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[bookmark: _Hlk133964507][bookmark: _Toc134021885]Introduction
The core aim of this report is to critically analyse the digital marketing capabilities and strategies of Samsung Electronics Co Ltd. With a specific focus on the official company website and social media presence, the report will also provide a detailed insight into the digital assets as well as the internal and external structural flows of the company. The key digital promotional strategies employed by the company will also be analysed in this report. Additionally, the report will also explore the capabilities of machine learning and Artificial Intelligence in the field of digital marketing and how it can be utilised to create effective digital marketing strategies and expedite the return of investment (ROI). 
[bookmark: _Toc134021886]Digital Marketing   
In layman terms, digital marketing is the concept of using digital channel and technologies to promote and market products and services. The concept utilises a wide range of strategies and tools that could leverage the internet and digital media to engage with the target audience. Digital marketing uses various channels such as social media, search engines, emails, mobile applications, and websites (Chaffey & Ellis-Chadwick, 2020; Hien & Nhu, 2022). 
One of the key advantages of digital marketing is its capabilities in customer segmentation. Digital marketing helps companies to collect specific customer data like consumer behaviour, buying patterns and frequency of purchases (Wang, 2022). Data analysts can then utilise these data to create highly targeted digital marketing strategies that could reach the potential customers in a very short span of time. In short, digital marketing helps companies to customise the marketing campaigns to make them more effective and generate better ROI.
Another advantage of digital marketing is its ability to monitor the results in real-time. This helps companies to monitor the performance of their ad campaigns in real-time and, adjust as required (Epstein & Yuthas, 2007). In other words, digital marketing helps companies to optimise their ad campaigns for maximum benefits and drive business growth. 
Digital marketing encompasses a wide range of strategies and tools such as search engine optimization (SEO), (SEM) social media marketing, email marketing, content marketing and influencer marketing (Rosario et al., 2022). Each one of these tactics has several advantages and can be employed alone or in unison with other tactics to create an effective digital marketing campaign. 
In other words, digital marketing has become a pivotal strategy for modern day organizations to create financially feasible and highly targeted campaigns to reach their target audiences. Similarly, the ability of digital marketing to provide real-time monitoring will also help companies to make informed decisions in future marketing campaigns. 
[bookmark: _Toc134021887]Company Background and Overview
Samsung was founded in 1938 as a trading company by Lee Byung-Chul in Daegu, South Korea. During the initial days, the company focused on the trade of dried fish and vegetables to China but later expanded into the sales of textiles and insurance (Zhou, 2020). By the 1960s Samsung shifted its focus to the electronic industry and in 1969, the company released its first black and white TV. The company is now on of the global leader in the manufacturing of electronics consumer goods and has created numerous innovative products such as the world's first 40-inch TFT-LCD TV in 2004, and the Galaxy S series of smartphones in 2010. The company is headquartered in South Korea and has manufacturing as well as research and development facilities in other major economies like United States, China, Japan, India, Germany, France, and the United Kingdom. Samsung also employs more than 320,000 employees and sell its products in almost every country in the world. The following table provides the key stats of the company:
[image: ]
Source: Marketline
In 2022, the company generated 302.2 trillion won ($245.7 billion) in revenue, compared to the 279.6 trillion won ($227.4 billion) in collected in 2021 (Toh, 2023). The following chart illustrates the global revenue of Samsung:
[image: ]
Source: Marketline
[bookmark: _Toc134021888]Digital Marketing Analysis
Digital marketing analysis is the process of evaluating a company’s online marketing strategies and techniques. This will help companies to identify its strengths and weaknesses as well as opportunities, that can be leveraged for business growth (Profiletree, 2023). 
[bookmark: _Toc134021889]Identification of Digital Assets 
Digital assets refer to all the online platforms and assets used and managed by the company to engage with its customers and to promote its products. Samsung uses numerous digital assets in its operations such as:
1. Website
2. Social Media Accounts
3. Marketing Information System
4. Customer Relationship Management System
5. Enterprise Resource Planning System
Each of these assets will be discussed in detail, in the following sections.
[bookmark: _Toc134021890]Website
The website is the primary digital asset of Samsung for promoting and selling its products and services. The website is well structured and user friendly and provides a seamless navigation structure, which helps its customers to find what they are looking for quickly. The website holds a range of information such as product descriptions, reviews as well as an online store to purchase the products. 
The following table shows the URLs of Samsung’s official online store in some of the most important global economies.
	Country
	Samsung Shopping Website

	United States
	https://www.samsung.com/us/shop/

	United Kingdom
	https://www.samsung.com/uk/shop/

	Canada
	https://www.samsung.com/ca/shop/

	Australia
	https://www.samsung.com/au/shop/

	India
	https://shop.samsung.com/in/

	China
	https://www.samsung.com/cn/shop/

	Japan
	https://www.samsung.com/jp/shop/

	Germany
	https://www.samsung.com/de/shop/

	France
	https://www.samsung.com/fr/shop/

	South Korea
	https://www.samsung.com/sec/


[bookmark: _Toc134021891]Social Media Accounts
Samsung also has established a strong presence in social media platforms such as Facebook, Twitter, Instagram, and LinkedIn. The company leverages these platforms to engage with its customers, promote its products and services, and share content. 
The following table provides the links to Samsung's official social media accounts:
	Platform
	Account Link

