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INTRODUCTION

This research also explores customer journey and touchpoints and their benefits and drawbacks, as well as new promotional techniques employed for Samsung. It also discusses critical strategies, branding, and brand equity model, as well as killer's brand equity model related to Samsung  Company.
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Background of the company 
 
Seoul, South Korea serves as the corporate headquarters for the multinational conglomerate Samsung. Lee Byung-chul began it in 1938 as a trading business, and it gradually expanded into a number of different sectors, including electronics, finance, and construction. Samsung is one of the biggest and most well-known firms in the world right now, with a presence everywhere and a reputation for innovation and high-quality goods.Samsung is a significant player in the consumer electronics industry, with its electronics division maybe its most well-known business sector. Samsung produces several different products, including mobile phones, tablets, laptops, televisions, home appliances, and audio equipment. In addition, Samsung is a leading manufacturer of transistors, display panels, and memory chips.

Samsung has a strong focus on research and development, with considerable expenditures in new technologies such as 5G wireless networking, artificial intelligence, and quantum computing. Samsung is committed to sustainability and has set ambitious goals to reduce its carbon footprint and promote renewable energy. Samsung has operations in more than 80 countries and employs more than 300,000 people worldwide. Additionally, it participates in a variety of charitable projects, such as the Samsung Foundation, which funds global programmes for healthcare and education. Overall, Samsung has become one of the most prominent businesses of the 21st century thanks to its history and global presence. [ Lightreading. (2020, July  13).] 

Communication 

Communication is the process of interaction between sender and receiver where it involves the interlocutors exchanging signals . and this communication may be verbal or graphic ,gesture or visual The exchange of data will be through eyes , body moments and sound made with the voice. Communication is defined as the activity or process of conveying thoughts and feelings or imparting knowledge to others . It is acceptable to assume that communication is the act of sending messages and information from one person or location to another. [Oxford Advanced Learner's Dictionary of Current English (2004).]

[image: The Process of Communication | Organizational Behavior and Human Relations]
                                             Source : https://www.google.com ( 19/04/2023 7:35)

 Communication model 

The visual representation that recognises, categorises, and explains different process components is known as a model. Sender, message, media, and receiver are the four basic building blocks of communication. These traits have a strong connection to one another. Beginning with the communicator conveying a message, communication ends with the receivers giving feedback.
The two types of communication models are transactional and linear. The transactional model is the one that expands on the linear model, which is thought of as the fundamental model. (Unit 2 Models of Communication, n.d.) People who want to communicate more effectively need to be more conscious of the various elements that go into sending and receiving messages. The communication model allows one to investigate and gain a better understanding of many elements of communication processes. [ Lasswell Communication Model. (2020).] 

Sender : Sender is the person who sends  the message is known as sender ,he may be speaker or writer ,etc. he is the source one who starts the communication. He formulates the message which he wants to convey to the receiver
 Encode
 This entails converting the communication from the sender into words, symbols, gestures, or other forms that the recipient can understand.

Message channel  
 message channel is the subject matter of communication where the encoded message is transmitted to the receiver . channel is the medium which carry the message from sender and sends to receiver.  Message channels like face to face talk, telephone, letters, internet 
Decode
The encoded message is decoded which means decoding the message which makes the receiver to be understandable for the receiver .
Receiver
Receiver is the person who  receives the message is called receiver, here receiver will understand the message sent by the sender .
Feed back
Feed back is the message giving reply to the sender br receiver  based on the message he received .  

 Goals of communication models 

1.supplying details on communication-related components.
2. carrying out research.
3. Disseminating knowledge regarding strategies for ensuring that communication processes are successful.
4. Information gathering regarding elements that could cause communication processes to fail.
5. Manageable communication process installation.
6. demonstrating how information flows.
7. Outlining characteristics of communication procedures.

