


[image: A black and yellow logo

AI-generated content may be incorrect.]
Assessment 1
Title: Marketing Environmental Analysis
Name: Chetnaben Anilbhai Fadke
Student ID: 2430959
Module Name: Marketing Management
Module Code: LCMB7024_LON
Lecturer’s Name: Dr. Jaya Gopalkrishnan
Word Count: 2500

Term 1


Table of Contents 

Introduction	3
Actor 1: economic actors Macro Environment.	5
Overview of Economic Forces	5
Important Economic Forces in Smartphone Market.	5
Apple (Pioneer) Opportunities/Threats.	6
Samsung (Follower) Opportunities and threats.	7
Critical Comparison	7
Macro Environment Actor 2: Cultural Actors	8
Overview of Cultural Forces	8
Major Culture Aspects in Smartphone Markets.	8
Apple (Pioneer) Opportunities & Threats.	9
Samsung (Follower) opportunities and threats.	10
Critical Comparison	11
Apple and Samsung Strategic Responses.	11
Strategic Responses (Pioneer Strategies) of Apple.	11
Strategic Responses (Follower Strategies) of Samsung.	12
Integrated Comparison	13
Conclusion	13
Reference List	15
9. Appendices	18
Appendix A: Summary of Economic Actors and Their Impact on Apple and Samsung	18
Appendix B: Cultural Factors and Their Influence on Apple and Samsung	18
Appendix C: Comparative Summary of Strategic Responses	19
Appendix D: Industry Snapshot – Global Smartphone Segmentation	20
[bookmark: _olwf0wdh2udl]Introduction 
This is because organisations in dynamic and competitive markets have to understand the marketing environment. Marketing environmental analysis helps the firm to carry out a systematic analysis of external forces in the macro-environment that drive consumer behaviour, shape strategic decisions as well as create opportunities or threats (Gini and Agala, 2023). Through their evaluation, organisations are in a position to predict the changes that are going to occur in the market better, reducing the risk of being caught in the middle and strengthening the competitiveness in the long term. This is especially important in the world of technological intensive industries with fast innovation and unstable global circumstances that constantly alter the market conditions (Sandambi,  2025).
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Figure 1: Global Smartphone Market 
Source: (Market. Us, 2025)
This report is in the smartphone industry, a field that has been characterised by rapid shifting consumer expectations, a constant change in technology and high reliance on the global economic, and cultural changes. In this sector, Apple is well known as an innovator, the first mover, and integration of ecosystems of high quality and regular introduction of disruptive technologies. Conversely, Samsung tends to be a follower, creatively entering or modifying product lines when Apple has already launched and capitalizing on extensive market segmentation and fast imitation to ensure good competitive presence (GUSTAVE, 2024). This industry is the best place to study the difference in strategic reaction to macro-environmental forces because of the pioneer-follower distinction.
The two macro environmental actors that are critically analyzed in the report in the smartphone sector are Economic Actors and Cultural Actors as presented in the learning materials. It assesses the opportunities and threats posed by change in these actors to pioneers and followers. It consists of the detailed analysis of each actor, and a comparative analysis of strategic reactions carried out by Apple and Samsung. The report ends by providing some important lessons to the role played by macro-environmental forces in the competitive environment in the global smartphone market.
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Figure 2: Worldwide smartphone forecast 
Source: (Gael Cooper, 2023)
[bookmark: _ktj8bjnbq0s2]Actor 1: economic actors Macro Environment.
[bookmark: _9o1ve7uq2tbm]Overview of Economic Forces
Economic actors reflect the general financial and economic trends that determine consumer buying power, demand in the market and strategic choices of firms. Economic forces are critical in marketing since they directly dictate whether consumers can afford their products, the amount which they are ready to spend as well as how companies can price, position and distribute their products (Das et al., 2021) Such forces are inflation, the level of employment, income dynamics, economic structure and development of the nation in general, which determine the appeal and feasibility of a given market.
Economic trends have a very powerful impact on the smart phone industry, because the prices of devices are very high which changes the technology quite frequently and the geographically distributed supply chains. Smartphones are not highly durable products, which implies that when the economy is stable, people will buy them and when it is becoming bad, they are more likely to postpone upgrade or switch to cheaper options (Gestsdóttir Waage and Putna, 2023).