	YouTube
	https://www.youtube.com/@Samsung

	Facebook
	https://www.facebook.com/SamsungGlobal/

	Instagram
	https://www.instagram.com/samsung/

	Tik Tok
	https://www.tiktok.com/@samsung

	Twitter
	https://twitter.com/Samsung

	LinkedIn
	https://www.linkedin.com/company/samsung-electronics/



[bookmark: _Hlk132806164][bookmark: _Toc134021892]Customer Relationship Management System (CRM) 
CRM systems are used by businesses to manage and analyse their interactions with the customers and potential customers. The system assists in streamlining procedures, automating jobs, and providing a thorough view of client data, which helps in sales, customer service, and marketing activities. Features like contact management, lead management, sales forecasting, and customer analytics are frequently included in CRM systems (Tohidi & Jabbari, 2012). 
The following flowchart illustrates the functioning of a CRM system:
[bookmark: _Hlk133964463][image: ]
Source: (Schönherr et al., 2009)
eCRM (Electronic Customer Relationship Management) System is a subset of CRM that focuses on digital channels such as email, social media, and websites to manage customer interactions (Dawn & Guha, 2010). Businesses may personalise interactions, track consumer behaviour, and communicate with customers across a variety of channels with an eCRM system. Features like email marketing, social media management, online analytics, and mobile marketing are included in eCRM systems. 
The following diagram illustrates the operation of an eCRM system:
[image: ]
Source: https://www.slidegeeks.com/continuous-improvement/product/process-of-e-crm-ppt-powerpoint-presentation-professional
DBMS systems such as SAP HANA, Oracle Database, Salesforce, and Microsoft SQL Server can be used to store and analyse customer data, including contact information, purchase history, preferences, and behaviours (Gil-Gomez et al., 2019). Samsung, for instance uses Salesforce, a cloud-based CRM platform, to manage its customer data and customer engagements. These data are then used to create highly targeted marketing campaigns (Salesforce, 2022). 
[bookmark: _Toc134021893]Marketing Information System (MIS) 
Marketing Information Systems are used to store and analyse marketing data such as sales data, marketing campaign data and customer data. It provides marketers with accurate and timely information that is necessary to make effective marketing decisions (Harmon, 2002). 
The following diagram depicts the primary components of a MIS, the environmental elements monitored by the system, and the varieties of marketing choices sought to be supported by the MIS:
[image: ]
Source: https://www.fao.org/3/w3241e/w3241e0a.htm
The functioning of an MIS system includes the following stages (Indeed, 2023): 
1. Data Collection: This is the initial stage where data is captured through social media, surveys, and customer feedbacks.
2. Data Analysis: Here, the collected data is analysed to identify patterns and trends using statistics and data modelling techniques. 
3. Information Storage: This pertains to the storage of the analysed data in data warehouses.
4. Information Retrieval: This is the stage where the marketing professionals’ access and analyse the stored data to analyse customer behaviour, preferences, and buying patterns.
5. Information Dissemination: In this final stage, the processed data is disseminated to the relevant stakeholders like marketing managers, sales teams, product managers, and other decision-makers.
The following gif illustrates the flow of information in MIS:
[image: ]
Source: https://www.pinterest.co.uk/pin/434667801532566874/
DBMS systems such as MySQL, PostgreSQL, Adobe Marketing Cloud, and MongoDB are generally used as MIS systems (Brien & Stafford, 1968). Samsung has been reported to use Adobe Marketing Cloud for marketing automation (Apps Run the World, 2018).
[bookmark: _Toc134021894]Enterprise Resource Planning System (ERP)
ERP systems are designed to integrate and streamline all aspects of a company’s operation, from finance and accounting to supply chain and inventory management. By providing a centralised database, ERP systems helps to improve control and reduce costs in business operations (Matende & Ogao, 2013). The following image illustrates the ERP system structure:
[image: ]
Source: (Belfo et al., 2016)
ERP systems frequently incorporate modules for handling many business operations, including purchasing, production scheduling, inventory management, and financial management (Katuu, 2020). To meet the requirements of a firm, these modules can be adjusted and customised. 
The following diagram illustrates the operational flow in an organization, from manufacturing and post sales support. An ERP system will incorporate all these operations under a single centralised database, for accurate control and supervision. 
[image: ]
Source: https://hotcore.info/babki/erp-system-flow-chart.htm
There are numerous renowned ERP systems such as SAP ERP, Oracle ERP Cloud and Microsoft Dynamics 365. Samsung for instance, has developed and employed an N-ERP (the next-generation ERP) system across its 120 global offices (Samsung, 2022).
[bookmark: _Toc134021895]Internal and External Communication Structural Flows 
Internal and external communication structural flows refer to the way information flows within an organization and between an organization and external stakeholders. The type of information shared, the amount of hierarchy, and the communication routes employed all influence the structural flow of communication (Gupta& Govindarajan, 1991; Cornelissen & Thorpe, 2001). 

The following diagram illustrates the organizational architecture and communication flow structure in a firm:
[image: ]
Source: Author’s creation
Internal communication structural flow refers to flow of information within an organization. Intranet systems are an example of internal communication system. The main object of internal communication is to inform and engage with employs on their duties and objectives (Robson & Tourish, 2005). For instance, Samsung’s global digital marketing team can use intranet systems to communicate and collaborate with digital marketing teams of different companies. This will help the global team to share new digital marketing policies and best practices with the local teams. 
On the other hand, external communication structural flow refers to flow of information between an organization and its external stakeholders, such as customers, suppliers, and distributors (Lunenburg, 2010). Main channels used in external communication are social media, press releases and websites. The primary objective in external communication is to foster a positive relationship with the external stakeholders and to improve the brand image and reputation. For instance, Samsung’s social media team creates engaging posts, and stories on social media, that showcase Samsung's latest products. Samsung also uses twitter to engage with its customers and provide customer support. This will Samsung to establish a strong relationship with its customers and improve the brand image. 
[bookmark: _Toc134021896]8Ps Marketing Mix
The 8Ps marketing mix framework is used by businesses to develop and implement their marketing strategies. It includes eight elements: product, price, promotion, place, people, process, physical evidence, and productivity (Parmer et al., 2021). Samsung uses the framework as follows:
1. Product: Samsung offers numerous products from home appliances to smartphones. The company tries to differentiate these products from those of the competitors with the help of innovation and quality. 
2. Price: The company employs competitive pricing strategies for its mid-range products and uses premium pricing strategy for its high-end products.
3. Promotion: The company uses various channels like TV ads, digital marketing, social media, and sponsorships, to promote its products.
4. Place: Samsung has a robust distribution network that consists of physical stores, online distribution channels, and collaborations with mobile carriers. The company also operates in more than 80 countries in the world.
5. People: The company has a highly skilled and trained workforce who are renowned for providing exceptional customer service.
6. Process: The company uses state of the art processes and equipment to manufacture its product. 
7. Physical Evidence: The company designs its product with modern and stylish designs to improve its brand image. The company also have flagship stores and experience centres that provide an immersive experience to tits customers. 
8. Productivity: The company analyses its performance with the help of matrices like sales revenue, market share and customer feedback. 
[bookmark: _Toc134021897]Digital Strategy Plan
SOSTAC is a framework that helps businesses to implement marketing strategies. The acronym stands for Situation Analysis, Objectives, Strategy, Tactics, Action, and Control (Reed, 2014). The following image shows the framework and the main parameters affecting each of the 6 main factors:
[image: ]
Source: https://oppido.com/using-the-sostac-model-to-build-an-efficient-marketing-plan/
Samsung can employ the framework to create a digital marketing plan, as follows:
1. Situation Analysis: Samsung could analyse its current digital marketing strategies to identify threats and opportunities. This can be done by analysing the website traffic, social media metrics, online reviews, and customer feedback to gain insights into its digital presence
2. Objectives: Based on the analysis, Samsung can develop SMART (Specific, Measurable, Achievable, Relevant, and Time-bound) objectives (Ogbeiwi, 2017), such as increasing the web traffic or social media engagement. 
3. Strategy: The company can develop a new digital marketing strategy based on the objectives and company goals. For instance, Samsung can promote its new smart phone through social media influencers.
4. Tactics: The company can implement the strategy with the help of tactics like search engine optimization (SEO), pay-per-click (PPC) advertising, email marketing, social media marketing, and content marketing.
5. Action: The tactics can then be executed by creating and publishing content, launching campaigns, and monitoring performance. 
6. Control: The company should also monitor the strategy to analyse its effectiveness. This can be done by tracking website traffic, conversion rates, social media engagement, and other relevant metrics.
[bookmark: _Toc134021898]Customer Lifecycle Framework
The customer lifecycle is a marketing framework used to analyse the different stages of customer journey, from initial awareness of a product or service to post-purchase evaluation and repurchase. The framework generally consists of 6 major stages, each stage pertaining to a certain point in the customer journey (Santouridis, & Tsachtani, 2015; Stauss et al., 2007). 

