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[bookmark: _Toc124090068]Introduction 
Product, price, promotion, and distribution of goods and services are all aspects of marketing that are put into practise to produce exchanges that meet customers and organisational goals (Lancaster and Withey, 2007). The needs, wants, goods, functionality, satisfaction, quality, trade, operations, connections, and marketplaces are therefore the main emphasis of marketing. Following both internal and external investigation, this study examines Samsung Electronics' marketing initiatives. According to Verhage and Visser (2007), the marketing department engages in a variety of tasks to retain competitive advantages. These tasks include monitoring conditions and ensuring that everything is proceeding according to plan. Samsung's business operations were influenced by COVID-19, which calls for analysing a variety of concerns to ensure that consumers are safe and following the right procedures (Kumar, 2020). This research assessed and examined several features of Samsung using various ideas and approaches. 
[bookmark: _Toc124090069]1.0 Marketing, importance of marketing 
The importance of marketing for your company is that it educates consumers and aids them decide whether to purchase your goods or services. Following planning process, targets, strategies, execution, and control, marketing looks for a means to recognise and meet client demands (Russell, 2009). Consumers are placed at the centre of the business by marketing, which concentrates on creating and providing the right value to its clients and on selecting the best options based on the consequences of the customers. To achieve organisational objectives, evaluation of internal and external actions occurs in the marketing process after planning. Additionally, marketing is the key to achieving organisational objectives, making it superior to rivals in generating, delivering, and interacting with the clientele to establish value in the target markets. As a result, marketing requires a different strategy implementation process based on client wants and expectations to decide the organisational process. In the race to improve society's well-being, the practise of continuously formulating strategies aids in effectiveness and efficiency. The most efficient method for the current or new product is built up by evaluating internal and external factors in order to establish an acceptable market strategy.
[bookmark: _Toc124090070]1.1 Marketing process 
Marketing is the ongoing process and idea that helps businesses determine how to recognise and meet client wants (Reid et al., 2004). The continuous process has five steps, which are listed below: 
Using situational analysis: Samsung's marketing and business actions are analysed in relation to both internal and external elements (Kimball, 2019). A comprehensive, objective picture of the firm may be created by analysing strengths and weaknesses, assessing internal resources or external competitors in the marketplace. A good grasp of the elements relevant to business activities is achieved through situational analysis. The situational analysis is connected to the company's position in the market, industry developments, and current and potential consumers. SWOT analysis, also known as strengths, weaknesses, opportunities, and threats analysis, is useful for assessing situational analysis. The Porter's Five Forces Model and the macro environment are also relevant to the situational analysis.
Objectives: Setting goals helps you reach outcomes within the allotted time and with the resources at your disposal. As a result, it is crucial to conduct a proper study of the available resources and the market environment to ensure that they can provide the industry with competitive advantages. Prior to launching marketing initiatives, it is important to properly assess the resources at hand and choose the course of action that will improve the likelihood of success.
Strategy: To accomplish anything in the lengthy period, many plans connected to the process should be set up (Grubor and Jaka, 2018). To keep all the processes moving in the proper path, corporate strategy includes segmentation, targeting, and positioning. The company strategy, which assesses all the aspects that influence in the proper way, includes the marketing mix. The plan review process includes identifying the actions or challenges to boost success factors. 
Implementation: Implementing the strategy and going through into the planned procedure are helpful to keep marketing efforts moving in the appropriate path (Narus and Anderson, 2020). The implementation ensures that all of the actions are carried out according to plan. Numerous choices are made to carry out the plans throughout the process of putting them into action or execution. The implementation process ensures that all actions and choices are taken in accordance with the resources available.
Control: A collection of practises and processes known as a continuous controlling process are those that are regularly monitored in accordance with marketing strategy or objectives. Controlling increases the likelihood that all processes will proceed successfully. Control also raises the likelihood that staff members may behave improperly during the marketing process. 
