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Introduction
Marketing is mainly considered a process of promoting a particular brand's product by which consumers can be engaged and attracted to buy products from a company (Eckhardt et al., 2019). It plays an important role for a business in terms of promoting a product or services by which consumers can be engaged. Thereby it will help to improve its financial growth. The purpose of the study is to identify the marketing fundamentals of LG Global so that a few recommendations can be provided that will help the company to grow and expand. For this particular study, LG Global Limited has been chosen. This study has showcased the background of the chosen company. In this study, a brief definition of marketing will be provided. Along with that definition of the marketing process, a diagram of the stages involved in the marketing process will be showcased. Moreover, stages involved in the process of marketing such as situational analysis, objectives strategy implementation and control will be discussed broadly. Porter's 5 forces and PESTEL analysis will also be performed in the study. After completing the analysis advantages and disadvantages of PESTLE analysis will be showcased. Additionally, future recommendations will be provided for the company that will help them to expand.
[bookmark: _heading=h.1fob9te]Background of the company
LG Global was established in 1958 by Koo In-hwoi in South Korea. Its headquarter is located in Yeouido-dong, Seoul, South Korea. Apart from that, LG Global serves almost every nation throughout the globe. It usually offers different products including refrigerators, televisions, washing machines and other electronic appliances. 
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Figure 1: Logo of LG Global
(Source: LG, 2023)
As of 2021, it has over 30,000 employees who are responsible for serving global consumers (Statista, 2023). Along with that in 2022, the company earned annual revenue and operating profit of £0.053 trillion (KRW 83.5 trillion) and £0.0023 (KRW 3.6 trillion) respectively (Lgnewsroom, 2023). 
[bookmark: _heading=h.3znysh7]Definition of marketing
Marketing is a process of creating, delivering and exploring values for meeting the needs and requirements of a target market in terms of products, services and goods (Kotler and Armstrong, 2016). In simpler terms, marketing is a set of activities or institutions which involves the process of exchanging, communicating and delivering offerings that have value for clients, consumers, society and partners at a large scale (Pride and Ferrell, 2019). It is a way of gaining people's interest in the product and services of a company. The primary purpose of marketing is to research and analyse consumer details by conducting surveys, to the focus groups by which relevant data can be gathered. Thereby, it will help companies like LG Global to increase their fiscal revenue.
[bookmark: _heading=h.2et92p0]Definition of the marketing process with a diagram of the stages in the marketing process.
The marketing process is considered one of the most important parts of marketing. It is a type of tool that is used by different businesses like LG Global to create or develop consumers' value (Morgan et al., 2019). Along with that, with its help, a business can build strong and long-lasting relationships with its customers. In simpler terms, the marketing process is a series of steps that help an organisation like LG Global to identify consumer viewpoints, analyse marketing opportunities and create marketing materials in terms of reaching the desired audience. It mainly consists of five main elements based upon how a company like LG Global can conduct marketing in terms of knowing its target customer. The five elements of the marketing process are strategic marketing analysis, marketing implementation, marketing-mix planning, marketing control and marketing objectives.
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Figure 2: Stages of the marketing process
(Source: Created by the learner)
[bookmark: _heading=h.tyjcwt]Description of the main stages in the marketing process 
The entire marketing plan for LG Global, the consumer electronics company, can be defined by performing the situational analysis, defining the objectives of the company, devising the marketing strategy, implementing the 4Ps of marketing mix analysis emphasise the key performance indicators that control and define the metrics of the company is displayed in figure 3 below. 
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Figure 3: SOSTAC Marketing Plan
(Source: Created by the learner)
The situational analysis of a company is done to analyse the positive and negative impact of various external and internal factors that might affect the smooth operation of a company. The external analysis is done for LG by performing the PESTEL analysis, taking into account the political, economical, social, technological, environmental and legal factors, which affect the performance of the company. The internal analysis is conducted by performing the SWOT analysis. It helps by defining LG Globals' strengths, weaknesses, market opportunities and threats faced by competitors. 
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Figure 4: LG Way
(Source: lg, 2023)
The objectives followed by LG are to gain broad market recognition and by becoming a market leader as highlighted in figure 4. It follows the “Jeong-Do Management” policy that emphasises “high ethical standards” and believes in conducting business in a “transparent and honest manner”. The main objective or aim in terms of sustainability is enhancing the fundamental operation for balanced performance, ecosystem building for collective impact, and business reshaping to gain future value. LG Electronics plans to achieve net zero emissions by 2030 and achieve a 100% renewable energy transition by 2050. 
Segmentation 
The market strategy incorporates the market segmentation, targeting and positioning of a company. LG owing to its wide range of products and services cater to a vast range of customers all over the world, it also provides a vast choice among the pricing of the products to satisfy all clientele, thus utilising demographic, geographic, psychographic and behavioural marketing segmentation strategies. 

