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[bookmark: _Toc129629043]Introduction 
Marketing can be defined as the type of activity which any given institutions try to do such as delivering, creating, and exchanging offers which are valued by the consumers (Pride and Ferrell, 2019). The terms of marketing deal with the advertisements as well as the company’s services and products (Baines et al,2019). The activities can be done through a group of people who are in charge of the marketing department (Deepak and Jeyakumar, 2019). The chosen organisation for this particular report is LG global consumer electronics headquartered in Seoul, South Korea (Park, 2022). The revenue which is amounted to the company globally was $67 billion or £55.27 billion and during the last years, the net sales rate for the company has remained stable (Statista,2023). The purpose of this report writing is to provide a critical analysis and evaluation of the company LG global. The marketing mix and market segmentation of the company will also be done concerning the company. Market segmentation has become the most essential thing after mass marketing has lost its effect as stated by Kotler in 1989. As there is an everchanging taste and preference of the consumers it is difficult to remain for any company in the global sector of business. The marketing mix and segmentation will be done in accordance with the purpose of identifying the current company’s product and service quality.    
[bookmark: _Toc129629044]Background/history of the company: 
The company named LG global has been existing since the time of 1958. The technological expertise of the company has led to its growth and manufactures different home appliances such as TVs and radios. This company was first established by Koo in-hwui and was known as Lak hui industrial corp at the very beginning. This company is a public organisation and its headquarters are in South Korea. The CEO of the company is Ko kwang Mo and the vice chairman is Kwon young so (Forbes,2023). The products which are mainly offered by this company are mainly electronics but they also provide chemicals, information technology, and telecommunications. By the end of 2012, the total number of employees for this company is 222,000 and is still growing in number (Statista,2023). LG company's innovativeness and continuous growth have made this company a pioneer in the global industry through the years. The mission of the organisation is "We wish to maintain our hard-earned reputation for bringing added value to the lives of the consumers". This company produced Korea's first-ever radio, refrigerator and TV. By the year of 1999, the company were able to establish well exportation to the US markets and enters into a joint collaboration to make LCD panels. The firm was able to develop the first-ever mobile LTE modem chip which was quite useful in those days and by the year 2009, the company was reputed for developing its brand name for LCD TV as the second largest worldwide. After this many compliments gained the nation worldwide, the company developed various other things through the years such as the shutter glass of Tv, giving Home cat services for phones and TVs and at the end of 2016 the company gave away a premium LG signature luxury to its customers. The company has been recognised as a popular brand and received 89% brand awareness due to its consistency and efforts towards its customers (Statista, 2023).      
[bookmark: _Toc129629045]Segmentation, Targeting and Positioning strategies
LG Global has detailed segmentation, targeting and positioning strategies which the company follows. 
Segmentation -
The demographic segmentation applied for this company gives them an edge to divide the customers who buy their product into the middle to the upper class. This is evidenced by the fact that the price range of the company’s products ranges from as low as £29.98 to as high as £2,299.98 (LG, 2023). The company segmentation of the products has been mainly based on income groups. Psychographic segmentation has been done for this company as most of its products are developed for upper-class customers. The people who belong to the upper class want to lead a lavish lifestyle with excellent quality products. The company constantly tries to stay on par with trendy appliances through innovation. The feedback given by the customers makes the company understand and develop products based on their opinion.     
Targeting -
The company’s stakeholders both internal and external targets the customers with respect to collecting feedback based on the sustainable management activities done by the organisation. Though LG company has set their targets associated with the goal and objectives of the company itself based upon sustainability achievement, the company also keeps a check on the management activities, operations, future opportunities and risks which the company might come face to face. The targeted audience fixed by the company may come to form any income group as they have not made any segregation. The company target upper-class people who want lifestyle products. Consumers who want quality products at the best price are the main targeted audience for this organisation.  
Positioning strategy-
The positioning of the company has been done based on its various products and technology which attracts consumers in respect of health benefits (Iyer et al,2019). Their positioning strategy is mostly futuristic and technologically advanced. Through technological advancement, the products are positioned in ways to be digitally advanced for their customers (Coffie, 2020). To support this view an example is that the company offers an artificially based explanation that will be eco-friendly and takes up less power with regard to their products (da Luz et al, 2020). The positioning map in figure 1 depicts that though the company’s products are high priced they are still quite optimum in quality. This gives the company an upper hand with respect to its competitors in the market. 
[image: ]
Figure 1: Positioning map for LG global
( Source created by the learner )
[bookmark: _Toc129629046]Product: 
LG Electronics mainly deals with manufacturing and selling home appliances, as well as portable electronic devices. Some examples of products which are offered by this company are refrigerators, cooking appliances, washing machines, dishwashers, vacuum cleaners, dehumidifiers, air conditioners and built-in appliances. LG’s products are manufactured in South Korea as this company started in that place. The company ensures that the products are reaching the customers with higher brand visibility and market. The company also has various other new ranges of products such as music systems, Home theatre’s BLU ray products and very own DVC players. The television appliances are categorized into smart, Led and Plasma TVs. The quality of each product given by the company is durable and has a solid build. This can be supported by LG sales revenue amounting to 29.9 Trillion  KRW  which shows that there is an ongoing demand for LG’s products due to their high quality. The product designs of LG are responsive, eco-friendly and intuitive which can be a source to providing benefits to the customers. The eco-friendly products will have a less negative impact on the environment and will release fewer harmful emissions. People will tend to buy such products more and thus benefiting the company. The packaging designs for the company have been developing the Green packaging system as its been consulting with the product review committee to provide customers with sustainable green packaging. An example to support this view is that the company has established their own guidelines for lowering weight and volume, reusing and recycling packed goods. The products of LG company are diffused with innovation as it can be related to the innovation diffusion theory which says the rate at which new ideas and technology are spread over to the customers. The idea of using eco-friendly products can benefit the consumers and the community as a whole. The upper-class people in society want products which are innovatively made with the latest technologies and thus the company builds innovative products to satisfy customers. 