The following image illustrates the ideal customer journey in a business:
[image: ]
Source: https://www.customerfirstthinking.ca/wp-content/uploads/2019/11/CustomerLifeCycleManagement_Framework_V5.svg
Samsung can implement the customer lifecycle model in their operations, as follows:
1. Awareness: The initial stage where the customer becomes aware of a product or service. Samsung can create awareness through search engine optimization (SEO), social media marketing, and content marketing.
2. Interest: Here the customers are encouraged to interact with the product and the brand. Samsung can create interest by creating interactive content, messaging or through chatbots.
3. Convert: Here the interested customers are converted into potential clients. Samsung can achieve this with email marketing and targeted advertisements. 
4. Nurture: Post conversion stage where the company starts to build a relationship with the customer. Samsung can implement this with the help of loyalty programs, email newsletters, and personalized offers.
5. Retention: Here the company tries to retain the customer for the long run, in order to encourage them to make repeated purchases. Samsung can retain its customers by employing tactics like upselling, cross-selling, and personalized recommendations.
6. Advocacy: In this final stage, the casual customers are converted into brand loyal customers, who becomes an advocate of the brand and encourage others to purchase the products. Strategies like referral programs, loyalty programs, customer testimonials and user-generated contents. 
[bookmark: _Toc134021899]Digital Growth Framework
The digital growth framework is a digital marketing tool that will help businesses to achieve their growth objectives. It consists of a sequence of interconnected steps that helps businesses to enhance their online presence, increase website traffic, and convert that traffic into sales (Verhoef et al., 2021). Samsung can implement the framework by following these steps:
1. Discovery: Samsung can identify its target customers with the help of market research techniques such as surveys, focus groups, and customer reviews. This will help the company to gather insights about its customer needs and preferences.
2. Strategy: Based on these insights, Samsung can define its digital marketing objectives which can be content marketing, SEO, PPC advertising, social media marketing, and email marketing.
3. Implementation: Samsung can then proceed to implement this strategy by using techniques such as optimising its website for search engines, launching focused PPC campaigns, interacting with customers on social media, and delivering tailored emails to its subscribers.
4. Optimization: Once the strategy is implemented Samsung should regularly monitor it to identify areas of improvement and optimise performance. Tools like Google Analytics can be used for this process.
5. Scaling: As soon as the campaign is optimised, Samsung can scale it by increasing the budget and expanding the reach. The company can also use marketing automation tools like Salesforce Marketing Cloud and HubSpot to streamline and automate the process. 
The following image illustrates the 5 steps in creating a sound digital marketing strategy:
[image: ]
Source: https://www.bcg.com/publications/2019/five-rules-digital-strategy
[bookmark: _Toc134021900]Push Pull Strategy
The push-pull marketing strategy combines two different strategies to promote and sell products and services. The push strategy entails promoting a good or service to the target market by using advertising, cold calling, and other techniques. On the other hand, the pull strategy focuses on building a strong brand identity and reputation that attracts customers to the good or service (Brocato, 2010). 
Samsung can apply the strategy as follows:
1. Push Strategy: Samsung can run paid campaigns and email marketing to reach its target audience and promote its products.  	
2. Pull Strategy: Samsung can use pull strategy to create brand awareness with the help of techniques like creating engaging and informative content, such as blog posts, videos, and infographics, that highlights its products. 
The following image shows the key push and pull marketing channels for a business:
[image: ]
Source: https://www.sketchbubble.com/en/presentation-push-vs-pull-marketing.html
[bookmark: _Toc134021901]Sweet Spot
The "sweet spot" in marketing is the ideal meeting point of three crucial components of a business strategy: the requirements and wishes of the consumer, the firm's strengths and skills, and the environment of competition in which the company operates. When a business discovers its sweet spot, it has discovered a distinctive and advantageous position in the market that enables it to stand out from rivals while also meeting the demands and preferences of its target clients. The following image illustrates the sweet spot, in context of digital marketing:
[image: ]
Source: https://www.linkedin.com/pulse/digital-marketing-sweet-spot-content-social-media-seo-bob-turner/
Samsung has created its sweet spot by creating high-quality and innovative technology products that satisfy the needs and desires of its target customers. Additionally, the company has made its products unique by investing heavily in marketing and brand awareness. These factors have helped Samsung to create a sustainable competitive advantage, which in turn helps the company to become a market leader. 
[bookmark: _Toc134021902]LFM Algorithm
The LFM (Life-Time Value with RFM Analysis) algorithm is a marketing tool that could help businesses to segment its customers. RFM analysis evaluates customers based on three metrics: Recency, Frequency, and Monetary value. It will help companies to identify its most valuable customers and create bespoke marketing strategies to target them (Khajvand et al., 2011). The LFM algorithm will also help to calculate customer lifetime value (CLV), the total value a customer can bring to the company in his/her lifetime. The following image illustrates the difference in CLVs across two customers:
[image: ]
Source: https://www.wearemarketing.com/blog/what-is-customer-lifetime-value.html
In short, the LFM algorithm will help businesses to optimize their marketing efforts and increase customer engagement and retention.
[bookmark: _Toc134021903]Promotions for Products and Services
Samsung employs numerous strategies to promote its products and services. Some of them are as follows: 
1. Discounts and Sales Promotion: Samsung regularly provides discounts and other offers on its products such as buy-one-get-one-free deals or cashback offers. These offers will attract customers to purchase the product and drive sales.
2. Social Media Contests: Samsung also organises contests in on its social media platforms to engage with the customers and promote its products. For instance, the company might ask its users to share a few words about their favourite Samsung products, to enter a lucky draw and win a prize. 
3. Email Marketing: The company also uses email marketing to reach its customers. For instance, Samsung sends newsletters to its customers showcasing a new product or service. 
4. Influencer Marketing: Samsung collaborates with influencers to promote its products. For instance, Samsung might partner with a tech reviewer on YouTube to promote its new smartphone.
5. Trade-In Programs: The company also organises trade-in programs where customers can exchange their old devices like smartphones for a newer one.
6. Product Launch Events: Samsung also hold product launch events regularly to showcase new products. These events help Samsung to get media attention and create brand awareness. 
[bookmark: _Toc134021904]Machine Learning in Digital Marketing
AI, or artificial intelligence pertains to computer systems that are capable of doing activities that traditionally require human intelligence, such as speech recognition, decision-making, and language translation. AI systems can gather data, identify trends, and use that data to forecast the future and provide recommendations (Collins et al., 2021). 
Machine Learning (ML) is a field in Artificial Intelligence (AI) that involves the developing of algorithms and statistical data models. These models help computer systems to analyse, learn and make predictions from the data. This is different from the traditional method of programming where a programmer writes a code to perform a particular function or solve a particular problem. In machine learning, a computer is trained to identify patterns or relationships in the data and make predictions based on that data.
Machine Learning can be categorised into three types (Bell, 2022), which are:
1. Supervised Learning: In supervised learning, the computer is trained on a labelled dataset, which shows the correct answer. The computer then learns to predict the correct answer with the help of the input data. For instance, it can be used in credit risk assessment. By training the computer on the previous credit histories of customers, it can predict whether new customers will default on the loans. 
2. Unsupervised Learning: Here, the computer is given an unlabelled dataset and is trained to find patterns on its own. For instance, it can be used for anomaly detection. By providing unlabelled readings from an equipment, a computer can be trained to find anomalies or issues with it.  
3. Reinforcement Learning: Here, the computer learns through a trial-and-error method and receives feedback in the form of rewards or punishments. Example is a recommendation system. By providing the consumer behaviour on the company website, the computer can be trained to recommend products that are most likely of interest to them. 
[bookmark: _Toc134021905]Importance
In digital marketing, machine learning can be leveraged to perform a wide variety of tasks; from marketing intelligence and customer segmentation to forecasting decisions. ML algorithms can analyse large amounts of data and identify patterns in consumer behaviour. This will help to create personalised promotions and advertisement campaigns (Ullal et al., 2021). 
Machine Learning can also increase the efficiency of businesses. For example, ML can help businesses to automate repetitive tasks like email marketing and content postings on social media. This will help businesses to free up their time and resources and concentrate on other critical operations (Ullal et al., 2021).