Integrated marketing communication

Integrated marketing communication (IMC) is the discipline of fusing marketing communication  components ,such as public relations ,social media, audience  analytics , business growth principles, and advertising, into a brand identity that is constant across numerous media platforms, how marketers and communicators connect and conduct business has changed as a result of the concept of integrated marketing  communication (IMC) . 
IMC is a planning process designed to ensure that all brand contacts for a product ,service ,or prospect are relevant to that person and consistent over time among the many promotions, direct marketing ,interactive marketing , publicity, and public relations    (Camilleri, 2018; Schultz and Kitchen, 2000).
Stages in integrated marketing communication 

Identifying the intended audience 
After the target audience for the marketing communications is clear, the broad market needs to be narrowed down. But, in order to ensure that IMC will be successful over the long run, it is also required to "look ahead" and identify who will be significant for the future business of Intel. This should include the demographics and pertinent psychographics of the target audience (Percy 2008: 247). 
Set the promotional objectives

  Increasing Awareness: A common IMC program's main goal is to increase people's knowledge of a certain good or service. When introducing a new product or entering a new market, this goal is crucial. Creating interest in the goods or service is another goal of IMC. The objective is to generate interest in the product. Another key goal of IMC is to develop a strong brand image. The objective is to distinguish the brand from rivals and foster positive brand perceptions in the eyes of consumers.

Design the promotion mix

The term "promotion mix" describes the several marketing communication strategies and technologies that businesses might employ to market their goods or services. The many promotion mix components that can be employed in an integrated marketing communications (IMC) programme are as follows:
Publicity Sales Promotion
Public Affairs 
Selling on the side
Direct Selling 
Online Marketing

NEW PROMOTIONAL STRATEGIES FOR SAMSUNG 

"To enrich people's lives and social obligations, to contribute to sustainable future new technology, products, and the goal for the design inspiration for the future society," is the company's stated mission. Samsung has to use the customer reviews as their promotional strategy and focusing on competitors unique features which makes customers to have alternate product with same features. 
 Before launching the product providing the product to the person who is famous in their regions and making them to give feed back about product, that may impact in huge sales of that particular product.
Only the CEO has the authority to choose the direction of the company, thus the organisation has created its own institution, Changjo Kwan, to mould employees' perspectives on the company's operations. 
- Getting started as a supplier before opening a business.
- Doing everything possible to capture multiple market types by manufacturing at various sizes, specs, and models and selling at varying costs. - Building expensive barriers by investing enormous sums of money in plants and technologies to reduce the competition.  (S. Grobart, "How Samsung Became the World's No.1 Smartphone Maker," )

Online promotion 
Samsung uses a combination of push and pull marketing tactics to heavily promote its products. Samsung positions its products with a push marketing strategy that combines sales and advertising. Heavy investment in conventional advertising is used to accomplish this. 
· The company also makes use of social media platforms like Facebook, Instagram, Twitter, YouTube, and others to consistently maintain their online presence.
· Live streaming events in Facebook, Instagram, twitter, and YouTube   whenever an event is conducted to stream in online this makes the customers to know more about the product or features of particular’s
· Creating a video with their regional celebrities by explaining the features of the product that is going to launch 
· Promoting customer reviews as advertisement which makes more impact in the public 


Offline promotion 

Celebrities make advertising for the business in the Indian market quite simple. The pull advertising approach includes projects of this nature. The company's indirect strategy is to inform customers that the new product line is safe for usage. (S B Sattar 2019)
· Giving some copens , world tour trip packages , and some gifts for loyal customers 
· Promoting our product through billboards in high commercial area 
· Making some giveaway of Samsung products to loyal customers 


Branding and brand equity
BRANDING
A brand is a collection of tangible and intangible characteristics developed to enhance the reputation of a good or service, individual, group, or company as well as to promote identity and awareness. When branding is viewed as a long-term strategy, a variety of measures, such as product innovation and marketing communications, may be done.

BRAND EQUITY 
When compared to a generic equivalent, a corporation can charge more for a product with a well-known brand. is known as brand equity. Businesses can improve their products' brand equity by having them stand out, be easy to distinguish, be of the highest calibre, and be dependable. 
When a company has strong brand equity, customers are prepared to pay more for its products even though they could buy the same thing cheaper from a competitor. Mass marketing efforts can assist build brand equity. Customers essentially pay more to transact business with a reputable and reliable company. The company with strong brand equity does not spend more on product development and marketing than its rivals, which results in pricing differences. (David A. Aaker, "Managing Brand Equity," 1991.) Free Press, New York
                                        Keller’s brand equity model

Keller’s brand  equity model is also known as customer based brand equity model [CBBE],
The CBBE brand equity model was created by Keller, a well-known author and professor of branding, and it provides answers to four crucial questions about how consumers perceive a brand and the necessary attitudes they must have towards it. 