[bookmark: _hecnmwu5qlxd]Important Economic Forces in Smartphone Market.
Inflation
An increase in inflation lowers real income and this increases the price-sensitivity of consumers. Inflation in most nations has forced buyers to postpone the acquisition of smartphones or even engage in the purchase of cheaper ones (Dekimpe and van Heerde, 2023). In the case of the smartphone market, this implies that there will be less demand in the high end segments and more transition to the mid-range or low-end segment.
Income Distribution
The scale of the premium market niche depends on income disparity. The demand of premium smartphone brands is higher in nations where the affluent population is high (e.g., the US, Western Europe, South Korea) (Mukherjee et al., 2023). Conversely, with high levels of income inequality in the market, demand is dominated by low-priced gadgets.
Consumer Spending Power
Budget power has a direct impact on the consumers purchasing flagship models, mid range, and entry level phones (N’da et al., 2023). Uncertainty in the economy decreases leisure purchases and moves customers to the purchase of durable and practical smartphones instead of regular changes.
Subsistence Economies
These are low-income economies where the consumers are concerned with the basic needs. In these markets, the quality of smartphones dictates their demand because the devices are affordable and must have basic characteristics. Luxury brands find it difficult in this area unless they have cheaper alternatives or altered models.
Industrial Economies
They are advanced and technologically advanced economies that have a high smartphone penetration (Blahnik and Schindelbeck, 2021). These markets are profitable areas of innovation based firms because they have consumers that prefer high quality products, high levels of features and high quality devices.
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Figure: Smart phone Industry factors
Source:(Schäfer, 2024)
[bookmark: _xzrqdwvlm3fa]Apple (Pioneer) Opportunities/Threats.
Considering that Apple has a premium pricing strategy, it is highly vulnerable to inflation and dwindling consumer purchasing power. In the high-inflation times, Apple devices are viewed as more expensive by a large number of customers, which is a big challenge in price-sensitive markets. Nevertheless, the resilience of Apple in the industrial economies due to strong brand loyalty and perceived product longevity can still make consumers focus on quality and status even during the economic downturn (Bing et al., 2024).
In the industrialized economies like the US, UK, Germany and Japan, Apple enjoys the virtue of high disposable incomes and a significant number of people who can afford high-end devices. This provides the opportunities to continue the high revenue growth with flagship models and built service ecosystems (Özelli, 2021). Subsistence economies, on the other hand, are a distinct threat: purchasing power is low enough to restrict the market of expensive devices, and the low presence of Apple in the low-end market restricts its scaling capabilities in areas such as parts of Africa and South Asia and Latin America.
The economic recessions also push the consumers to think of the high-end devices as a long-term purchase, which will provide Apple with a chance to focus on the value propositions of durability, longevity, and software support.
[bookmark: _cx8vrv5ogps4]Samsung (Follower) Opportunities and threats.
The variety of the products that Samsung offers gives the company a strategic edge in case of inflation. Samsung should target even those with low purchasing power by offering their high-quality Galaxy S and Z devices and low-priced A and M series products (Kesharbani, , Kumar and Borah, 2021). Such flexibility places Samsung in a very strong position when the economy is uncertain.
Samsung has a leading share in the subsistence economies due to its average and cheap smartphones that suit the open purses of the poor people. This gives a chance to further extension of market in other parts of the world like India, Southeast Asia, Africa and some parts of Latin America (Sandambi,  2025). Nevertheless, at high-income industrial economies Samsung competes heavily in the premium market category, with Apple performing better in brand loyalty, perceived quality and ecosystem interconnectedness. 
Despite the demand based on affordability, Samsung is still susceptible to the loss of premium market to Apple in times of economic stability as consumers are more willing to spend more on flagship phones.
[bookmark: _nuj2ahd441zu]Critical Comparison
The economic opportunity of Apple and Samsung is opposite as they are in different positions of the strategy. The core strength of Apple is its ability to survive in the industrial economies where the purchasing power and brand loyalty are high enough to ensure that it remains dominant even in the inflationary times (Hong, 2025). Nonetheless, it is too expensive and subsistence economies cannot afford it. Samsung, however, is better placed by economic crunches and low-income economies because it has a wide price range, which renders it more flexible to price increases and low purchasing strength.