In other words, machine learning provides businesses with the tools they require to optimise their operations. The personalised approach provided by ML will help to improve customer engagement, increase conversion rates, and drive sales. Hence, its pivotal for organizations to leverage ML strategies to have a sustained competitive advantage. 
[bookmark: _Toc134021906]Applications
Being an innovative and customer centric organization, Samsung has applied ML principles across a plethora of its operations. Some of them are as follows:
1. Personalisation: Samsung leverages ML to analyse customer data and personalise its marketing campaigns. For instance, Samsung takes user data from Samsung Members App to provide customised discounts and offers.
2. Predictive Analytics: Samsung also uses ML to analyse data and make predictions on future purchases (IBM, 2022). For instance, Samsung applies machine learning algorithms to predict which products are likely to be popular soon and adjust its discounts accordingly. 
3. Chatbots: The company uses AI powered chatbots to provide customer support and query redressals. It also helps the company to automate its customer service process and reduce delays in customer service (Misischia et al., 2022). 
4. Voice Assistants: Samsung uses ML powered voice assistants to improve customer experiences. For instance, Samsung’s voice assistant, Bixby, can provide information and recommend products for purchase based on user preferences and previous purchases (Prabhu & Bhat, 2020). 
5. Image Recognition: Samsung also uses image recognition technology to provide more seamless customer experience. For instance, Bixby Vision feature present in Samsung devices like smartphones can identify real world objects and help users to find where they can purchase them (Prabhu & Bhat, 2020).
[bookmark: _Toc134021907]Customer Segmentation
Customer segmentation is the process of dividing the customer base of a company into several different groups in accordance with their buying preferences, needs, and characteristics. The concept is important in the field of digital marketing as it will help businesses to tailor their marketing strategies to reach specific set of people. This will create higher customer satisfaction, loyalty, and revenue (Wang, 2022). ML can revolutionize customer segmentation in digital marketing by providing accurate and data driven techniques of segmentation. 
Applying ML for customer segmentation have the following benefits (Biskupska, 2021):
1. Data Analysing Capabilities: ML can handle large amounts of data on customer buying behaviour, demographics, and preferences. ML could then identify patterns and relationships form this data to provide a more accurate segmentation. 
2. Identify Hidden Customer Segments: ML can also help to identify customer segments that will be hidden or non-obvious to traditional segmentation techniques. For instance, ML could identify people who have visited the Samsung website but left without purchasing. This data will create a new dataset of potential customers for the company. Traditional segmentation techniques will not be able to do the same as they segment on variables like age and gender. 
3. Agile Segmentation: ML can also help businesses to dynamically adjust the customer segmentation techniques. For instance, ML can help Samsung to collect customer data from numerous sources like social media and website at the same time and dynamically adjust its segments. 
[bookmark: _Toc134021908]K-means Clustering Algorithm 
This is a popular unsupervised machine learning algorithm used to subdivide a dataset into groups or clusters. It is widely used for consumer segmentation, exploratory data analysis, and image compression (Li et al., 2022). The following diagram shows the application of the algorithm for customer segmentation:
[image: ]
Source: https://towardsdatascience.com/clustering-algorithm-for-customer-segmentation-e2d79e28cbc3
Samsung can implement the algorithm in the following steps:
a) Obtain customer information from a range of sources.
b) Pre-process the data by removing missing values, normalizing the data, and transforming variables if needed.
c) Choose pertinent features that can be used to pinpoint consumer groupings.
d) Utilise methods like the elbow approach or silhouette analysis to determine the ideal number of clusters.
e) Utilise the best number of clusters identified in step d to apply the K-means clustering algorithm to the data.
f) Analyse each cluster's features to create client profiles
g) Create tailored marketing strategies for each consumer category using the customer profiles.
[bookmark: _Toc134021909]Forecasting Decisions
Machine Learning can be used to forecast numerous business decisions. This is because it can analyse large amounts of data and identify patterns from it. Samsung can apply ML in the following areas (Wasserbacher & Spindler, 2021; Żbikowski & Antosiuk, 2021):
1. Sales Forecasting: ML can help Samsung to analyse historical sales data, consumer behaviour and market trends. This information can then be used to make informed decisions on inventory and production so the company won’t produce excess products. 
2. Demand Forecasting: By analysing key factors like social media activities and google search trends, Samsung can accurately predict the demand for its products. This information can be used to adjust the prices and promotions of the products, to increase their demand. 
3. Supply Chain Forecasting: ML can also help the company to predict supply chain delays. This will help the company to avoid or overcome them more effectively. 
4. Financial Forecasting: ML can help Samsung to predict financial outcomes such as revenue, by analysing sales and market trends. 
[bookmark: _Toc134021910]Recommendations
Samsung can improve its digital marketing strategy with the help of following recommendations:
1. Increase Personalization: Samsung can leverage machine learning algorithms to personalize its marketing campaigns, content, and product recommendations based on user behavior and preferences. For example, by analyzing user data, Samsung can provide personalized product recommendations, emails, and social media content.
2. Enhance the User Experience: Samsung should focus on creating a seamless user experience across all digital channels. This can be achieved by optimizing the website and mobile app performance, simplifying the checkout process, and providing personalized and relevant content.
3. Leverage Social Media Influencers: Samsung can collaborate with social media influencers to promote its products and reach a wider audience. For example, Samsung can partner with popular tech bloggers, vloggers, and Instagram influencers to showcase its products and create buzz around new releases.
4. Invest in Video Marketing: It is an effective medium for attracting customers and showcasing products. Samsung can utilise video marketing techniques to promote its brand, display its products, and offer training and user manuals.
5. Improve Search Engine Marketing (SEM): To boost visibility and increase website traffic, Samsung should invest on improving its search engine marketing methods. Use of pertinent keywords, production of high-quality content, and structural optimisation of the website can help to improve it.
6. Leverage Artificial Intelligence: Samsung can improve its marketing efforts by using AI and machine learning techniques. For instance, Samsung can boost product suggestions with image recognition technology, improve customer care and support with chatbots, and enhance marketing efforts with predictive analytics.
7. Enhance Consumer Engagement: Samsung should concentrate on enhancing client engagement by giving personalised accurate information, rewards programmes, and excellent customer service.
[bookmark: _Toc134021911]Conclusion
In conclusion, this report has analysed Samsung's digital marketing strategy in depth, covering various aspects such as the company's digital assets, CRM and marketing information systems, internal and external communication structural flows, information architecture, and the use of machine learning and AI.
Overall, Samsung has a strong digital marketing strategy, but there are areas for improvement. The company's strengths lie in its use of data and technology to create personalized experiences for its customers, its use of social media, and its ability to stay ahead of trends in the market. 
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[bookmark: _Toc134021914]Samsung’s Retail Distribution Channels
Samsung has a significant presence in the retail industry and sells its products through several channels of sales like:
1. Samsung.com: Samsung's official website, Samsung.com, is a major sales channel of the company. Customers can view and purchase a wide range of products like smartphones, wearables, and home appliances. 
2. Samsung Experience Stores: These are the company’s flagship retail stores where customers can see and try its products. They provide an interactive user experience and regularly holds events and promotions to attract customers (Samsung, 2021). 
3. Third Party Sellers: The company also sells its products through third party online and offline sellers like Amazon and Argos. It helps the company to reach a wider audience and generate more revenue.
Overall, the core purpose of Samsung’s retail strategy is to provide its customers with a seamless and valuable experience. By providing its products across several sales channels and an interactive purchase environment, the company is not only generating revenue, it is also creating a community of brand loyal customers. 
[bookmark: _Toc134021915]PESTLE
PESTLE analysis is used to examine how external influences affect a firm. Here are some illustrations of each factor in relation to Samsung's digital marketing:
· Political: The regulatory environment in which a corporation operates can be impacted by political issues. When the Galaxy Note 7 cellphones started exploding owing to battery problems in 2016, Samsung was confronted with a political catastrophe. This resulted in a global recall and damaged the company's reputation.

