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[bookmark: _Toc92642720]Introduction:

Samsung, (2021) was launched in 1969, and since then has evolved and developed in terms of multifarious products and services through the decades. As a matter of fact, Samsung in Korean means three stars given by the founder of the company – Lee Byung-chull’s who also outlines the vision of the company – ‘to shine like stars’, and the company used the star logos until 1993 (Samsung,2021)(Fig.1). Back in 1970’s Samsung has achieved its first global identification as the company started manufacturing home appliances and swiftly became the leader of white and black televisions (Samsung,2021).

Figure1. Samsung’s first home appliances and its logo until 1993
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Source: Samsung,2021


One decade later, Samsung initiated two research and development centres to assist the company with the technologies, and they have become bases throughout the whole time (Samsung,2021). In 1990, Samsung decided to change its logo and rebrand their identity, so they could leave strong impression within global customers and introduced many firsts innovations to the world as ‘64M DRAM, digital Television, MP3 phone’ and others (Samsung,2021). Moreover, with entering the digital age, the corporation continued to produce competitive goods using constant innovation and advanced technologies, as well as rebranding for last time their logo. 
Their aims are to go further and dive into the broad technology ocean along with building unforgettable experience for customers, bringing more creativity to the humanity with products as the Galaxy phones, home appliances and televisions (Samsung,2021). Their promise is to keep pushing boundaries and create special individualised experiences (Samsung,2021).  Furthermore, the corporation continues investing in future technology as 6G Internet and robotics (Samsung,2021). 

[bookmark: _Toc92642721]Who is Samsung today? 

According to Korea (2021) Samsung is a ‘giant multinational corporation’ that sells products and services to the whole world, ranking on 5th position in terms of customer value, among hundred global Interbrand’s (Fig.2). In fact, Samsung has won vast number of awards over the years. 
Figure.2 Samsung’s Brand Value over the years
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Source: Korea,2021 



[bookmark: _Toc92642722]Definition of Marketing:

To identify the marketing process and mix strategies of Samsung corporation a definition of marketing ought to be given to gain better understanding. 
Large number of persons misunderstood the definition of marketing as merely selling and advertising. However, marketing is not only to sell and advertise, but to attract customers, satisfy their wants and needs, establish strong bond with them, and create value.  As stated by Kotler, et al. (2019) marketing aims to engage with customers and maintain profitable customer relationships. The author continues that ‘marketing is a social and managerial’ system whereby workers and companies achieve their objectives through creating and exchanging value (Kotler, et al.,2019).
[bookmark: _Toc92642723]Main Stages of Marketing Process

The marketing process has five steps for generating and collecting customer value, as the first four steps allow companies to grasp understanding about their customers and the final one is to obtain the desired value having shape of sales, profits, and sustained customer loyalty (Kotler, et al.,2019) (Fig.3).
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Description automatically generated with medium confidence]Figure.3 Marketing Process stages
Source: Kotler, et al.,2019, Principles of Marketing, p.6

[bookmark: _Toc92642724]Stage number one called ‘Understanding the marketplace and customers wants and needs’ is an important part of the process for all businesses and corporations as it serves to recognise needed product or service on the market (Kotler, et al.,2019). One of the foremost points is that marketing strives to serve human wants, needs, demands, hence the companies ought to conduct broad consumer research, examine colossal information, investigate consumer trends, stereotypes, and shopping routines, as they tend to change due to fast growth of technologies. 
Nevertheless, a need to conduct analysis regarding Internal factors of one company and the marketplace has been sought since funds are involved when launching new product or service.  Moreover, this analysis evaluates the organisation’s strengths, weaknesses, opportunities, and threats, driven by different factors from both Micro and Macro business environment. Such will be provided following the structure of this report. 
[bookmark: _Toc92642725]Stage number two is the objectives of the company and undoubtedly the main reason the develop marketing plan with well fit strategies to implement the plan, control it throughout different stages and create value to customers, as well as retention amongst them. Stage number two and three are intercorrelated since objectives ought to be set first and therefore an adequate marketing plan to be adopted. 
[bookmark: _Toc92642726][bookmark: _Hlk91697302]Stage number three is marketing planning, encompasses selecting marketing strategies that are good fit for the company to achieve its comprehensive objectives. Indeed, plan ought to be developed starting with an executive summary that briefly describes overall assessments, aims and recommendations, followed by the main part of the plan, which is the detailed SWOT Analysis of the company, along with its major objectives and the adopted marketing strategy for their realization (Kotler, et al.,2019). 
In addition, a marketing strategy includes variety of other precise strategies which are pursuant to the target markets, the positioning of the brand, the marketing mix and budget. The idea of the plan is to show how the organisation approaches consumers and intends to design value and therefore receive this value in return (Kotler, et al.,2019).  The marketing plan also has an action programme for implementing the chosen strategy with further information regarding expenditure, and lastly but not by importance comes the final part known as controls, used to retrieve the progress of the plan, obtain the levels of marketing investment and if needed implement reformative measures. 
[bookmark: _Toc92642727]Stage number four Is marketing implementation responsible for converting the marketing plan into marketing action in order to achieve the strategic marketing objectives. 
[bookmark: _Toc92642728]Stage number five is the marketing control, which allows companies to assess outcomes of the implemented plan and applies reformative actions to secure the set objectives. This stage has two types of control – Operational control and Strategic control. The first one regulates the performance, checks the annual profits, markets, and channels, and applies action if required, whereas the second one reassures that company’s strategies are well maintained.