[bookmark: _Toc124090071]2.0 Steps in Marketing  
People conduct business with individuals they know, like, and trust, however 64% of businesses are at danger due to a lack of a well-constructed sales and marketing plan utilising this rather basic notion. For a firm to expand and have a good cash flow, having a strategy and following it is crucial.
Step 1: Analyse your market and your competition
People won't buy what you're trying to sell them if you do. That much is obvious. Selling a good or service without first knowing the market and its demands is a major error that plenty of small business entrepreneurs make (not what it needs). 
Step 2: Know your customer
Predictable sales growth begins with a thorough understanding of your consumer. You can't expect to sell anything until you first understand who your consumers are, what they want, and what makes them buy.
Step 3: Establish sales and marketing objectives.
Setting goals is essential for success. You are still simply praying for success if you haven't put down your goals. Use the SMART method to set your goals.
Step 4: Create a marketing budget
There are numerous approaches to create your marketing budget, depending on whether you want to be more precise or just create a rough estimate. Starting with a crude computation and then adding more information to it is a smart idea.
[bookmark: _Toc124090072]3.0 Macro environment analysis 
[bookmark: _Toc124090073]3.1 PESTLE analysis 
Political: Governmental concerns with an influence on Samsung's corporate operations are what changed the political climate the most (Kang et al., 2020). The government sets many contemporary methods and regulations that the organisation must adhere to in order to maintain efficient procedures across the board. the country's worry over the company, the political climate relating to technology, and the strategy's execution.
Economic: Correct assessment of the financial environment, including consideration of consumer income level, taxes, financial regulation, intention to buy, and other factors. Samsung must examine the manufacturing process, the GDP, inflation, and the resources available to ensure that all activities are proceeding properly.
Social: The social process is influenced by a number of factors, including language, social obstacles, age, demographic position, culture, and others. Marketing efforts have a direct impact on how well the social process is evaluated. The social process includes the processes of market positioning, advertising, targeting, and promotion. Before launching marketing initiatives in the industry, Samsung is required to assess societal trends and rules.
Technology: There are constant advancements in technology. In order to sustain corporate operations, it is important to evaluate the best technology and strategy. Evaluation of costs, competitive advantages, and other factors, according to Hakimovna and Muhammedrisaevna (2022), is useful for keeping technology current. Business opportunities are increased by the technology's adaptability to market conditions and manufacturing techniques.
Legal: To sustain more commercial opportunities, changes in the law or business practises are necessary (Enyinda et al., 2020). The government has a variety of more recent regulations that are useful for carrying out tasks and assessing the state of affairs. Legal processes are important for Samsung to uphold in order to guarantee employee and company strategy formation.
Environment: For environmental sustainability, a variety of tasks and actions must be completed. In order to preserve and observe all of the implications on Samsung's business operations, Covid-19 created a variety of recommendations for the health and environmental process (Arnett et al., 2021). Prior to developing a plan, taking the most important aspects into account helps improve business sustainability. 
[bookmark: _Toc124090074]3.2 Porter's five forces analysis 
With the use of Porter's five forces model, business processes may be better understood. Using the Porter Five Forces Model, one may decide whether to enter or depart a market by using or comprehending the forces at play and how they affect profitability or how to improve one's own profitability. 
Competitive rivalry: There are several market competitors that might have an influence on the organizational processes (Suryani and Margery, 2020). Samsung's rivals are always working to differentiate their goods from one another. For instance, Samsung's exit barriers must continually be evaluated in light of the cost or the state of the market. 
The threat of new entry: When new enterprises may enter the market with ease under tremendous force, the sector becomes less feasible. Additionally, Liczmanska-Kopcewicz (2018) suggested that low entry barriers make it simple for new enterprises to start up their operations. However, Samsung benefits from this since there are considerable restrictions that make it more difficult to enter the market. Strong brand value, numerous patents, customer agreements, and high entry and operating costs are all factors that favour Samsung.