· Economic: The economic climate in which a business operates is referred to as an economic element. The COVID-19 epidemic had an impact on Samsung's sales in 2020 as people's purchasing power fell. Samsung was able to counteract this decline, nevertheless, by seeing an increase in sales of its electronics goods.
· Sociocultural: The socioeconomic and cultural context in which a firm operates is referred to as a sociocultural element. Samsung has been successful in capitalising on the growing consumer trend of a greater reliance on technology in daily life. The business has been successful in establishing itself as a lifestyle brand that provides cutting-edge and superior goods.
· Technological: The technological environment in which a firm operates is referred to as a technological component. Samsung has long been at the forefront of technical advancement and has successfully taken advantage of this. By introducing smart appliances and home automation systems, for instance, the company has been able to establish a strong position in the smart home industry.
· Legal: The laws and rules that apply to a firm are referred to as legal considerations. Over the years, Samsung has encountered numerous legal issues, such as claims of price fixing and lawsuits for patent infringement. The reputation and financial performance of the organisation may suffer as a result of these legal issues.
· Environmental: The effect that a business has on the environment is referred to as an environmental factor. Samsung has been working to lessen its influence on the environment by introducing eco-friendly products, lowering its carbon footprint, and enhancing the sustainability of its supply chain. For instance, Samsung wants to use less plastic in its product packaging as part of its eco-friendly packaging programme.
[bookmark: _Toc134021916]SWOT
SWOT analysis is used to evaluate a company's opportunities, threats, weaknesses, and strengths. Here are some illustrations of each factor in relation to Samsung's digital marketing:
Strengths
· Brand recognition: Samsung is a well-known company with a solid track record for producing high-quality, cutting-edge goods. It benefits from this in the very competitive digital economy.
· Technology advancement: Samsung has a long history of technology advancement and has been successful in introducing new goods and features before its rivals. As a result, the business can establish a powerful market presence.
· Diversification: Samsung has a diverse product portfolio, which enables it to cater to a wide range of customers across different markets.
Weaknesses
· Dependence on suppliers: For the parts that make up its products, Samsung is incredibly reliant on its suppliers. As a result, there is a chance that the supply chain may be disrupted, which could hurt the business's performance.
· Lack of differentiation: Samsung confronts fierce rivalry in various product areas and finds it difficult to set itself apart from its rivals. This can reduce the market share of the business.
· Overpricing perception: Some customers believe that Samsung items are overpriced, which may have a detrimental effect on sales.
Opportunities
· Growth in emerging markets: Samsung has the chance to increase its market share in developing nations where the demand for digital products is rising.
· Increasing online sales: As e-commerce continues to grow, Samsung has the chance to do so by expanding its online customer base.
· Demand for environmentally friendly products is on the rise. Samsung can take advantage of this trend by releasing environmentally friendly items.
Threats
· Samsung is up under fierce competition from other digital behemoths like Apple and Huawei, which could affect its market share.
· Technology disruption: In order to stay competitive, Samsung must keep up with technological breakthroughs as the digital market is continuously changing.
· Legal and regulatory issues: Samsung could run into legal and regulatory issues, like antitrust investigations, that could harm its reputation and financial results.
[bookmark: _Toc134021917]Samsung Summarised Annual Statements
	Parameter Name
	Currency
	2018
	2019
	2020
	2021
	2022