[bookmark: _Toc92642729]Samsung’s Internal and External business environment

[bookmark: _Toc92642730]PESTLE Analysis

PESTLE Analysis stands for Political, Economic, Social, Technological, Legal and Environmental analysis of one company, or the country where this company is based. This tool also provides a clear picture of the position of Samsung among other businesses, what could be changed and how rivalry sees it (Hall, 2020). Nevertheless, another massive event has occurred known as COVID-19, which implicated massively many industries and businesses, led to unemployment, and pushed the whole humanity in their homes, as the sickness is respiratory, and it is easy to be transmitted amongst people if they do not have save distance. 
[bookmark: _Toc92642731]Political 

It could be said that many political factors impact the company as political stability of the countries, government regulations towards the industries, and others influence Samsung’s long-term development as well as its revenue (Dudovskiy,2017).
For example, it is known that Samsung Electronics has been a part of a big political scandal during the elections in the beginning of 2000s, whereby the company supported illegally the first female president in their home market – South Korea. This political case scenario threatened the reputation image of Samsung corporation (Shaw,2020). 
As international recognised company, Samsung is obliged to follow existing laws and regulations. In fact, Samsung operates within eighty countries and a chance of terrorist attack is eventual, which in turn puts in danger the whole business. (MBA Skool Team,2019). However, Samsung maintains good relationships with China and India, which provide promising working environment. 
[bookmark: _Toc92642732]Economic

Economic factors are disposable income, development level of the economy of the countries, labour market conditions, taxation and inflation rates, and many others. 
According to Korea (2021), Samsung announced a 20% increase in the total revenue of the company with KRW 63.67 trillion for the second quarter of 2021, which is outlined to be good strengthening in terms of income, even though there have been shortages and COVID-19 related product disruption.
Moreover, Samsung (2021) provides an explanation about their management performance. In fact, the company has sought an increase for components demanded by industrial and automotive sectors (Fig.4). 
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Description automatically generated]Figure 4. Sales Volume of Samsung Electro-Mechanics
Source: Samsung Electro-Mechanics, 2021


[bookmark: _Toc92642733]Social

Samsung Electro-Mechanics, (2021) manages open recruitment established on equal chances for candidates by eliminating discrimination or individual characteristics like education and gender. Samsung is against forced labor and is aware of the human rights in the Constitution as well Labor laws, Human rights, and others (SEM,2021). 
Moreover, the company has established plethora of Maternity Protection programs, childcare support and highly relies on educated people who passed their free training courses. 
[bookmark: _Toc92642734]Technological 

In conformity with SEM (2021) the corporation strives to become creative and innovative leader in technology industry complying with ongoing trends. For example, Samsung provides secure competitiveness in terms of design, packaging, and manufacturing not only of their existing IT devices but responding to the increasing demand of the industry and automotive products. 
[bookmark: _Toc92642735]Legal

SEM (2021) constituted a variety of Acts (‘Graft Act’ of Korea, and ‘Fair Transactions in Subcontracting Act’) and Compliance checks that identifies risks, supervises, and follows for updates and changes in laws. 
Additionally, Samsung operates Code of Conduct programs, which provide information regarding early prevention of eventual risks, strengthening the regulations on illegal support activities, along with tracing management, promotions, and sanctions. (SEM,2021)
[bookmark: _Toc92642736]Environmental

Referring to Samsung (p.56) ‘Samsung Electro-Mechanics’ focuses on environmental issues and compliances with Material Safety Data Sheet (MSDS) legal requirements, outlining efficiently handling in waste management as water and air pollution. In fact, the corporation wants not only to minimize negative environmental impacts, but to enhance the economy of all local production sites from where its raw materials are being delivered (Fig.5).  
Samsung also has ‘Higher Energy Efficiency’ that stipulates corporate partners with different support for energy efficiency through conducted consulting and specialists. Moreover, an alliance with the Korea Energy Agency, endorse energy efficiency development through analysing and identifying ways to minimise and improve energy use. 
 








