Nonetheless, it is important to note that the product strategy of Samsung has proved quite beneficial for its customer base, which has diverse options to choose from amongst the best product varieties and options.


[image: ]Blog 5: Best Samsung Phones in 2020
Despite the pandemic, it was quite exciting to note that different models of smartphones were introduced by the organization in 2020. Samsung Galaxy Z Fold2 Android smartphone was the most expensive of all the smartphones launched in the market, as it was priced at $1999.99. It is also considered the most futuristic phone ever introduced in the market. Not only it has a large screen size, but it also has an appropriate storage capacity and processing unit that would enable suitable functioning of the device by the customers. Samsung Galaxy A51 was the cheapest smartphone that was introduced at a price of $399.99. Although I do not have that many advanced features, it definitely offers a range of product specifications that are suitable for its diverse customer segments (Steenkamp, 2017). It is important to note that the organization has been able to offer customized offerings to its various customer segments, and this has played an important role in developing a strong association with its customer base. The higher the product varieties offered to the customers, the higher the number of options is available for diverse customer segments. Thus, it becomes easier for them to make choices as per their respective preferences. So, it seems that Samsung did make sure that the product variety is offered in the same way as it was made available earlier than 2020. The pandemic was a tough experience for many people in the world, and Samsung still managed to maintain its reputation of introducing [image: ]an extensive range of products (Isa & Kelly, 2020).
Blog 6: Channels of Distribution followed by Samsung
[image: ]It is known to everyone that except for America, Samsung has the unique ability to sell their product anywhere they want as long as their products are stocked by the retailer; therefore, it has the capability to saturate the market with its products. It does not follow a certain strategy, but instead, it relies on multiple distribution channels to reach its target audience (Išoraitė, 2016). Unlike Apple, it has strong distribution in the network in its various different markets across the world. The Samsung Team of Empowered Partners (STEP) program started by the company played an important role in empowering the channel partners of Samsung that plays an important role in bringing the products accessible to the target market in the most appropriate manner (Proctor, 2020). Samsung works in a fragmented manner with its channel partners. Although it has a huge number of channel partners, they are all scattered in different locations, and they often experience communication issues between them that can create problems in the coordinated strategy of the business. This has also played an important role in the success of the company, as this strategy has ensured that the brand has a higher approachability to its different customer segments (Lee, 2016). However, it is important for the organization to provide more convenience to its customers.



Blog 7: Samsung’s Retail Store
The placement of products is quite important to consider, as it enables the company to provide a suitable interaction for customers with the products marketed by the business. As far as Samsung is concerned, it has successfully opened 3 stores in the United States before the end of 2019 (Patil, 2017). It is also interesting to note that the four stores that are to be opened in Silicon Valley are quite close to its main rival, Apple. This is in line with a broader strategy of the organization to open such stores throughout its important market destinations around the world. It aims at providing complete customer service to its customers, ranging from offering its product varieties to providing repair services for the products of Samsung’s brand. This will allow the organization better reach to its customers, and it will also allow the organization to have a smoother distribution for its products so that they can be reached a wider target market which is something that is desired by all business organizations (Omer, 2019). The fourth store is a 5000-square-foot space building that was opened on December 12, 2019. It is intelligently designed, as it offers a convenient pathway for its customers, for them to be able to reach their preferred products in a manner that does not compromise on their convenience and comfort. It has an attractive internal and external outlook that successfully binds the customers’ attention, and so enables Samsung to market its brand in a relatively different manner. Who knows the next store might be opening near your location, as this seems to be the future.
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Blog 8: Heavy promotions used by Samsung
Samsung has always made sure that it invests heavily in its marketing promotional strategy to reach its customer segments. The pull strategy has benefited the company a lot, as it has made effective use of social media platforms, in order to create awareness about the different products that it launched in the competitive consumer electronics market (Kotler & Armstrong, 2016). Being a customer of Samsung, you will acknowledge the fact that it relies keenly on responding promptly to different legitimate queries of the customers (Pomering, 2017). It also had relied on celebrity endorsements in different markets. For instance, it used the brand image of David Beckham, for the purpose of advertising Samsung Galaxy Note & Samsung Galaxy. At the same time, it used Nargis Fakhri, an Indian model, to promote Samsung Galaxy in India. This again shows the importance given by Samsung to the values of diversity, which is depicted not only in its product strategy but also in its marketing promotional strategy. This feature of diversity is strongly embedded in the organizational culture of the Korea-based multinational conglomerate. It also follows the indirect strategy, in which it tries to convince its various customer segments that the products marketed by Samsung are quite good to use (Steenkamp, 2017). The central aspect, moreover, of Samsung’s advertisement is the empowerment of its overall corporate brand identity that has amassed praise and distinction in the global market for a long time period.
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