On the whole the economic environment is favourable to first movers such as Apple in well off and stable markets and followers such as Samsung in price sensitive or economically diverse markets. This divergence justifies the reason why the two companies have a good global presence despite the economic pressures they are currently facing.
[bookmark: _ibzim3zfkjnm]Macro Environment Actor 2: Cultural Actors 
[bookmark: _bsrtkeapzk07]Overview of Cultural Forces
Cultural forces refer to those values, beliefs, norms, behaviours and social expectations that are shared in common among people in their perceptions of products, purchase decision-making, and brand meanings. Culture has a great impact on consumer identity, lifestyle aspirations and technology associated attitude. Cultural actors play a significant role in marketing since the brands should meet the cultural expectations of the consumers in order to stay relevant and competitive (Schäfer, 2024).
Smartphones are not discussed as communication devices; this is a symbol of life, identity and representation of personal values and values. Therefore, the cultural forces dictate what should be perceived by the consumers as desirable, aspirational or functional. As an example, smart phones are social status symbols, whereas in other cultures smart phones are considered useful and affordable.
[bookmark: _sebrocse6ppx]Major Culture Aspects in Smartphone Markets.
Opinions and views
Smartphone has been directly influenced by the opinion people have towards technology, including the significance of privacies, whether technology is eco-friendly or rather favors innovation (Blahnik and Schindelbeck, 2021). Premium brands thrive in societies where technology superiority and brand image are important to consumers.
Values and beliefs
Strong cultural beliefs define the perception of quality, brand trust and use of products. To illustrate, cultures with an emphasis on long-term investment prefer long-lasting and dependable smartphones, whereas the culture of innovation prefers the latest technology.
Lifestyles
The preference of smartphones is largely influenced by lifestyle differences (Ungerer and Gumbinger, 2024). The customers who lead a fast-paced or digital-oriented lifestyle want to have multifunctional, high-performance products, whereas low-end lifestyles are focused on the affordability and functionality.
Diversity
The cultural diversity in the global markets is expressed in the language, patterns of usage, aesthetic inclinations and technological literacy. Companies will be forced to customize designs, features and marketing messages in order to fit diverse groups of consumers.
Indulgence vs. restraint
Premium smartphones are extremely desirable in indulgent cultures where it is all about enjoyment, identity purchase and self-expression. Contrarily, reserved cultures value practicality, savings and long-term worth, driving up demand of mid-range devices.
[bookmark: _vpss2a6ijm3k]Apple (Pioneer) Opportunities & Threats.
Apple has a lot to gain on the cultural forces especially in the places where consumers perceive and relate technology to prestige, lifestyle identification and self-expression. Its brand has a high level of aspirational culture, which attracts indulgent societies that appreciate high-quality experiences, innovativeness and status (Ungerer and Gumbinger, 2024). Apple has had a philosophy of simplicity in design, a uniform user experience and strong brand narration, which suits the consumer who perceives smartphones as a lifestyle and not the tool.
The key opportunity to Apple that is presented by a close correspondence to the culture where the smartphone is symbolic as a continuation of the self. This increases brand loyalty as Apple products are culturally worth having even at high prices (Assilmi, 2024). The increase in digital lifestyles globally of such forms as content creation, mobile gaming, and social media is also working in the favour of Apple since the brand is being positioned as the means of creative and professional excellence.
Nonetheless, Apple is exposed to cultural risks where there is a need to use high degree of customisation or differentiation. Its low customisation, restrictive ecosystem and standardised design language, might not suit culturally diverse tastes particularly where the consumer is sensitive to personalisation and diversity, such as Asia, Africa and some parts of Latin America. Besides, in societies where pragmatism is more than luxurious, the premium sign of Apple might be a hindrance to its use.
[bookmark: _mdpdmm1rsktz]Samsung (Follower) opportunities and threats.