[bookmark: _Toc129629047]Price
The pricing strategy made for the products of LG company is with respect to gaining a reasonable profit. Companies use a type of pricing strategy while they sell a product or a service. The price of the products is ranged from low to high which can be availed by the customers. The company uses the competitive pricing strategy throughout all these years as they set their prices based on their competitors in the very same market. For example, the company Apple sells their AirPods called pro airdrops at £249 whereas the earphones named tone free fit by LG are priced at £200, thus showing the nature of the competitive pricing strategy used by the company. The competitors have been providing low-priced good quality products, therefore, the company LG have also thought of starting off with a high price on products and later on lowering their range of price for products to remain positioned in the market. The company also offers various festive discounts on products for example the company gives offers on electronic appliances of all kinds during the Christmas season. The price is also made keeping in mind people who might be from lower economic backgrounds. It also offers the products to the outskirts of the UK and rural areas at a much cheaper cost to increase its value and sales revenue. The product's price ranges from the lowest of £599 for the LG LED smart TV to £2899 for the OLED LG Tv. The highest price of the fridge of LG is £2399 for an interview door-in-door style refrigerator. The company has an overview of their customers by saying that they can save up to £ 5500 over the average market cost of the washing machine purchased (LG UK, 2023).          
[bookmark: _Toc129629048]Place:
The company LG global has a specific distribution channel through which its products are distributed to the customers. The local stores are the places through which the company distributes their products. The primary strategy of the company was this which has been maintained throughout time. In recent times, the company has also expanded their market through e-commerce and the goods are sold through its websites directly as well. The products are available across the global market. The countries in which the company operates are South Korea, North America, Europe and other parts of Asia are the markets in which their products are sold. Almost 85% of the total revenue generated by the company has been coming from those markets. The company has their own website named www.lgglobal.com where all the products of the company are available. The display of the company’s products has been seen in many stores and outlets. In other shops, the products of LG have been displayed to reach the maximum customer base. The display in other shops other than LG grabs more attention from the customers. Through various e-commerce sections and online shopping sites, the products are sold by the company. The countries which do not have access to LG products are china. It is still needed to expand its market to that country. The company has also developed an opportunity of a virtual showroom which can be an example of their online distribution of products in which the customers can look at the products and buy them on the website.       
[bookmark: _Toc129629049]Promotion: 
A proper promotional strategy helps the company create brand awareness of the company by promoting its products through various means of marketing. The company has been doing advertisements through various channels, magazines, newspaper hoarding and the internet. They provide great deals through such advertisements which helps them grab the attention of the consumers. The advertisements are made thoroughly in a manner which will benefit the company as consumers will look at them and would want to buy the products. The marketing strategy used by them helps to create brand awareness of LG globally. In the year 2020, the company is said to increase their marketing strategy and launch different products. Integrated marketing communication is defined as a way through which a company can use various promotional tools to enlarge endorsements globally (Laurie. and Mortimer, 2019.). For example, the company has taken the help of celebrities as the brand ambassadors like Lewis hamilton, olivia palermo, ko jin yong, park syung Hyun and many more to advertise their products on various commercial tv channels. LG care products are promoted through celebrities on hoardings to attract consumers. The company advertises their products through social media which will increase its consumption (BBC,2012). The company uses sites like LinkedIn, Twitter and Instagram and Facebook to promote their products and increase brand awareness among their notable consumers. Other than this the company also does direct marketing through their own website and displays at LG stores which gives them to reach the targeted audience quickly and easily (BBC,2021). The company uses custom messages which grab the attention of consumers for example "life's good" shown before all the products with their company logo. 
[bookmark: _Toc129629050]Conclusion
Thus it can be concluded from the above study that the background and nature of the company called LG have been explored. The detailed history of the company has been analysed through which the growth of the company has been brought to light through all these years. It can thus be seen that the comment stated by Kotler was found to be true and marketing segmentation was found to be important for the company, LG global.  A marketing mix using the product, promotion, place and price of the LG company has been made. It has been found that LG applies robust segmentation strategies to segregate the wider market into a smaller section which, further helps the company target a specific group of customers. The company was found to be using a competitive pricing strategy against its competitors in the market. The company uses different promotional strategies mainly social media, advertisements through stores' LED screens, and direct marketing by using catchy phrases for grabbing consumer attention. The market segmentation for this company was proven to be useful after mass marketing has been not proven to be beneficial which, once again justifies Kotler's statement regarding the uselessness of mass marketing in the contemporary business environment. 
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