Buyer power: Because clients may quickly migrate to another rival when there is a high buyer potential, the industry is less successful. Profits for businesses are mostly produced in specialised markets. Less consumer power, however, fosters market hegemony and makes it challenging for consumers to make product purchases. If there are pricing discrepancies or other issues, clients with high power might switch to another. Because customers may change brands or businesses to suit their demands, Samsung must contend with buyer power.
Supplier power: Low industrial profitability is caused by high supplier power. Few vendors may increase the cost of goods that have an influence on production. Additionally, switching suppliers is expensive, which makes it challenging to keep up corporate operations. Samsung has less influence on suppliers since they may choose a different one if one is increasing their prices.
Substitutes: Producing in the same sector and providing comparable customer advantages have an influence on company activity (Rivera et al., 2020). Samsung offers a wide range of electrical alternatives. If there are any problems, customers can switch to alternative items of their choosing. Samsung holds several patents that prevent other businesses from producing a similar device.

[bookmark: _Toc124090075]4.0 Segmentation targeting and positioning 
[bookmark: _Toc124090076]4.1 Segmentation 
Market segmentation is the practise of dividing markets into smaller groups and dividing them based on commonalities. Segmentation enables effective resource allocation to sustain corporate operations. From the smaller, related groupings, it is simple to determine the needs and desires of the customers. The segmentation procedure preserves the consumer's precise marketing mix techniques. Marketing efforts are made simpler by breaking tasks down into smaller groups and evaluating various client characteristics. Another element of segmentation that enables the generation of a large profit margin is cost advantage. 
Process: The market may be divided into several smaller, more homogeneous divisions to assist boost company activity. By positioning the product or service to appeal to the targeted groups, the segmentation process targets the distinct market. The main components of the market segmentation process include geography, based on demographics, organisational commitment, consumption patterns, benefits, lifestyle, and demographic characteristics. To undertake marketing operations and quickly raise consumer satisfaction levels, segmenting according to all categories is useful. Samsung can keep up the segmentation method by assessing all the duties and identifying the right clients.
Implementation: The primary standards that Samsung adheres to in order to continue commercial operations include population, age, gender, ethnicity, and wealth (Van Esch et al., 2019). They can keep superior cooperation practises by segmenting their clientele according to their tastes and various personalities. For instance, Samsung divides its clientele into groups based on factors like age, financial level, and tastes in order to offer the best services available. As a larger audience emerges in the market as a result of segmentation, Samsung's promotional actions become simpler. Samsung uses a strategy of geographic segmentation that creates a variety of product groups and offers to concentrate on a certain demographic area.
[bookmark: _Toc124090077]4.2 Targeting
In order to give clients, the greatest services, it is important to target them specifically through effective segmentation. Three distinct marketing processes, undifferentiated, specialised, and focused, all include targeting. The marketing mix for the entire market is the main emphasis of undifferentiated marketing.One marketing mix is prioritised for one group in unique marketing, while a various marketing mix is prioritised for another. As a result, marketing activities or tactics are applied uniformly without any adjustments to the target markets. One marketing mix is prioritised for one group in differentiated marketing, while a different marketing mix is prioritised for another. Therefore, the primary goal of differentiated marketing activities is to make a distinction in the marketing activities. A limited group of clients are the subject of concentrated marketing. Additionally, consumers are given top consideration in the concentration process and made to feel unique by receiving the most suitable service. 
Process: Targeting involves the specific strategies and actions that ensure the clients receive the right merchandise (Rivera et al., 2020). Small groups in specified segments will receive various Samsung goods. Additionally, targeting enables the creation of market disparities, which may take the form of entire, distinct regions, or targeted groups. 
Implementation: A proper analysis of the target market ensures that the required items are provided. To deploy target approaches to the clients, many tactics are ensured. To guarantee that customers are receiving the items they want, Samsung ensures sure commercial campaigns, product kinds, and other factors are followed throughout the implementation level.
[bookmark: _Toc124090078]4.3 Positioning 
In a highly competitive environment, positioning involves establishing a favourable reputation among customers (Suryani and Margery, 2020). Keeping brand values that correspond with the structures and values of the market's perspective is facilitated by effective positioning. Consistency throughout time is necessary for positioning in order to produce the intended results. When it comes to commercial operations, positioning may be both unique and individual and guarantee that clients receive the best services possible.