Brand awareness  

According to Aaker , brand awareness is the "ability of a potential customer to recognise or recall that a brand is a member of a certain product category" and the advantages it offers. It is the consumer's capacity to recognise and recall a brand in buy and consumption scenarios, claims Keller (2003).  Since it comes before all other elements in the process, brand awareness is a crucial component of the brand communications process. According to Rossiter and , brand awareness is a prerequisite for the development of brand attitudes and the desire to purchase.  Brand awareness occurs as the first step when a consumer enters the process of alternative evaluation since it generates a collection of brands to consider.
Brand familiarity is increased by regular use, which results in brand awareness. According to Keller  this means that the more a consumer "experiences" a brand through seeing, hearing, or thinking about it, the more probable it is that the brand will strongly register in memory.


Brand image 

The ability of a brand to influence a consumer's choice is one of its most significant effects.  Every day, as consumers, we are forced to make a number of purchasing decisions while also considering a wide range of items and marketing messages. Due to this, the majority of consumers use heuristics to guide their decisions and typically select a brand that has a history of providing good results .  Heuristics are founded on experience in addition to additional cognitive and perceptual elements. Consumers pick up on and assess the numerous signals a brand sends out through perception, and they create brand associations that are related to those signals.
An image is created by adding together all of the signals that the brand has released.  A set of associations that come from such a framework make up a brand's image. ( Keller,  Kevin  Lane.  2001. ) 
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Brand response 

The term "brand response" describes how consumers respond to a brand, its advertising, and its goods or services. It gauges the success of a brand's marketing initiatives as well as its overall brand equity. When consumers have a favourable opinion of a brand, they are more inclined to buy from or promote it to others. This is known as a positive brand response. This can be accomplished via a variety of marketing strategies, including social media marketing, content marketing, experiential marketing, and advertising.

Customer loyalty, repeat business, and favourable reviews are all examples of how Samsung is experiencing a positive brand response. Samsung has a sizable fan base of brand-loyal customers, and many of them still buy Samsung products in a variety of areas. Customers like Samsung's emphasis on innovation and cutting-edge technology, which has contributed to the development of a favourable brand reputation.

Samsung brand response that is unfavourable can be the result of a number  of factors, including product recalls, client complaints, and poor reviews. For instance, in 2016 Samsung had to recall some of its Galaxy Note 7 smartphones because of a battery problem that led to the devices overheating and igniting. Customer trust decreased as a result, and the brand received bad press. Similar to bad ratings

 Brand relationships/Brand loyalty 

One essential component of brand equity is loyalty. According to Aaker  brand loyalty is the attachment a customer has to a certain brand. Several levels of loyalty are described by Grembler and Brown (1996). Behavioural loyalty is related to consumer behaviour in the marketplace, which can be represented by the volume of repeat purchases or a commitment to continue using the brand as a first option (Keller, 1998). (Oliver 1997, 1999). When a consumer needs to make a decision on a purchase, the brand that comes to mind first in their mind is the one they choose. This is known as cognitive loyalty. The highest level of awareness (top-of-mind), where the brand is also the subject of interest in a certain category, is directly linked to cognitive loyalty . ( Winters, L.C. (1991) Brand Equity Measures)
Winters, L.C. (1991) Brand Equity Measures: Some Recent Advances. Marketing Research  3: 70-73. 
Yoo, B. and Donthu N.( 2001) Developing and validating a multidimensional consumer-based brand 
equity scale. Journal of Business Research 52(1): 1-14.
Winters, L.C. (1991) Brand Equity Measures: Some Recent Advances. Marketing Research  3: 70-73. 
Yoo, B. and Donthu N.( 2001) Developing and validating a multidimensional consumer-based brand 
equity scale. Journal of Business Research 52(1): 1-14.
Winters, L.C. (1991) Brand Equity Measures: Some Recent Advances. Marketing Research  3: 70-73. 
Yoo, B. and Donthu N.( 2001) Developing and validating a multidimensional consumer-based brand 
equity scale. Journal of Business Research 52(1): 1-14.

Advantages and disadvantages of keller’s brand equity model 

Advantages 
 Sustainable customer loyalty
This benefit of brand equity is by far its greatest one. Every company wants a core of loyal clients. There are many justifications for that. For instance, loyal customers spread good word of mouth about your brand, increasing its worth and equity.
Lesser cost on customer retention 
a continuing procedure to keep a brand strong. When you design mass marketing efforts, it's one of the main points of emphasis. While reading about the benefits and drawbacks of brand equity, keep in mind that it's what makes your company unique.