Targeting 
Simultaneously, owing to technological advancement, and customers seeking the latest technology to be incorporated into their electronic goods is directing LG Global invested heavily in meeting customer demand, and complying with its target customer base of all age groups of customers worldwide. 
Positioning

Figure 5: Perception Map
(Source: Created by the learner)

By analysing figure 5, which describes the brand perception map, we can easily identify the positioning of LG in the consumer electronics market based on the price and quality of its products. LG has a wide market base but faces stiff competition from Sony, Panasonic and Samsung (statista, 2022). LG’s main contender is Samsung, which is another Korean consumer electronic goods company specialising in a similar range of products. LG owes its market superiority to quality of service and customer satisfaction, which makes it a frontrunner among its competitors.

The market implementation is achieved by incorporating the 4Ps marketing mix policy, focusing on the products, pricing strategies, promotional methods and placing the product in the desired market. 


Product:
LG Global has four basic businesses, featuring products in the various sectors of “Home Appliance and Air Solutions; Home Entertainment; Vehicle Component Solutions; and Business Solutions”. LG had a smartphone department as well, however recently that had to be shut down for competitive reasons.
Price:
LG Global, owing to intense market competition follows a Competitive Pricing strategy, to maintain its dominance in the market. 
Promotion:
Promotion of its products via virtual showrooms, vertical markets on online websites, newsroom articles promoting products, significant social media presence, and a diversified advertising strategy catering to various parts of the world, ensures LG’s Global presence. 
Place:
LG controls over 142 local subsidies worldwide, with operations in “Asia, China, Europe, Central and South America, the Middle East and Africa, and North America” (lg, 2023). LG also has a  substantial market presence online, catering to customer needs on virtual platforms. 

The control phase of the marketing plan defines the Key Performance Indicators (KPIs) of a company. As of the LG ESG Reporting for 2021-2022, the LG group recorded total revenue of over £110 billion (KRW 176 trillion); employing “259,915 workers at domestic and international work sites”; investing over £5.45 billion (KRW 8.7 trillion) in Research and Development; emitting “21.7 million tons of greenhouse gases”; acquiring “zero-waste-to-landfill certification at 12 business cites” to enhance resource circulation; and “operating a mutual growth fund” of over £613 million (KRW 980.1 billion) as a “loan program for suppliers” (lgcorp, 2022). 

Macro environment or PESTLE factor's significance in the context of LG Global
	Political
	The Russian invasion of Ukraine has hampered the shipping lines of LG, which is a South Korean consumer electronics goods company, operating television and home appliance factories in Russia. Korea sought exemption from the US-led sanctions against Russia, owing to the chances of supply chain disruptions that might arise due to delivery halts of all major global shipping companies (humanrights, 2022). This had an unfavourable impact on LG.
The UK’s exit from the European Union, also known as Brexit, skyrocketed the export and import duties of all electronic goods. LG was severely impacted as prices of mobile phones skyrocketed in the UK, the profit margins for the companies were reduced and the high prices led to a decline in product demand. This directly had a negative impact on LG’s operations in the UK.

	Economical
	The UK is facing huge inflation, owing to supply chain disruptions and the rise in prices of various commodities. LG, being one of the leading display panel makers, faced a huge 20% revenue loss in the second quarter of 2022, citing an operating loss of £306 million (KRW 488 billion). This had an unfavourable effect on LG Display Company’s operations and sales in the UK after facing a huge surge in sales during the post-Covid period in the last quarter of 2021 (reuters, 2022).  
Owing to the huge demand for auto parts in the world automotive industry, the LG Vehicles Solution Company cited an increase in revenue by 29.1 % in 2022, as compared to 2021. This has a positive impact on LG’s global operations, making it the leading supplier in the automobile sector (lgnewsroom, 2023).

	Social
	Generation Z has immense use of technologies and smart devices, which has increased opportunities and scope for companies in this Industry. The huge surge of mobile phone users and work-from-home conditions post-Covid period, significantly enhanced the sales of smartphones, suitable to handle the enhanced operations of attending study lectures, conferences, seminars, video conferencing, and digital collaboration. This had a favourable impact on sales for LG. 
LG has kept striving for social impact by investing in “LG-KOICA Hope TVET College, which educates young people in Ethiopia” by equipping them with technological skills to enhance their employability to help them become independent. LG’s “Global IT Challenge for Youth with Disabilities (GITC)”, is one of a kind event centred around empowering youth from various countries to aid them in overcoming religion, disability, nationality and cultural barriers; allowing them to take part in “four categories of IT Paralympics” (lg, 2023). These strategies have proved to be favourable for LG’s social impact on a global scale.