Figure. 5 Local production sites of Samsung
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Source: Samsung Electro-Mechanics, 2021 














[bookmark: _Toc92642737]SWOT Analysis of Samsung



	Internal
	External

	[bookmark: _Toc92642738]Strengths

Accordingly to MarketLine (2021) Samsung has some powerful strengths. One of them is its presence across the world. In terms of sales, the company generated 32 % from Americans, 18.5% From Europe, 18% from Asia and Africa, 18.5% from China and 14.8% from Korea (MarketLine,2021). 
Second powerful strength of Samsung is that their focus on research and development is strong, which allows the company to grow robust in the market. 

	[bookmark: _Toc92642739]Opportunities

Undoubtedly, Samsung relies on innovation as it continues to introduce new products, technologies, and services in the marketplace.
 Following Samsung’s report for 2021, external specialists have been employed to measure the risks by inspecting transfer price and related taxes with already established Tax Risk Management. (SEM,2021) 

	[bookmark: _Toc92642740]Weaknesses

There is a chance of Personal Information Leakage due to entrusting third party company with such information (SEM,2021)
Damaged brand image due to past legal issues, created by the previous director. 
	[bookmark: _Toc92642741]Threats

MarketLine (2021) has outlined that Samsung faces competitive pressure in terms of mobile selling, as there is an increase for wireless internet connection. 
Certainly, the corporation faces constant threat of foreign exchanges due to its international face. 




[bookmark: _Toc92642742]Porter’s Five forces of Samsung








	[bookmark: _Toc92642743]Bargaining Power of Suppliers
	[bookmark: _Toc92642744]Bargaining power of Buyers
	[bookmark: _Toc92642745]Threats of New Entrants
	[bookmark: _Toc92642746]Threat of Substitutes
	[bookmark: _Toc92642747]Rivalry

	The Bargaining Power of suppliers of Samsung is low due to their numerous distributors around the world. Furthermore, Samsung has created rules that suppliers are obliged to follow and performs regular checks (Henry,2021).
	The Bargaining Power of Buyers is relatively high as Buyers can check a certain product online, and if not satisfied to change their brand with another one.
It is moderately cheap for customers to switch brands (Henry,2021). 
	The Threats of New Entrants is Low as it is difficult to enter the barriers, and Samsung is an example of that. The company entered many markets through step-by-step approach (Henry,2021). 
	The threat of substitutes of Samsung is high due to its several competitors known globally, along with local brands that provide cheaper products and services (Henry,2021). 
	As mentioned by Henry (2021) The electronics company has intense competitive rivalry due to large number of corporations, their financial strength and competition for the same audience. 




[bookmark: _Toc92642748]Are these internal/external factors favourable or unfavourable for Samsung and why? 
Taking into consideration all factors provided by author of this work, both Internal and External factors are in favour of the company, as the company is innovating constantly, leading to development of advanced technologies as artificial intelligence, automotive and robotics. Moreover, Samsung regularly assess its rivalry, and has an increase of its revenue 20% for 2021 with heavily investments in Artificial Intelligence and robotics. 

[bookmark: _Toc92642749]Main objectives for Samsung
Samsung has identified its core objective as devoting its talents and technologies to establish and generate excellent products and services that lead to a better environment and society (Samsung,2021)
[bookmark: _Toc92642750]Segmentation, Targeting and Positioning for Samsung
[bookmark: _Toc92642751]Segmentation: 
[bookmark: _Hlk92204602]As outlined by IvyPanda, (2021) Samsung divides the target market into four groups, as follows: ‘high-income families, hobbyists, young people, and business users’. In fact, the company has invested considerably in the high-income segment, also known as ‘commercial’ who are described as ‘extremely happy and excited from a new device’ (DARBINYAN,2021). 
The young generation is the second target group of Samsung, who are knowledgeable and are curious about new technologies and gadgets. Unarguably, it is true that this group are financially unstable due to lack of income, and most likely to buy affordable devices as small music players for example.   
Third group are business users who purchase electronic items depending on the credibility and capability of certain product to satisfy desired needs (IvyPanda, 2021)
Fourth group segment is called Hobbyists and has very specific needs. This group of people are very sensitive to price and are likely to purchases goods modestly, which created extremely low margins (IvyPanda, 2021). 
[bookmark: _Toc92642752]Target Segment: 
[bookmark: _Hlk92206176][bookmark: _Hlk92534650]Referring to DARBINYAN, (2021) Samsung target segment is high-income customers who are conscious progressive and are intellectual and knowledgeable with certain Lifestyle and values. This segmented group are loyal and do give importance to the quality of products they purchase. Moreover, the Conscious Progressives are keen on discussing widely popular topics connected to issues and facts around the world (DARBINYAN, 2021). 
[bookmark: _Toc92642753]Positioning:  
Samsung utilizes a classic positioning strategy based on competition (DARBINYAN, 2021).  Hence, it ought to constantly innovate and introduce new technologies and gadgets with new features and set of options. One of the examples is Samsung’s lately introduced phone ‘Galaxy Z Flip3’ (Fig.5) 