Better profit margin
Profits are what drive enterprises. Their ultimate objective is to continuously provide improved customer service, there would be no business today without profits. Thus, if business has a strong brand in the market,

Higher customer lifetime value
 here can earn a greater and longer client lifetime value if your brand equity is more robust, steady, and successful in the competitive market. Your brand and its products enjoy greater client trust because to its prominence.

Dis-advantages of keller’s brand equity model
. Weak customer loyalty 
. High customer retention 
. Lower margins achieved 
. High branding investment cost 

                                                    Customer journey 
Definition
The series of interactions a client has with your brand, products, and/or services is referred to as the customer journey. Both direct encounters, like calling customer service, and indirect ones, like learning about a company at an event, are covered in the discussion. A depiction of the various interactions a specific consumer has with your brand and marketing touchpoints is what is known as the customer journey. Every consumer utilises your website, customer care line, and other brand channels in a distinctive way. By keeping track of how each one uses these channels, marketers can modify their marketing strategies to match the needs of every single customer. ( Rawson, A., Duncan, E., & Jones, C. (2013).) 

Stages in customer journey 

Awareness 
Knowing who your target audience is and being able to interact with them on the right channel at the right time are essential for increasing customer awareness. Research is essential to optimising this. Analytics, social media marketing, and customer surveys are all possibilities. 
Analytics platform development has been very amazing. These platforms can offer a lot of information, such as the following:

. Location
. Age Gender
. Device selection
. Dwell period,
. conversion rate. 

The use of advertising is a crucial additional strategy for raising awareness. Businesses can choose from a wide range of advertising options, including pay-per-click (PPC), Google Ads, search engine marketing, and social media marketing, to name a few. These advertising methods have the benefits of being incredibly targeted and adaptable to almost any budget.

Consideration

After discovering they have a need that needs to be met, the customer actively considers whether or not to buy the commodity or service being offered.
Customers are becoming less and less trusting of corporate marketing and advertising messaging . instead, they trust the opinion and counsel of their peers, especially those of their family and friends, when making purchases. This strategy of keeping business in mind throughout a customers purchasing process is gaining popularity. Reviews, FAQs, blog posts, and product.

[image: In article image showing the five stages of the customer buying journey: awareness, consideration, purchase, retention and advocacy.]


Purchase 

 This stage is also known as the deciding phase. The customer has finished weighing all of his or her options, compared your company to the competition, and is prepared to buy. It's a good idea to be as honest and straightforward about rates as you can right now. The need for an account to complete a transaction and an overly complicated checkout process are two other significant variables that can boost cart abandonment.

Retention 

After making a purchase, customers want it to be as easy as possible to get in touch with your business if they need assistance or direction. Avoid hiding the company phone number on the website merely because it suits your purposes better; instead, make sure that it is easy to find after a transaction.
You'll have all the bases covered if you offer and promote cross-platform digital, social media, telephone, and in-person engagement. Your front-line staff's decision-making speed is also beneficial.

Advocacy 

Advocacy strategies must include proactive ways to address criticism and ways to showcase achievements. Are you quick enough to respond to a customer, correctly assess the situation, and satisfactorily resolve their issue if a negative review gains traction on social media. Additionally, it's critical to keep a close eye on a company's social media accounts because it's increasingly common for customers to air their complaints there.  Reflection on service design, Wechsler, J. [2012]. 

                                       Customer touch points 

Definition 
All instances where a customer interacts with your brand are referred to as customer touchpoints. Customers may stumble across your business online or in an advertisement, read reviews and ratings, visit your website, make purchases in person, or contact your customer service, for example.
Any time a customer or prospective customer interacts with your brand, whether it's before, during, or after they make a purchase from you, that interaction is referred to as a touchpoint.

Touch points before purchase/pre purchase 

Social media 
 The new retail paradigm is a logical outgrowth of social networks. Users can upload data, comments, messages, and photographs on digital, community-based websites. Like facebook Instagram etc.
Retailers can actually expedite the buying process and enhance customer service by utilising the data that consumers put on the social media pages of their favourite products.

 Online advertisement 
 online advertisement is a banner advertisement advertisement is done by the famous personality like sports players, movie actors through bill- boards 
Various online advertising formats, including display ads, search ads, social media ads, and video ads, may be used by Samsung. On websites and mobile apps, display ads are visual advertisements. Samsung can promote its items and increase traffic to its website or online store by using display adverts.



Company events 

customers get interacted in company events where company makes the customer to know about their product.
Product demonstrations
 Samsung may use product demonstrations to highlight their most recent goods and innovations. Attendees will be able to interact directly with Samsung goods and experience firsthand their features and capabilities.