The company has success in its capability to address the culturally diverse markets based on wide customisation of its products, differentiation of pricing mechanisms, and adaptable marketing practices. Samsung is a very flexible company to multicultural markets as it can adapt to local languages, local cultural aesthetics, user needs, as well as technological expectations. This opens up huge opportunities where consumers want choice, low cost and tailor made solutions.
Samsung targets a broad range of lifestyle customers: both low-end consumers who might want to use a basic device with essential functions and high-end users who are interested in innovations such as foldable gadgets (Gini and Agala, 2023). This flexibility allows the brand to conform to those cultures whose value system is based on practicality, functional diversification and affordability.
Nevertheless, Samsung is at risk in the indulgence-based cultures in which high-end smartphones are perceived as a status of affluence, prosperity as well as individuality. Apple has greater aspirational value in these markets, and in many cases, it is seen to be more dominant than Samsung at the high-end market (GUSTAVE, 2024). Even in the face of technological competitiveness, the image of Samsung does not always give the same emotional prestige, which can restrict its power in the status-oriented cultures.
[bookmark: _iy98r9do7ic0]Critical Comparison
The two companies, Apple and Samsung, react differently to cultural dynamics because of the different brand identification and positioning policies. Apple thrives in lavish societies where gadgets are used to identify oneself, luxury and self-expression. Its low-key branding and closed ecosystem and high-end storytelling appeal greatly to interest consumers with prestige in mind. On the other hand, Samsung is a success in culturally diverse and economically diverse market where people expect more flexibility in prices and the design and functionality.
Whereas Apple uses the cultural desirability to ensure that people remain loyal in a wealthy society, Samsung takes advantage of cultural differences by providing inclusivity by providing a variety of products. The consistency of Apple gives the company a strong global brand image at the expense of cultural flexibility, and the flexibility of Samsung makes it more accessible in more countries at the expense of preserving its high-end image (Das et al., 2021).
Altogether, the cultural advantages of pioneers such as Apple in the identity-based, hedonistic cultures, and followers such as Samsung perform better in the culturally diverse, pragmatic and price-sensitive markets.
[bookmark: _ulmhegadbeor]Apple and Samsung Strategic Responses.
[bookmark: _q69s3b49td0i]Strategic Responses (Pioneer Strategies) of Apple.
The Apple strategic strategy can be traced to its role as an innovator where it has been utilizing innovation-led differentiation to maintain a competitive edge. The company continuously brings new technologies-high-end chipsets and biometric sensors, integrated software ecosystems, and so on, which strengthen the reputation of the company as an innovator. This strategy enables Apple to establish industry standards and influence the consumer needs, which can ensure that it remains influential among smartphone markets in the world market (GUSTAVE, 2024).
The other fundamental course is the strict ecosystem control of Apple. Through the management of hardware, software and digital services, Apple has developed a smooth and networked experience that traps consumers into its system. This plan makes it more difficult to change, encourages loyalty in the long run and eliminates susceptibility to market volatility. It also enhances the resilience of Apple in the industrial economies where the consumers appreciate the integrated digital lifestyles and high quality services.
Apple also supports its elite status by a skimming pricing strategy, setting its products initially with high prices within the market to achieve maximum value amongst the first to innovate. This pricing strategy is especially effective in wealthy cultures and the industrialised economics where the consumers relate high price and status with high quality. The other important Apple strategy pillar is emotional branding  (Kornelakis and Petrakaki, 2024). Apple presents its gadgets as a symbol of lifestyle and culture instead of technology with minimalistic design, strong storytelling, and identity-oriented marketing. This increases likeability in hedonistic societies that are focused on self-expression, luxury and social status
[bookmark: _njg5882q72u0]Strategic Responses (Follower Strategies) of Samsung.