	Technological
	Developments such as 3D printing and artificial intelligence have become the new norm in electronic goods. The advent of the internet-of-things has necessitated the need for smart appliances in every household. Cloud storage has become a necessity for modern televisions to ensure successful integration with OTT platforms, LG has positively incorporated all these innovations keeping in mind the recent technological advancements and launching premium appliances via LG Signature (lg, 2023) and LG ThinQ (lg, 2023), which specialises in novel products developed through extensive research. 
LG’s R&D focus on developing premium goods led to the launch of unique appliances such as the “LG Styler- clothing care systems, all-in-one WashTower- laundry centres, and LG InstaView refrigerators with Craft Ice technology”. This aided LG’s Home Appliance and Air Solution Company to cite a profitable operation in 2022 (lgnewsroom, 2023). 

	Legal
	Global organisations are heavily restricted by different governmental norms for different nations. As governmental norms are changing concerning the laws of different nations, it is affecting LG Global's to balance and maintain all the norms and regulations followed or introduced by different nations. Thereby, from this, it can be stated that this aspect is creating an unfavourable impact on the traffics of the company. On the contrary, global businesses like LG Global need to maintain all the protocols or rules related to environmental protection law including flora and fauna. In addition, the company needs to maintain and follow taxation law which may vary from state to state in terms of avoiding penalties. Therefore, if the company follows this aspect then it will grow and expand in the global market. Hence, from this, it can be deduced that it is going to create a favourable impact on the company LG Global.
In the year 2017, LG technologies, one of the largest companies in South Korea revealed that the government's solar energy policy was ineffective. In December 2017, around 332 local authorities in the UK requested the Freedom of Information Act. The company has also revealed that the government cuts have similarly created an unfavourable impact on solar technology distribution across all the channels including private and public sectors in the UK (Power, 2023).

	Environmental
	With rising concerns regarding the environment, people have become conscious of the sustainability impacts of the products they buy. LG has reduced its carbon emissions by 40% in 2021 as compared to 2017. LG North America has succeeded in using 100% renewable energy in its operations by 2021. LG has been a pioneer in recycling by collecting 3.52 million tons of electronic products between 2006 to 2021 (lg, 2023). All these factors have positively impacted and cemented LG’s sustainability standards among its customer base. 
The green life cycle of LG OLED television starts with manufacturing a green product design by maintaining eco-friendly certifications; packaging with recyclable materials; opting for lightweight materials in the manufacturing process has further reduced carbon emissions during transport and made the product easier to recycle. LG has ensured energy-efficient viewing by incorporating technological advancements which are kinder to the customer's eyesight and proved favourable to LG’s policy of eco-minded greener tomorrow (lg, 2023). 