Keynote speeches 
At their events, Samsung may have executives or other important individuals give keynote speeches. These presentations can cover a range of subjects, including business strategy, the introduction of new products, and technological developments.

Exhibits and booths
Samsung may erect exhibits and booths at their events to highlight their goods and innovations. Attendees may get the chance to talk with Samsung staff, learn more about the products, and ask questions as a result.

Peer referals 
 In order to encourage current customers to recommend their friends and family to buy Samsung products, Samsung may offer referral programmes. Discounts, points for rewards, or other forms of encouragement can do this.

Touch points during purchase/purchase 

Conversation with company representatives ; On its website, Samsung also has a live chat feature that enables users to communicate with a representative in real time. This could be a practical way to acquire support with ordering, issues.
Consultations in-person: Customers can visit a Samsung retail location to talk with a salesperson in person. These people can demonstrate products, respond to.

Product review 
 Customers can also post reviews of Samsung products on independent review websites like Amazon, flipkart  Best Buy, or CNET. When potential customers are exploring things online, positive reviews can be a forceful endorsement. .  (Colle, H. A. and Hiszem, K. J. 2004.)


Website 
Samsung's products have thorough product pages on their website that include specifications, features, pricing, and client feedback. Before making a purchase, customers may research each product thoroughly, watch pictures and videos, and form an informed opinion.

point of sale 
 Samsung might utilise striking product displays to highlight its goods in a store. These displays may include details on the characteristics, advantages, and cost of the product.

Experience at the register
Samsung may also use the register as a touch point. This covers the payment procedure, the packaging, and any advertising or bonus items that came with the transaction.Samsung may provide incentives or loyalty programmes to customers who make purchases at the store. These initiatives can encourage repeat business and foster client loyalty.





Touch points after purchase/post purchase 

Emails 
 Newsletter Samsung may regularly send their subscribers a newsletter with information about new goods, promotions, and business news. Promotional offers: Samsung may send its consumers promotional emails with exclusive offers and price cuts on its items.
Samsung may use email to notify customers of the debut of new products and to give information on their features and costs .email can be used by Samsung as a point of contact for customer support questions, allowing customers to ask the company questions about its goods or services.
 

Product feedback survey 
 Surveys and feedback requests: In order to better their products and services and the customer experience, Samsung may email surveys or feedback requests to their customers.  (Colle, H. A. and Hiszem, K. J. 2004.)


                                                    TYPICAL CUSTOMER MAP 
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	Customer journey map
	Awareness
	discover
	Purchase               
	use
	Bond

	Company Website


	
	 Mobile cost comparision and availablity  Mobile cost comparision and avilabality

	
	Data usage and additional servicesReviewing of data usage and additional servicies


	

	
Mobile store




	
	Demo pones at storeDemo product in store 

	Purchase of new phone and contractPurchase of new phone and contract

	
	

	Call center


	
	
	
	
	

	Social media
Facebook

	
	
	
	
	

	Web forums


	
	Opinion and review  Openion and review

	
	
	

	Word of mouth

	
	
	
	
	Advantages of phone Advantages of phone 


	Email 

	Receive email of available upgrades Receive email of available upgrades

	
	
	Existing customer with mobile operator

	

	Post 


	
	
	
	
	Existing customer with mobile operator


                                                Customer journey map                        

Bitner, M. J., Zeithaml, V. A., & Gremler, D. D. (2010). Technology’s impact on the gaps 
model of service quality. 
Bitner, M. J., Zeithaml, V. A., & Gremler, D. D. (2010). Technology’s impact on the gaps 
model of service quality
Wechsler, J. (2012). Reflections on Service Design, Frameworks, and the Service 
Organization. Design Management Review, 23(2), 58-64. 
                                            	
Strengths in customer journey map :

Website 
 Websites are effective tools that Samsung may use to enhance the consumer experience. In order to give customers a seamless and interesting experience that promotes loyalty and repeat business, Samsung can provide information, make purchases easier, provide help, enable customisation, and gather data.

Show room
Samsung may be able to enhance the consumer experience with the help of showroom. Samsung can provide customers with a seamless and engaging experience that fosters loyalty and repeat business by presenting a physical encounter, personalising an experience, raising brand awareness, providing support, and gathering feedback.

Social media
 In Samsung's customer journey, social media can play a significant role. Samsung can provide a satisfying and engaging customer experience that promotes loyalty and repeat business by raising brand awareness, offering customer support, fostering engagement, providing product information, and gathering feedback.