Process: Positioning guarantees a brand's usefulness in the marketplace and fixes fresh market entrance. To sustain successful positioning through advertising, a variety of difficulties must be assessed. Additionally, the positioning enables the value offer to be captured through functional, emotional, and relative pricing benefits.
Implementation: Positioning is performed using competitive advantages and the brand building process. Each step in the varied process for developing a strategy is important in ensuring that the value proposition being offered to the market is suitable. To sustain their process, the marketing department researches advantages, user positioning, and competition positioning. 
[bookmark: _Toc124090079]5.0 Marketing 7p mix
Product: Samsung continues to implement successful product strategies to provide customers with a superior value offer (Arnett et al., 2021). For Samsung, a system of ongoing product review and strategy development results in a stronger competitive edge. A few examples of Samsung's electronic goods include its cellphones, TVs, home appliances, audio, gadgets, tabs, and notebooks. Samsung's wide choice of products fosters healthy competition in the marketplace. 
Price: Setting prices according to market factors including distribution, skilling, difference, psychological impact, economy, premiums, and bundles can improve the competitive environment. Selecting the right pricing provides businesses in the target market competitive benefits. The pricing assessment for Samsung is influenced by factors such as consumer income level, market competitiveness, type of goods, premium values, manufacturing costs, and others. The marketing division ensures that prices are chosen in a manner that encourages buyers to buy the goods. Samsung is able to consistently retain its dominant position in the industry because to its pricing approach.
Place: To retain a more advantageous position in the market, directly and indirectly routes of distribution are primarily used (Enyinda et al., 2020). Direct consumer distribution aids in lowering obstacles for merchants or other market activity. The process of indirect distribution channels is extensive, unique, and selective. To minimise any hurdles or pricing difficulties, Samsung makes sure clients receive their items at the appropriate time. Customers receive their items via various channels or shops in the market on an extensive basis thanks to the rigorous distribution procedure. Exclusive distributors and a delivery system ensure that delivery procedures are followed and completed on time. In accordance with the customer's accessibility or a relative's location, Samsung also employs selective distribution in various locations.
Promotion: The consumer orientation process may be accelerated by using a variety of promotional tactics. The main methods of promotion include advertisements, sales promotion, media relations, sponsorships, direct marketing, and digital marketing. To inform its customers about new items, Samsung uses traditional print or television advertising. Promoting sales around national holidays or other cultural events might assist to raise overall margins. Samsung ensures that buyers receive sufficient promos to buy the items. The public relations strategy that supports Samsung's efforts to sustain their branding strategy is social media influencers. Samsung may continue to promote directly to clients by using digital platforms like Facebook, Instagram, YouTube, and others.
Physical evidence: Maintaining tangible proof for Samsung through ongoing brand development initiatives through a successful communication strategy is beneficial. The primary duties that provide Samsung with ongoing development are making sure the most competent personnel do the job in various sectors. For addition, Hakimovna and Muhammedrisaevna (2022) made the case that Samsung ensures that its personnel receive ongoing practice and envelopment actions that provide high skill evaluation techniques for carrying out their responsibilities. Samsung maintains its competitive advantages through ongoing brand development initiatives and management strategies implemented by qualified staff.
Process: The business operations of Samsung are carried out by trained sales personnel who ensure that all processes are completed on schedule. According to Enyinda et al. (2020), customer service management, ongoing assistance for customers, after-sales services, chat help, and other factors are a part of the process that lowers barriers and gives consumers the best support. For instance, process compliance during production speeds up the process and ensures that goods are delivered to customers efficiently. Samsung continually assesses its procedures to ensure that each activity is carried out according to the correct procedure.