	[bookmark: _Toc256000196][bookmark: _Toc256000142][bookmark: _Toc256000032][bookmark: _Toc134021918]Income Statements

	Total Revenue
	KRW
	243771415.00
	230400881.00
	236806988.00
	279604799.00
	302231360.00

	Gross Profit
	KRW
	111377004.00
	83161332.00
	92318692.00
	113193457.00
	112189590.00

	Operating Income
	KRW
	58885094.00
	27768509.00
	35993876.00
	51633856.00
	43376630.00

	Net Income
	KRW
	43890877.00
	21505054.00
	26090846.00
	39243791.00
	54730018.00

	Diluted Normalized EPS
	KRW
	6429.26
	3164.10
	3966.89
	5770.77
	8050.98

	[bookmark: _Toc256000197][bookmark: _Toc256000143][bookmark: _Toc256000039][bookmark: _Toc134021919]Balance Sheet

	Total Current Assets
	KRW
	174697424.00
	181385260.00
	198215579.00
	218163185.00
	218470581.00

	Total Assets
	KRW
	339357244.00
	352564497.00
	378235718.00
	426621158.00
	448424507.00

	Total Current Liabilities
	KRW
	69081510.00
	63782764.00
	75604351.00
	88117133.00
	78344852.00

	Total Liabilities
	KRW
	99288251.00
	97649025.00
	110565387.00
	130383461.00
	103238365.00

	Total Equity
	KRW
	240068993.00
	254915472.00
	267670331.00
	296237697.00
	345186142.00

	Total Common Shares Outstanding
	KRW
	6792.67
	6792.67
	6792.67
	6792.67
	6792.67

	[bookmark: _Toc256000198][bookmark: _Toc256000144][bookmark: _Toc256000046][bookmark: _Toc134021920]Cash Flow

	Cash from Operating Activities
	KRW
	67126050.00
	45978175.00
	64453009.00
	66687633.00
	61642148.00

	Cash from Investing Activities
	KRW
	-52240453.00
	-39948171.00
	-53628591.00
	-33047763.00
	-31602804.00

	Cash from Financing Activities
	KRW
	-15090222.00
	-9484510.00
	-8327839.00
	-23991033.00
	-19390049.00

	Net Change in Cash
	KRW
	-204625.00
	-3454506.00
	2496579.00
	9648837.00
	10649295.00


Source: Marketline
[bookmark: _Toc134021921]Appendix 2
[bookmark: _Toc134021922]Benefits of Digital Marketing
The pandemic of Covid 19 has forced customers to shift from the traditional method of offline shopping into the new online shopping (Croudace, 2022). Hence, companies are scaling their online capabilities and assets to attract most of these people to purchase from them. In other words, companies must adapt to these changes in consumer behaviour and devise innovative digital marketing strategies, to survive in the current business scenarios. 
Retail companies can harvest numerous benefits from employing digital marketing strategies (Veleva & Tsvetanova, 2019). Some of them are as follows:
1. Wider Audience Reach: One of the key advantages of digital marketing is its ability to reach a wider audience. As the world is becoming more technologically connected, the usage of digital devices like PCs, smartphones and tablets is getting increased every day. This provides companies with a great opportunity to reach their target customers. Hence, by applying digital marketing strategies, companies can not only reach a wider audience, they can also increase the traffic to their digital assets like websites and social media pages. 
2. Data Analytics: Digital marketing also helps retail organizations to analyse their consumer behaviour and preferences. With the help of data analytics companies could get an insight into the needs, wants and purchasing habits of their customers. This will help to create tailor made advertisements which in turn results in higher revenue generation. 
3. Cost Effective: Digital marketing is generally more cost effective in comparison with traditional marketing channels like television, audio and print advertising. This is particularly helpful for new companies with limited marketing budget. 
[bookmark: _Toc134021923]Strengths and Weaknesses of Samsung's Digital Marketing Strategy
The digital marketing strategy of Samsung has several strengths such as:
1. Strong Brand Image: Samsung is a globally renowned branch with strong presence in almost every market in the world. This will help the company reach its target audience more quickly.
2. Diverse Product Range: The company manufactures numerous products from consumer electric goods to smartphones. This helps the company to access diverse customer bases, which in turn increases the revenue.
3. Social Media Presence: Samsung also has a strong social media presence which helps the company to engage with its customers and build strong relationships.
4. Innovative Products: The company is known for numerous innovative products like the Galaxy S series, which helps it to differentiate itself from the competitors.
5. Strong Distribution Network: The company has a very robust supply chain network which helps it to reach the customers quickly and safely.
However, the strategy also has a few weaknesses such as:
1. Intense Competition: Samsung faces intense competition from companies like Apple, Huawei, and Xiaomi, which could affect the market share of the company.
2. Limited SEO Focus: The official Samsung website lacks proper SEO optimisation, which could impact its visibility on search engines. 
3. Limited Focus on Content Marketing: The company also has a limited focus on content marketing, which could limit its customer engagement capabilities. 
4. Limited Focus on Influencer Marketing: Samsung lacks a proper influencer marketing policy. This could hamper its brand image among young people who looks up to influencers, for product recommendations. 