Word of mouth
Word of mouth may help Samsung create a great and engaging customer experience that promotes loyalty and repeat business by establishing trust, broadening reach, fostering loyalty, obtaining insightful feedback, and enhancing reputation.

Email
For Samsung, email may play a significant role in the customer experience. Samsung can give customers a satisfying and engaging experience that promotes loyalty and repeat business by offering personalised communication, developing relationships, boosting sales, offering customer assistance, and gathering feedback.


Weakness in customer journey map

Purchase 
 After launching a product the availability of that product is less , lack of new products or existing product available in every show room.
Customer service issue
Samsung can have trouble offering efficient customer assistance and service. Customer dissatisfaction and a detrimental effect on the customer journey may result from this.
Unreliable customer service
 Samsung may have trouble delivering a reliable customer service across all touchpoints. Customers who may have various expectations depending on their contacts with Samsung may become confused or frustrated as a result.

                               Total engagement model 

Definition 
 In order to get insights into the customer experience, a comprehensive engagement model often assembles data from many sources, including sales statistics, social media analytics, and customer feedback. Following the analysis of this data, plans are developed to boost consumer engagement and loyalty and to pinpoint areas that require improvement.

Organisations that use a comprehensive engagement model can improve the coherence and consistency of the customer experience across all touch points, which will boost customer satisfaction and loyalty and, in turn, boost sales and business expansion. ( BlessingWhite 2008), “The state of employee engagement) 


                                                          Total engagement model

[image: The total engagement model ]
Source : Frank Alpert


Customer data collection
 To better understand the customer experience, Samsung gathers data on its customers from a variety of sources, including sales information, social media analytics, and customer feedback.Samsung maps the customer journey to pinpoint the touch points and exchanges where consumers interact with the brand. This makes it easier to spot areas where the client experience can be improved.

Customer feedback
 In order to better understand its customers' needs and preferences, Samsung actively seeks feedback from them through surveys, reviews, and social media platforms.

Personalization
 Samsung leverages consumer data to make every touchpoint with the client more tailored, such as by making offers and recommendations that are specifically tailored to the customer.

Consistency
 To offer a seamless customer experience, Samsung aims for consistency at all points of contact. Consistent branding, messaging, and customer service are part of this across all platforms. Samsung has an omnichannel approach to customer service, which involves interacting with clients in a variety of ways, such as online, in-person, over the phone, and on social media.

Customer support 
it is  offered to customers by Samsung through a variety of channels, including live chat, phone, and email. Samsung places a high priority on delivering excellent customer care.
Samsung can offer a more individualised, dependable, and satisfying customer experience across all touch points by employing a comprehensive engagement strategy. Increased customer satisfaction and loyalty can result in higher levels of revenue and growth in the long run. (Hewitt Associates (2004),”employee engagement at double digit growth companies”)
 
Recommendations 
Customer support and service should be given top priority by Samsung, and it should make sure that customers can easily get assistance when they need it. A variety of methods, such as online chat, phone help, and in-store assistance, can be used to accomplish this. Samsung should also investigate cutting-edge technologies like augmented and virtual reality in order to improve consumer experience and produce more immersive experiences. This can involve interactive activities like augmented reality product visualisation and virtual product demos.
 A]   Samsung might implement chatbots on its website and social media platforms to offer clients      round-the-clock guidance and support.
B] in-car  entertainment system : Samsung may go at joint ventures with automakers to incorporate its entertainment systems inside cars, giving users a seamless experience.

Conclusion 

This report conclude that ,the marketing strategies used by the Samsung company is very effective the strategies used is fully customer In order to give customers a consistent and cohesive brand experience, Samsung has effectively established an integrated marketing communications strategy that makes use of a variety of touch points.  Samsung has been able to engage with customers throughout the customer journey and develop brand equity through contact points like events, product releases, peer recommendations, customer assistance, and email marketing.
Samsung has gathered consumer information from many sources using the complete engagement model to get insights into the customer experience and then used this information to personalise the customer experience across all touch points. In order to give customers a consistent brand experience across all contact points, Samsung has likewise prioritised consistency and adopted an omnichannel strategy.


Hewitt Associates (2004), “Employee engagement at double-
digit growth companies”, available at: www.hewittassociates.
com/_MetaBasicCMAssetCache_/Assets/Articles/DDG
Engagementfull.pdf (accessed 15 December 2008)
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