Samsung takes an alternative strategic direction that is determined by the role of follower and dedication to market accessibility. One of the main aspects of such a strategy is the fast-following innovation, that is, the quick adoption or further development of technologies suggested by an innovator like Apple (GUSTAVE, 2024). Samsung is a leader in hardware innovation, where the company tends to develop the same ideas and make them broader in terms of product categories. This will allow Samsung to compete effectively in the high-tech segments and decreases financial risks involved entailed in the first-mover innovation.
Samsung has a strong strategic tool known as market segmentation. The company sells smartphones in a large number of price segments, including entry-level models and flagships. This diverse portfolio gives Samsung the ability to reach customers who have different economic limits and lifestyles needs and this is why it is very flexible to different economic conditions (Gini and Agala, 2023). Competitive pricing also enhances the competitiveness of Samsung within price sensitive markets more so in subsistence and developing economies where affordability is the key factor.
Samsung also puts much investment in localisation strategies. This involves specifications of product features, language support, marketing messages and distribution models to particular cultural and regional settings. This responsiveness enables Samsung to be in tandem with the local tastes, cultural values and consumer desires. This flexibility in strategy renders Samsung especially efficient in culturally diverse markets with a wide range of values and lifestyle priorities among consumers.
[bookmark: _dxlmx287simg]Integrated Comparison
The strategic behaviour of Apple and Samsung is based on their reaction to the macro players in the economy and culture. Apple tactics work well in the industrial economies where the consumer spending is high, as well in aspirational cultures, where differentiation on premium-based products and emotional branding are encouraged. The economic stability of these areas makes people afford high-end devices, whereas the desire to indulge their cultures increases the appeal of Apple as a status symbol and a lifestyle brand. Therefore, the ability of Apple to maintain a close ecosystem and the upscale identity is highly consistent with the cultural values of wealthy cultures (Kornelakis and Petrakaki, 2024).
Samsung on the other hand has strategies influenced by the need to reach out to more culturally diverse markets. Its differentiated product lines and lower prices can cater to customers with subsistence economies where usefulness and affordability are the main determinants of buying patterns (Schäfer, 2024). The financial limitations in these markets prefer the multi-tier products of Samsung to the premium-only products of Apple. The cultural diversity is also a benefit to Samsung: its localisation policies guarantee the relevance in a variety of societal values, beliefs and lifestyles.
Apple has been doing well in situations where context dictates consumer preferences based on identity, prestige and technological dreams, whereas Samsung has been doing well in areas where diversity, functionality and affordability rank high (GUSTAVE, 2024). The stability of Apple in industrial economies is thus a result of both good brand equity and cultural fit, but the success of Samsung in emerging and subsistence markets is an expression of its flexibility to different economic and cultural environments.
[bookmark: _t62ofib5fu7k]Conclusion 
The report has shown that economic and cultural agents contribute greatly to strategic behaviour and competitiveness of pioneers and followers in the smartphone market. The forces of the economy including inflation, income distribution and consumer spending power lead to market accessibility and purchasing decisions benefiting pioneer like Apple in industrial economies and allowing followers like Samsung to dominate subsistence and price-sensitive markets (Schäfer,  2024). Cultural drivers also create discrepancies in competitive results, where in an indulgent identity-driven culture, Apple is more able to sell high-end devices as status and lifestyle, whereas Samsung is more successful in multicultural cultures that value cost-effectiveness, functionality and personalisation.
On the whole, cultural actors have a greater implication on the long-term competitive advantage, in the sense that cultural fit contributes to brand loyalty, emotional attachment and consumer identity, which are key factors that distinguish Apple and Samsung greatly (Kornelakis and Petrakaki, 2024). This analysis demonstrates that innovation or pricing is not only the key to strategic success but also the ability of companies to adapt effectively to the cultural and economic environment that defines the global consumer behaviour.
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[bookmark: _b8e8m7wlni30]9. Appendices
[bookmark: _lf4cadqwa4l5]Appendix A: Summary of Economic Actors and Their Impact on Apple and Samsung
	Economic Factor
	Impact on Apple (Pioneer)
	Impact on Samsung (Follower)