2 | Page

image3.png
USS$(m)

300,000

200,000

100,000

207,040 215986

2017 2018

I Total Revenue

209578 200,877

2019

[ et iIncome

2020

244387

2021

23411

2022




image4.png
= acce5s a5 admin orlab





image5.png
Campaign
Management
Call Segmentation
e Center

Targeting
Phone Indicators
Marketing
e Department
e E-mail 4
=
@ 5 wamw :‘;‘;’E Customer
Customers : 5 .
Fax 9 X waree Satisfaction MODEEF glle"‘
6 | Wl -
¢ - Sales
el - Document
Q Generation
o= Planning
Web Visit
Service Request Actions &
" eq i Alarms -— Sales
lanagement | Managements, Administration
o ~ Prospects
Saltrl‘slir:llon Sales Management &
i Customer Department  Sales Action

Support




image6.gif
Marketing
Environment

Markets
Channels
Competitiors
Polticat
Legal
Economy
Technology

T

Q
=S

tnformation
5

internal Marketing

Aepon 44 Research

Systen System
Marketing )
Intelligences— Marketing
System Modols

Strategic
Dacisions

Control
Decisions

Operational
Decisions

Marketing Decisions & Communications





image7.gif




image8.png
Suppliers
Partners

DD DE=DB DD,

ERP
Procurement DATABASE Call center
Supplier relationship Sales force
Product development Customer service
Inventory management After-sales services.

BACK OFFICE
-

Manufacturing Human Resources
Accounting Projects
Finance Logistics

o 0 o
Customers
Consumers




image9.jpeg
@ Start from Here Raal-tme Custorer's Crecit Gortrol, | mentory Availabi ity 3 Orcer Allocation View

Cuslomer Log in: Company Main Web Site
Customer & Sales Web Access Sustomer Onlre Shopping - Online Product Catalog Sales Department 2SQManagement
Onine vkt rpa: - Cniine Shapping Cart Customer Management =
Retaller Qucer / Stiament Trzsking oreral ustomerSusrer | Warkeling Planning & CRM System QA T | Jocuments
Customer Ioles Tacking E o Ranagement el ko ly/\Wenaemert,
FEE Pagrent/C-ecitbemo lracdng Advertising Planning - Sales Order Posting
it Custorrer Servce  Suppor 3 - Sales Management T e
Sales Rap. TSRO STy - Quolation Management - Sales Order Allocation
e 1k Fequest, Rt Frocess ng i  Pricing Conlrol

i G, Copon Presang Conmuncsion ks & Log Phoveton) | | ~puetmera ooy I
Customer Service

Brokey/Sales Login:
i nlan O cuslorers
Customer Cormuniatin Tsks & Log
i ntsn Castorer's IroicgFaymert
Customer Grd” rput
€D OrcerImport

Hultple Warebhouse and Wuliple Bin Management Warchouse Web Access
Wob Interface for Cach Wiarchouse
Barcode / RHID System Support

Shipping by S0, Retum - Pcking, Packing, Kiting :
Suppir Vondor & Systam Manager Wb Acsess |l Combine Shiping | |-Receing Gl Contl P
Routing Vzragerrent Shipping Verifcation - Shipmen Cxpense Collection Cycle Counting
D Track Schochio & s - Put Ay (put to muliple bin) || _ nyentory Adjusiment
Diital Map iGocgla M ing by Gontainer - Inventory Iransfer
U5 f FerfEx Systenn In‘egraton { - Serial Number Supporl - Inventory Alert

Vendors
Suppllers
Manulacturers

System Manager,
Warefouse,
3PL, El.

BOM Support

Sets 1o blanagement
Relaive llem Managemen!
Assembhng Processing
Working Expense Collection
Working Cost Calculation

Irlanc Container Shippr S - Warchouse Usage Reporl -~ Invenory Projection
Freigh Ferwarding System - REAA Processing (QC) - Inventory History Log

; ! Recelving by PO, Container SKU Managcmcm

Shipping Statues Tracking Reseiving by AMA SKU Corvert

Contaner#, BOL # i Partial | Combine Receiving - Pallet Management
Recelving Verfcalion

| Auromatic Invoice Generara by Shprent/ Receiving

Supplier Oniine Log in:

PO Confirmzt on /P ocessing St Undate

Prectcion (ATP) Status Lpcele

Pioctcrion Beteh Iro Lpdte Management Department

ShiprentiConts rer Detz Jpcte

\mprun/ Leport Deta u;mlcp System Weh Inferface

Prceuct etum Frosessing Remole Access

Purchass ot o Pric g Supplicr / Vendor Log in

Purchesa O o bid System Manager Log in
- Warehouse Log in

~4PLLog in

- Corporation Management
- Employes Management
Build in Task/ Projoct Manage Tool el
Time Card Dala Collection o
T b
System Right / Level Management sl
Cuslomer Gt Level Conrol - Supplier Pricing Conlrol Payment Allocatio
- Business Analysis - Supply Chain Maragement
- Sales Foresast Puchase Forecast Journal Managoment
- Putchase planning AVAP Aging Analyss
- Purchase Order Chart of Account
Purchase Retun Balance Sheel

Cipense lﬂpul Income Stateqen
' I Pagment  Check u

Stipment Tracking;
Import/Export Data Col ecrion (ED)

L
1 PO; Purchase L ead fime Control; Yendor Confrol

‘ ‘ Bank, Account, Check Management




image10.png
Stakeholders

Governments
Employees Suppliers
Customers and ex
consumers Countries,
communities
Partners

Competitors

Lenders

Ownersl

Supply Chain

ROE
Governance

The Firm

*  Strategy

o Structure

o Systems

o Skills

o Staff

o Style

o Culture

External Environment

Macro-Political, Economic, Social,
Technological, Environmental, Legal

Industry

Suppliers (Supply Chain)
Buyers.