Table 1: PESTLE Analysis
(Source: Created by the learner)
Some of the advantages and disadvantages of PESTLE analysis are mentioned below
A major advantage of PESTLE analysis is that it assists in identifying how external factors are impacting the business of LG Global. With the help of PESTLE analysis, a business can easily recognise the threats that can impact a business like LG Global in terms of growth. Moreover, with the identification of threats proper initiatives can be taken by the company so that risk factors can be mitigated, thereby, it will help in terms of achieving future growth (CPID, 2023). In addition, the PESTLE analysis can help a business like LG Global to recognise future scopes and trends available that may help the company to achieve its business-oriented goals. On the contrary, some disadvantages are that conducting a PESTLE analysis uses a wide range of data and information that needs to be gathered which takes excessive time. Another disadvantage of PESTLE analysis is its factors frequently change over time. Mainly, in some cases, under political factors, the GDP rate as well as the corruption perception index may change (SALTAMARSKI, 2021). Similarly, under legal factors, governmental law and regulation might vary and in the case of economic factors GDP rate can fluctuate. 
[bookmark: _heading=h.3dy6vkm]Porter's 5 Forces model Analysis for LG 
Competitive Rivalry (High)
LG faces extensive competition in the consumer electronic goods sector from its market competitors Apple, Samsung, Sony, Phillips, and Panasonic. Out of these companies, LG faces the biggest threat from Samsung, which is another consumer electronic goods company from South Korea. Samsung and LG always follow a competitive pricing strategy for all similar products listed in their brochures. The extensive rivalry has led to LG significantly improve its customer service policies to ensure better market share and customer satisfaction. Owing to competitive rivalry, LG has ensured huge investments in research and development wings to further new product development and incorporation of new technology to satisfy consumer needs. 
Threats of New Entrants (Low)
New entrants in the consumer electronic goods sector need to have viable investments to expand their global outreach, favourable product features that can entice the customers over to the new product, and sufficient scope of growth in the same sector. LG faces a very low threat from new entrants in the market, as the new entrant needs to ensure lucrative product features at a low cost to pose a threat to LG's marketing strategies. Sometimes, the brand image turns out to be a huge factor in guiding customer purchases, which is favourable to LG in comparison to new entrants in the market. 
Threats of Substitutes (High)
With evolving technology, product features of consumer electronic goods are changing at a faster pace. All companies are incorporating the latest technological advancements such as smart devices, internet-of-things, artificially intelligent voice assistants, and cloud storage in their latest products. This ensures that the market is getting saturated with substitute products from various companies launching products having similar features. The added features of online markets providing a comparison between similar products ensure that customers have a proper understanding of various product substitutes. This poses a significant threat to LG's digital marketing strategy allowing LG to constantly improve its products, introduce new features in existing products, reduce costs and penetrate new markets for existing products to overcome the threat posed by substitutes.
Bargaining Power of suppliers (Medium)
Suppliers in the consumer electronic goods industry, heavily depend on the supply chain flows, the delivery timeline of international shipping partners, and international trade policies. All these factors significantly impact the raw material suppliers and silicon chip manufacturers in the electronic industry. The suppliers can halt their operations which can significantly impact the manufacturing and assembly of products for a company. This can be mitigated if the company has a stringent legally binding contract with suppliers, providing them with very little leeway in case of disrupted operations. Then the bargaining power of suppliers will not affect company operations, thus LG follows similar policies in curtailing the supplier power in its business operations.
Bargaining Power of Consumers and Customers (High)
The bargaining power of consumers and customers is high in the electronics industry. The industry's technological trends are heavily dependent on customer needs and requirements. Similarly, the various product variants from different companies, provide higher alternatives to the customers. This forces the companies to adopt competitive strategies to market, sell, and promote their product. LG also faces the repercussions of consumer bargaining power and adopts mitigating strategies by adopting technological advancements, constant innovation, and ensuring sustainable development in its products. 
[bookmark: _heading=h.1t3h5sf]Credible future recommendations for the company.
The Ansoff Growth Matrix can be used by LG Global in this context. It is mainly a two-by-two framework that is used by different management teams and analyst groups in terms of expanding a business or achieving growth. It can be classified under four categories including market penetration, market development, product development and diversification. Marketing penetration means increasing the sales rate of existing products in the existing market. While market development focuses on selling existing products in the new market. While product development means introducing new products in the existing target market. In addition, diversification means introducing new products in a new market. 
Under the Ansoff Growth Matrix Market penetration and Market development will be used as a credible future recommendations that may help the company in terms of achieving growth.  
Market Penetration: LG Globals can use a marketing penetration strategy, in terms of increasing sales of existing products of the company in the existing global market. In this particular case, the company may use different innovative strategies including the production of new varieties in its existing products so that consumers can be attracted. Thereby, it will help the company to increase its financial revenue with an increment in the participation of loyal consumers.   
Market development: In addition, LG Global may also use market development strategies in terms of expanding its business. In this case, LG Global needs to focus on selling its existing products in the new market by attractively introducing them. However, the company may face issues while launching its products in the new market, as the demands of the new consumers may vary from the existing target markets. Thus, LG Global needs to study its needs and then launch its products in the new market. 
[bookmark: _heading=h.4d34og8]Conclusion
This study has mainly focused on the marketing fundamentals of a global organisation, to complete this study, LG Global has been chosen. It is an international conglomerate that was founded by Koo In-hwoi in South Korea in 1958. It has portrayed a definition of marketing by which a clear concept has been achieved. From this study, a definition of marketing stages has been gathered that has helped in identifying the importance of the marketing process in marketing fundamentals. In addition, different stages of the marketing process including marketing-mix planning, marketing control and marketing objectives, strategic marketing analysis, and marketing implementation, have been illustrated. It has also showcased PESTLE and Porter’s five forces analysis based upon that LG Globlas can upgrade its business and expand its business. Along with that, the advantages, as well as disadvantages of PESTLE analysis, have been showcased here. A few recommendations for the company have been provided based on Ansoff's Growth Matrix so that the company can grow further and expand its global business. Under that market penetration and market development have been suggested as a marketing strategy that could be used or followed by the company in terms of achieving future growth. 
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