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1. INTRODUCTION
The mobile phone market is one of the fastest growing markets in the world, In the UK the major mobile companies like Apple, Sony, and Xiaomi are operating in the country (Statista, 2022). 
Samsung Company is a leading electronic company established in 1938 by Lee Byung-Chull in South Korea (Bondarenko, 2022), now the company is operating in different industries including electronics, insurance, and so on, driven by the vision of making lives easier (Samsung, 2022).
2. PESTLE Analysis
PESTLE analysis is used to conduct a macro analysis of the company (Rastogi and Trivedi, 2016).
Figure 1: PESTLE
[image: PESTLE Analysis: Pengertian dan 6 Komponen Pentingnya]
Source: business-to-you.com
2.1. Political: In a World Bank report the UK is recognized as a politically stable country (trading economics, 2022). The country is following progressive income tax policies therefore, the companies are only subjected to pay the tax based on revenue (GoCardless, 2022). In the UK there are no trade barriers (ITA, 2022), since the legal restrictions and political instability is low, the country has scored 70 above in the World Bank survey of 2020 (Trading economics, 2020), it provides an advantage for Samsung to make new investments and explore new markets within the country. 
2.2. Economic: The UK economy is at a reviving phase, the GDP growth rate of the country has been showing a downward growth due to the widespread effect of the Covid-19 pandemic even though the country’s economy is in the retrieval phase (Clark, 2022). The current inflation rate is measured at 10.1%, which increases the disposable income of people (BBC, 2022). As income of people increases, they will prefer better quality mobile phones, since Samsung is recognized for its high-quality products at a reasonable price the demand for Samsung products will also increase. 
2.3. Social: As per the World Bank data the population growth in the UK is indicating a steady growth rate since 2020 (World Bank, 2022), according to Neill (2022), the majority of the population falls between the 15-64 age group. This population is highly beneficial for the growth and development of Samsung since the company is targeting people of this age group (Samsung, 2022). Nowadays the number of people who are using mobile phones to satisfy a variety of needs more than phone calls has increased in the country (Setyo Kriswanto et al., 2019).
2.4. Technical: The country is a highly innovative country investing high level of R&D expenditures for instance in 2021 the R&D expenditure was at 2.4% (OGL, 2021). The people are also identified as highly technologically aware people which can be attributed with the sudden life style and preference changes in consumption (Setyo Kriswanto et al., 2019). Since the Samsung Company is highly focused on frequent innovation and introduction of advanced products the technological awareness among people will positively affect the company (Samsung, 2022).
2.5. Environmental: the country has well-established laws and policies for the protection and conservation of air, water, and other natural resources (DOMMETT, 2017), and the manufacturers of electronic products in the UK are advised to review all the production and procurement stages to reduce the electronic waste generation (Brown, 2021). Following these plans and policies will increase the public acceptance of the product thereby will foster the growth of the company since the people are highly concerned about environmental protection (ONS, 2021).
2.6. Legal: the country has well-defined labour laws which serve as a guideline for the employees and employers and reduce conflict among people (Coyle, 2017), since the company is dealing with an industry that requires a high level of innovation and development protection of new developments using copyright and patent claims are also the important UK have well-identified patent and copyright acts and claims (copyright, 2022). Since the laws are well-defined the company can operate more freely which will foster the innovation and development activities of Samsung in the UK (Coyle, 2017).
Considering the environmental analysis and environmental scanning of factors it can be identified that all factors are highly favourable for an electronic company to grow, the economic conditions, economic awareness of people, economic growth, and even the demographic dividend factors are highly flexing for the growth and development of the company. 
3. PORTER’S FIVE FORCE ANALYSIS
Porter’s five forces is a tool to identify the micro factors (Rothaermel, 2016).


Figure 2: Porters Five force
[image: Ag Retail and Porters Five Forces - by Shane Thomas]
Source: business-to-you.com
3.1. Threat of new entrants: Low
The electronic industry is a highly competitive industry (Catalano and Smith, 2022). The capital requirement for entering the industry is high and the economies of scope and scale are high for the already established companies (Brock, 2022), consumers are highly concerned about the brands, therefore, brand loyalty is high phones (Mathew and Panicker, 2017), for instance, in 2020 about 64% of Samsung consumers was about to retain their preference for Samsung products (Kozhuch, 2019).


3.2. The threat of Substitution: High
Since a large number of competitors are in the market, For instance, Samsung phones was highly demanded among consumers due to its high battery power and 5G support along with AI technology which was not available in the Apple phones or any other phones in the market (supportapple, 2022). Therefore the propensity to substitute is high among people. Price is also another influencing factor since most of the phones are offering almost similar facilities people will prefer phones with a justifiable price (Kramer et al., 2021). 
3.3. Bargaining power of buyers: High
For electronic products, the buyer’s ability to substitute is high since a large number of products with similar features are in the market (Counterpoint, 2022), therefore, it is essential to understand the demands of the customers, here, Samsung is considered as the innovator (Samsung, 2022). For instance, Samsung introduced 5G network phones and now apple have incorporated the same in iPhone 12 series (Techdesk, 2020).
3.4. Bargaining power of suppliers: Low
In the electronic industry, most of the manufacturing industries are supplying for their own production therefore the bargaining power of suppliers is low, For instance, the designing and raw material supply for the production of Samsung products are done by the company itself (Samsung, 2022), which reduces the dependency of the company on external sources and increases the quality of the products.
3.5. Rivalry among existing competitors: High 
The smartphone or electronic industry is a rapidly changing industry where consistent updating are taking place therefore the level of competition is high (Counterpoint, 2022). The brand loyalty among consumers is high (Mathew and Panicker, 2017), the brand loyalty for Samsung among the consumers in the UK are above 64% (Kozhuch, 2019), even though the largest share of sales in the UK market are of Apples which increases the competition among these rival companies (Statista, 2022).