Competitors

Substitutes

Potential market entrants
Complements
Government

Product and/or

Services Market or Markets





image11.png
MARKET PLACE SWOT
CUSTOMER INSIGHT

WHERE ARE WE NOW? COMPETITORS BENCHMARKING
CURRENT STATE

INTERAL CAPABILITIES

PERFORMANCE

MARKET TRENDS

WHERE DO WE WANT TO BE?

EXECUTION EVALUATION MISSION, VISION,
KPIs,WEB ANALYTICS ALIGNED BUSINESS GOALS
REPORTING KPis, CSFs, OKRs

USER EXPERIENCE REVIEW s cm:’::m;
CUSTOVER SURVEYS. reenten

MYSTERY SHOPPING SERVE - customer satisfaction argets

SZ21E -adsed value.
‘SPEAK - engagng customer

DIDI WE GET THERE? SAVE - quantifed eficiency gams.

HOW DO WE GET THERE?
SEOVENTATION
TARGETING
PoSIIONNG
MARKETING MIX
T
'WHO DOES WHAT, WHEN AND HOW? o
- MULTICHANNEL STRATEGY
THE DETALS OF TACTICS CONTENT STRATEGY
RESPONSIBLITES CREATIVE STRATEGY
EXECUTION - nternal esources,
extemal sgencies
SYSTEMS & PROCESSES
INTEGRATIONS 'HOW EXACTLY DO WE GET THERE?
GUDELINES . -
COMMUNICATION & MEDIA MX
MARKETING FUNNELS
BUDGETING
SCHEDULE
RESOURCE ALLOCATION
DIGITAL ROADMAP

COMTENT PLAN




image12.png
kenna

CUSTOMER LIFE CYCLE
MANAGEMENT

BUYER JOURNEY

’
Evaluation &
.

CREATE
CURIOSITY

Capture
attontion and
atiract followers

and ssue

!

Brand Vision
and Worldviow

CREATE CREATE
INTEREST BELIEF
Leads

Match neods. Makea
and urgency compelling

to best answers
and solutions.

business case

Challenges.
and Goal

|

Succoss

Storios and
Comparisons

.

CONVERT
TOBUYER

Make the.
docision as easy
as possiblo

ONBOARDING

VALUE
STRATIFICATION

(V)

CREATE
TRUST

Start the
relationship

Maimize cusiomer
Salifactor

Learning and
Training Needs

Oriontation
and Support

ACTIVATION

[

Newly.
Acquired

Customers

ENGAGEMENT

CUSTOMER JOURNEY

CREATE
VALUE

Subscribers

Activate the
relationship

Kin custom

2

CREATE
BELIEVERS

Deepen
the relationship

suild barrers

Evolving
Challonges and
Noods

!

Innovative.
Solutions and
Trends

RETENTION
—
Loyal
Customers

CONVERTTO
LOYALIST

Retain the
relationship

[




image13.png
Assess the strategic impact
of digital

How will it affect your customers
and value chain?

Set your digital
ambition high
What will move the needle?

DIGITAL
STRATEGY

Place big bets

What are the highest value
use cases?

Build new strategic muscles
How do capabilities and culture need to change?





image14.png
PUSH VS PULL MARKETING
Apply Push and Pull Marketing to the Buying Process

- Digital Channels -
Website

Graph, Chart
Reviews Higo

Mobile, IM/Chat, Email
Post Project Survey

Digital Billboards

Social Media ads.

Blogs, Articles,
Directories

Commentson
Social Sites

Viral Email

Newsletter

Online Ads
Loyalty

\ \
) Decision ) Postpurchase

) Consideration

Awareness
Promotion

Sales  cugtomer/
oninvoice

Team - social Event

Direct Mail

Social Media
IN-Store / .
Webstore Review

Promotion

call

Radio, TV, Print
Physical Channels -

@  Push Marketing Channels #  Pull Marketing Channels





image15.jpg
Content
Marketing





image16.png
Customer 1 buys very regularly — Unlikely to have churned — Higher CLV

$25  $20  $30

§
$

Customer 2 used to buy heavily, but not anymore — Likely to have chumed — Lower‘CLV





image17.png
CLUSTERING ANALYSIS
£ CUSTMER SEGMENTATION,

clustering_KMeans = KMeans(n_clusters= n,ii
max_iter=300, random_state=0, algorithm = "elkan’)

Address missing data and
transform data based on the
distribution

! I
B I
! I
i 1
! )
B I
! I
! 1
! 1
! I
: scaler = MinMaxScaler() :
! model = scalerfit(df[var]) . !
! I
! I
! 1
! I
! I
! !

Evaluation

1) Elbow Method

33 () -u() "

V=t

2) Silouette Coefficient
i)

max{a), b))

)= iici>1 |

sns.pairplot()





image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




image2.png
gy Headauarters | ¢, Telephone
South Korea H 82312001114

13 Fax =R
82 312007538 : www.samsung.com

Revenue (2022) © -4.20% il Net Income (2022) ©23.59%L
$234111m 2022 v5 2021 $42.394m 2022 vs 2021
Net Profit Margin ©28.99% lail MCap *

181% 2022v5 2021 $326,213.72m

Enterprise Value/Sales * Fiscal Year End

11 December

98,557 005930 [KRX]

Public Parent 129, Samsung-Ro, Yeongtong-Gu, Suwon, 16677




image18.png
RESIE LR 2043

Aceont ||| CREEAET
=

RO B

d

(F
il ]|
I

|
{0





image19.jpg