People: The use of qualified personnel in the online services investment process assures that clients will receive the best services possible (Kang et al., 2020). Samsung makes use of its workforce to guarantee a varied development process in all areas that adhere to the overall brand development strategy. Additionally, Samsung follows its competitive advantages by putting the appropriate people in the right positions. From manufacturing to distribution, Samsung ensures that the right personnel are hired to carry out the necessary duties. 
[bookmark: _Toc124090080]6.0 Impact of COVID-19 in the marketing strategies
The most challenging pandemic that had a significant effect on many different economic sectors globally recently was the coronavirus outbreak. Through lockdown processes, limitations on people's freedom of movement, and the use of social isolation, governments have been implementing various ways to reduce the impact of COVID 19 on the public health. The majority of businesses have been impacted by these acts because customers' purchasing habits have changed significantly, having a substantial impact on corporate profitability and the efficiency of marketing strategies. Advertising, consumer behaviour, marketing communication programmes, supplier chains, and corporate social responsibility (CSR) are just a few of the marketing tactics and actions that have been impacted by COVID-19. Even though Samsung was going through a lot during COVID 19, it remained quite steady. Samsung's approach to deal with the COVID-19 pandemic problem involves lowering order quotas to lower the quantity of production units for mobile phone models that will be sold.

[bookmark: _Toc124090081]7.0 SWOT analysis of Samsung
The strengths and weaknesses of Samsung are covered in detail by the company's SWOT analysis. The techniques that help a firm develop or expand are also determined by the study. Even so, it takes into account the company's chances and dangers in the present market environment. Later on, the business uses the chances and dangers to get beyond a lot of difficult competitive situations. The SWOT analysis enables the corporation to explain how it rose to become the second-largest technology company in the world.

	Strength
	Weaknesses

	1. One of the greatest patent portfolios among technology corporations as a result of very high research and development (R&D) spending.
 2. Market leadership in the majority of the companies' markets.
3. Brand awareness and reputation.
4. Huge marketing and advertising budget.
5. Product development and design skills
	1. An excess of smartphone models
2. Presenting the business as a supplier of high-end, mid-range, and entry-level smartphones.
3. Reliance on the Android operating system from Google gives minimal control over the customer experiences.

	Opportunities
	Threats

	1. To combat the growth of OPPO and Xiaomi devices, launch a distinct low-end smartphone brand.
2. Over the upcoming ten years, the Internet of Things (IoT) industry is anticipated to expand dramatically.
3. Enter the rapidly expanding wireless chipset industry.
	1. As Android OS smartphones become more common, the gross margins of the business may be impacted.
2. Rivalry is high in practically all of the markets where Samsung does business.
3. Patent license infringements that generate bad press and harm the image of the business.



[bookmark: _Toc124090082]8.0 Recommendations 
Samsung can assure effective marketing strategy by employing a variety of approaches. For instance, Samsung needs to examine the external market environment owing to the variations of customers' purchasing behavior after Covid-19. Customers save money by not paying for extra workers that Samsung must consider.
Samsung must adhere to suitable market evaluation procedures in order to maintain a competitive edge. To improve client awareness of the altered business climate, a variety of promotional strategies must be used.
Lower prices and newer innovations might entice new clients to buy their products and provide competitive benefits (Narus and Anderson, 2020). Samsung faces a barrier from a number of market rivals that are selling products at reduced prices, which might have an effect on their commercial operations. Analysing the opposition might assist Samsung in preserving their profit margin in various market segments. 
Samsung has to increase its social media marketing and promotional efforts in order to gain the most advantageous competitive advantages. In new markets, the marketing strategy and the right distribution strategy for the product might work together with the client. 
[bookmark: _Toc124090083]Conclusion 
The methodical procedures used in marketing efforts guarantee that everything moves forward in the proper way. In order for company operations to produce high profit, it is necessary to evaluate all of the activities and implement ongoing development plans. The organisation may be effective by implementing collaborative techniques and internal and external assessment processes. Due to Samsung's shifting market situation, many areas have been analysed in this research that might offer appropriate guidance. The methods and tactics listed below can help Samsung maintain its position in the industry and gain a competitive edge.
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