Figure5. Samsung Galaxy Z Flip3.
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Source: Lowe, M., 2021

[bookmark: _Toc92642754]Marketing Mix strategies for Samsung 

[bookmark: _Toc92642755]Product: 
DARBINYAN, (2021) has stated that Samsung owns rich portfolio of products with promising developments and constant innovations. Moreover, the corporation posses more than 50 production factories based in several locations with further 30 Research and Development hubs and 6 design centres (DARBINYAN, 2021). Indeed, Samsung offers variety of electronics, as mobile phones, tablets, laptops, home appliances, electronic parts, and robotics as it wants to satisfy different wants, needs, income levels, and tastes. 

[bookmark: _Toc92642756]Price: 
[bookmark: _Hlk92549572]According to DARBINYAN, (2021) Samsung utilizes three separate pricing strategies on its goods, which are based on product line pricing, demand, and market changes. Furthermore, the three used strategies are ‘Competitive Pricing, Scheme Pricing and Product Line Pricing’. For instance, Samsung performs in many segments, but its position may vary, therefore the company decides to operate competitive pricing for products that are with good market share.  
Second strategy is Scheme Pricing, and it is used when Samsung introduces new technologies, foremostly smartphones, which allows the company to put high prices, until its rivalry develop and apply similar features and technology. After that, Samsung decrease prices to magnify its market share. 
Third strategy is Product Line Pricing that is used to categorize products into product lines. These lines are known for providing smartphones according to different people, income, preferences and needs, distinguishing affordable electronics from premium ones. 
[bookmark: _Toc92642757]Place: 
As already mentioned, Samsung is widely recognised globally and uses diverse channels to make its items available to many customer levels. Moreover, the company has a country of its establishment, territory, and regional distributors, that can have distributorship rights (DARBINYAN, 2021). Consumers are able to purchase products from the official website of Samsung. 
[bookmark: _Toc92642758]Promotion:
 
Every business ought to choose promotion for its innovated product when it is released in the market and after customers bought the product and provided reviews. The so-called “launch period” is to identify whether to start a promotion campaign and the ‘post-launch period’ is to set the price after demand in period (Ray, Yin, 2019). 
The company applies variety of promotion to attract and engage customers, such as paid television advertisements that are highly entertaining, interesting, and engaging. Other way to promote products is through Social Media platforms, created awareness about related products, partnerships with branded companies as Amazon and Curry’s PC World that offer Samsung’s products, many schemes and offers (DARBINYAN, 2021). Moreover, the company regularly updates its people about the development of the company, as well as sponsorships for promotional purposes (Fig.6). 



Figure.6 Samsung promotion in Amazon
[image: ]Source: Always promo off, 2018

[bookmark: _Toc92642759]Conclusion:
In conclusion must be said that Samsung undoubtedly is one of the leaders in electronic market. Despite the politic issues Samsung has sustained and keeps satisfying its consumers, and continues improving its devices, home appliances and strives to go further in terms of innovation and Artificial Intelligence. Its Research and Development hubs provide thoroughly information regarding consumers, changing demands and innovations. The company also relies on local distributors and offers training programs for its employees. Moreover, Samsung adopted several Acts that identifies risks, and manage programs that strengthen regulations, and many others. Overall, the conglomerate is looking in the future with promising new technologies that are harmless to the environment. 
[bookmark: _Toc92642760]Recommendations 
In fact, Samsung’s competitors also focus on the same “high-income” segment, hence the company may invest in products that are targeting the younger generation segment. Samsung may achieve success by inventing new models that meet the needs of the youths. Moreover, the business user segment would be able to provide to Samsung a huge market should it have used more advanced customer care techniques during the pandemic. For instance, special oxygen masks or devices for those who are fighting with the infection COVID-19. Figure.7 is Ansoff Matrix, which will provide further clarification on how new products will penetrate an existing market and what risks possess each action. 



Figure.7 Ansoff Matrix
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Source: CFI Education Inc.,2021
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