4. SWOT Analysis
Table 1: SWOT
	Strength
	Weakness
	Opportunities
	Threat

	•Samsung is recognized as trendsetter (Samsung, 2022)
	• Depended upon consumer electronic sales
	• Change in lifestyle of people are asking for new innovations (Setyo Kriswanto et al., 2019).
	• Increasing environmental protection laws (DOMMETT, 2017).

	• High brand loyalty (Mathew and Panicker, 2017).
	• Fast launching of similar products one after another (Rayome, 2021).
	• Technological growth
	• Large number of competitors (Counterpoint, 2022).

	• High level of R&D investments (Samsung, 2022)
	
	
	• Rapidly changing industry

	• Experience stores phones (Mathew and Panicker, 2017).
	
	
	


Source: Self-developed
4.1. Advantages
•	Samsung is recognized as the trend setter (Samsung, 2022)
•	Increasing brand loyalty (Mathew and Panicker, 2017).
•	Frequent adaptation and lifestyle change (Setyo Kriswanto et al., 2019)
4.2. Disadvantage
•	Increasing competition (Counterpoint, 2022)
•	Fast innovation and immediate launching of products one after another (Rayome, 2020).
•	Rapidly changing industry.
5. SEGMENTATION, TARGETING AND POSITIONING
The market segmentation is important for any product, For Samsung, the market segmentation in the UK is as follows,
Table 2: Segmentation
	Geographic
	Demographic
	Psychographic
	Behavioural

	• Population density
• City size
	• Age
• Income
• Occupation
	• Lifestyle	
	• Loyalty
• Attitude       towards product


Source: self-developed
For the sales of the Samsung phones in general and S20 series in particular, the company was targeting business persons by offering features like live capturing and connectivity, 5G facility and AI-enabled camera, and related facilities that were not available with the other potential competitors.
Samsung is positioned to identify the relative position of the product in the market relative to its competitors offering similar features.
Figure 3: Positioning
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6. MARKETING MIX
Marketing mix refers to the strategies used by the firm to promote the product in the market (The economic times, 2022). The marketing mix elements are,
6.1 Product
Brand identity intends to create awareness among the consumers about the product, (mindtools, 2018). For Samsung the company has been introducing every single product under a single brand name using different model names, for instance, the Samsung S20 series, Samsung Watch, Samsung flip, Samsung life insurance, and therefore, it can be said that the company is following a corporate umbrella branding (Samsung, 2016).

6.2. Price
Pricing is another important factor influencing product demand (Chron, 2021). Psychological and skimming strategies are the important pricing strategies used by Samsung, through the launch of the S20 series in the UK the company is aiming to attract consumers by using a Psychological and skimming pricing strategy (Ajmera, 2017), these strategies are giving a competitive edge to the company since only a limited number of brands have introduced the same features (Wired, 2020). 
6.3. Place
For the distribution of Samsung products in the UK, the company mainly is using Physical stores, the company has its own physical stores in different parts of the country which are also known as experience stores from where the consumers can also avail of customer services, in UK more than 10 experience stores are operating in different parts of the country (Samsung, 2022).


6.4. Promotion
For promoting different products in the UK the company has adopted different strategies such as Campaigns, brand ambassadors, direct and digital marketing facilities, and so on (Shastri, 2022). For instance, Samsung has brand ambassadors in different parts of the world such as BTS in South Korea, and Alia Bhatt in India through which the product is getting more recognition (Samsung, 2021).
7. RECOMMENDATIONS
7.1. Ansoff Matrix
For Samsung, in the UK market penetration strategy will be the best suited because the company has a well-established brand value and the brand loyalty towards Samsung products among people in the UK are also high phones (Mathew and Panicker, 2017), the only disadvantage of Samsung in the UK is that the company introduces new products without taking much gap which creates confusions among the buyers and results in a low purchase of the respective product (Rayome, 2021).
Figure 4: Ansoff matrix
[image: AQA | Teaching guide: Ansoff matrix model]
Source: aqa.org.uk
Therefore, the market penetration strategy will help to increase the sales of the existing product, the company will be able to increase customer awareness about a product through product promotion, and sales-based strategies. The company is also recognized as the trendsetter (Samsung, 2022), therefore the focus of the company should be on attracting the customers towards the Samsung products before any other company such as apple or Xiaomi would introduce a similar feature phone which will provide a competitive advantage for the company (Rothaermel, 2016).
7.2. Product life cycle strategy
From introducing a new product into the market the product life cycle deals with the amount of time a product is in the market (TWI, 2022).

Figure 5: Product life cycle
[image: Product life cycles. Every product will go through this life… | by Sethu  Vignesh | Bootcamp]
Source: TWI Global.com
It can be identified that the Samsung S20 series is in the growth stage of a product life cycle in the UK, the S20 was introduced in 2020 later on the company introduced the S20+, S20 Ultra, and so on therefore, the products are in the growth stage (Samsung, 2022).
Samsung is a company with a pioneer status in the mobile industry since it introduce new products with new features in the market (Samsung, 2022). Therefore, as per the nature of the company and the demand of the customer’s market expansion strategy will be best suited, the company should focus increasing consumers awareness, and should focus on encouraging the consumers to purchase that product (Rayome, 2021).

8. CONCLUSION
Samsung is the trendsetter in the phone industry, Furthermore, brand loyalty and consumer preference towards Samsung products are also very high (Mathew and Panicker, 2017), the company is also providing excellent customer services (Samsung, 2022), which serves as an attracting factor, by focusing more on market penetration the company can seize the market.  
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