	Inflation
	Reduces affordability of premium devices; resilient due to brand loyalty in wealthy markets.
	Boosts demand for mid-range and budget models; increases competitiveness.

	Income Distribution
	Strong demand from high-income consumers; limited reach in unequal, low-income markets.
	Benefits from broad segmentation; can target both high- and low-income segments.

	Consumer Spending Power
	High-end devices seen as long-term investments; demand drops in downturns.
	Strong advantage as spending power falls; wide range of affordable options.

	Subsistence Economies
	Struggles due to premium pricing and lack of low-cost devices.
	Strong presence through budget-friendly lines (Galaxy A/M series).

	Industrial Economies
	Dominant due to premium positioning and ecosystem loyalty.
	Competitive but loses premium share to Apple.



[bookmark: _v9teysbxy4pz]Appendix B: Cultural Factors and Their Influence on Apple and Samsung
	Cultural Factor
	Relevance to Smartphone Preferences
	Apple’s Position
	Samsung’s Position

	Opinions and Views
	Perception of technology, privacy and quality.
	Strong trust and premium perception.
	Broad appeal but less aspirational.

	Values and Beliefs
	Shapes views on durability, luxury and innovation.
	Aligned with premium, innovation-driven values.
	Strong in practicality and value-oriented cultures.

	Lifestyles
	Determines need for performance or affordability.
	Fits digital, creative, high-income lifestyles.
	Fits diverse lifestyles, from basic to advanced usage.

	Diversity
	Preference for varied models, languages and features.
	Limited customisation; uniform identity.
	Highly adaptable, many models and localised features.

	Indulgence vs Restraint
	Influences desire for premium vs practical devices.
	Strong in indulgent, status-driven cultures.
	Strong in restrained, price-sensitive cultures.



[bookmark: _jdazcyjrbzoe]Appendix C: Comparative Summary of Strategic Responses
	Strategy Dimension
	Apple (Pioneer)
	Samsung (Follower)

	Innovation Approach
	First-mover innovation; sets industry standards.
	Fast follower; enhances existing innovations.

	Pricing Strategy
	Premium pricing (skimming).
	Competitive pricing across all tiers.

	Market Focus
	Industrial, affluent, indulgent cultures.
	Emerging markets, diverse cultures, price-sensitive consumers.

	Ecosystem Strategy
	Highly integrated, closed ecosystem.
	Flexible, partially open ecosystem.

	Brand Positioning
	Aspirational, identity-driven, luxury-focused.
	Functional, diverse, value-driven.



[bookmark: _kv39d9badc1x]Appendix D: Industry Snapshot – Global Smartphone Segmentation
	Market Type
	Characteristics
	Apple Performance
	Samsung Performance

	Premium Market
	High-income consumers; luxury-driven demand.
	Extremely strong.
	Competitive but behind Apple.

	Mid-Range Market
	Value-oriented; balanced features and price.
	Limited presence (older models only).
	Very strong (Galaxy A-series).

	Budget Market
	Highly price-sensitive; basic features.
	Very weak.
	Dominant in many regions.
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