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1. EXECUTIVE SUMMARY
Samsung Electronics Co., Ltd (trading as SAMSUNG) is a public limited company incorporated in the Republic of Korea with subsidiaries worldwide that operate under the brand name of SAMSUNG. The product range consists of consumer electronics, mobile telephones, tablet computers, televisions and domestic appliances.
As of the 31st December 2022 the company’s financial position was that it had a turnover of $226.8 Billion. The company’s marketing budget worldwide was $9.8 Billion.
For the role of the marketing department to be effective, it needs to conduct an analysis of the market place and resources of the company. A Microeconomic analysis concentrates on internal areas that are under the control of the company.  In contrast, a Macroeconomic analysis focuses on the external forces over which the company has less control. 
In order to devise and implement marketing plans, the company uses the ‘4Ps’ of marketing, Products, Price, Promotion and Place. 
Through market segmentation, the company can find the best way to market to customers. The major segments are demographic, psychographic, and behavioural. Once the different segments are evaluated, the company must choose the segments it will target. To evaluate its position in the marketplace it needs to consider the customers, the competitors and the company. Samsung utilises a mixture of positioning strategies.
To implement the company’s marketing strategy, there needs to be a review of the different avenues for marketing such as traditional (television, magazine) or digital marketing such as Facebook, Instagram and YouTube.
Samsung has digital marketing strategy which the department needs to build upon. It maintains a good digital presence with its website and e-commerce. 

Samsung’s marketing strategy has worked well for the company. It has been able to transform its previous image of selling cheap products to a global brand which is renowned for premium products especially in the field of mobile phones. Despite some failures in marketing, it has built up a brand loyalty with customers who trust the company to provide premium products, and this increased its competitive advantage over rivals such as Apple.

2. INTRODUCTION
Samsung Electronics Co., Ltd (trading as SAMSUNG) is a public limited company incorporated in the Republic of Korea and is listed on the Korea Stock exchange. SAMSUNG and its subsidiaries operate four business divisions: DX, DS, SDC and Harman. DX division includes digital TVs, refrigerators, mobile phones and communication systems. DS division includes memory, foundry, and system LSI. SDC includes display panels products. Harman division includes connected car systems, audio and visual products, enterprise automation solutions and connected services. The Company is domiciled in the Republic of Korea and operates worldwide. 
(source www.samsung.com/global)
SAMSUNG comprises of numerous subsidiaries around the world, including the UK, Europe and the USA. The group of subsidiaries operates under the brand name of SAMSUNG. The product range is quite diverse and consists of consumer electronics, mobile telephones, tablet computers, televisions and domestic appliances (to name a small range).  The company is very well recognised as a producer of premium mobile telephones. Since 2009 when it entered the mobile phone market, it has produced numerous smartphones, the latest version being the Galaxy S23 range.
In 2022 it ranked 6th on the Brand Global Value List with a brand value of $107.3 Billion As of the 31st December 2022 the company’s financial position was that it had a turnover of $226.8 Billion. The company’s marketing budget worldwide was $9.8 Billion.

This report will examine the role and activities of the marketing department at SAMSUNG.
3. ROLE OF THE MARKETING DEPARTMENT
The role of the marketing department is to promote the company and particularly, its products or services. The purpose of marketing is to entice new customers to purchase products or to retain old customers.  
In order for there to be effective marketing and strategy, the marketing department needs to take a planned approach and analyse the environment and the capabilities of the company. Following that it must decide upon the marketing action to be taken and implement those decisions. 
There needs to be an analysis of the company’s current situation. This is an examination of the marketing environment, objectives, strategies and activities, to identify key strategic issues, problem areas and opportunities. 
A Microeconomic analysis concentrates on internal areas that are under the control of the company.  In contrast, a Macroeconomic analysis focuses on the external forces over which the company has less control. The results of which will enable a strategy or direction of the marketing plan.
The external environment can be defined as:
Macroenvironment Economic
· inflation, interest rates, unemployment 
· Social/ cultural: age distribution, lifestyle changes, values, attitudes 
· Technological: new product and process technologies, materials 
· Political/ legal: monopoly control, new laws, regulations 
· Ecological: conservation, pollution, energy 
The Market:
· Market: size, growth rates, trends and developments 
· Customers: who are they, their choice criteria, how, when, where do they buy, how do they rate us vis-à-vis competition on product, promotion, price, distribution 
· Market segmentation: how do customers group, what benefits does each group seek.
· Distribution: power changes, channel attractiveness, growth potential, physical distribution methods, decision-makers and influencers 
· Suppliers: who and where they are, their competencies and shortcomings, trends affecting them, future outlook 

Competition 
· Who are the major competitors: actual and potential?
· What are their objectives and strategies? 
· What are their strengths (distinctive competencies) and weaknesses (vulnerability analysis)?
· Market shares and size of competitors
· Profitability analysis
· Entry barriers
(Source - Fahy, J and Jobber, D (2022), Foundations of Marketing, P164)
The external analysis covers the industry, competitors and the market and consists of broad environmental issues that may impinge on the business. These factors are outside of the control of the business but can have an impact on performance.

The Microenvironment factors are: 
Operating results (by product, customer, geographic region) 
· Sales Market share
· Profit margins
· Costs
Strategic issues analysis 
· Marketing objectives
· Market segmentation
· Competitive advantage
· Core competencies
· Positioning
· Portfolio analysis
Marketing operations effectiveness 
· Product
· Price 
· Promotion
· Distribution
· Marketing structures
· Marketing organization
· Marketing training
· Intra-and interdepartmental communication
Marketing systems
· Marketing information system
· Marketing planning system
· Marketing control system
(Source - Fahy, J and Jobber, D (2022), Foundations of Marketing, P165)
An internal analysis permits the performance and activities of a business to be assessed with an assessment of sales, market share, profit margins and costs. The suitability of marketing objectives and segmentation bases could be considered in line with the marketplace. Competitive advantage could be assessed and the positioning of products in the market reviewed. 
[bookmark: _Hlk108028098]4. MARKETING MIX – 4 Ps of MARKETING
[bookmark: _Hlk108028163]There is a wide array of tactics that are available to the marketing department in order to market the company. One set of tactics are referred to as the ‘4Ps’ of marketing, Products, Price, Promotion and Place and they represent the means to devise and implement marketing plans.


I. Products
Product decisions refer to the choices that are made regarding products/ services combinations that an organisation might offer. The decisions about which products to offer can be based upon branding, customer relationships and customer loyalty.
Samsung has a wide range of products that are sold worldwide which are well known and reliable. For example, it is a market leader in mobile telephones along with tablet computers and televisions. In the product range there are, Mobile telephones, laptops, tablets, printers, televisions, Cameras as well as domestic appliances such as Refrigerators, washing machines and cookers.

II. Price
Price refers to all the decisions that are made regarding the different price points that are used for products in the company’s range, as well as decisions regarding the raising or lowering of prices in response to competitor activity and customer demand.
Samsung pricing strategy is to utilise different pricing schemes. When the company releases technology, (e.g a new smartphone like the galaxy S23) it uses a price-skimming tactic. This enables it to make a large profit. When a competitor launches a similar or identical product, (such as Apple launching the iPhone 14) it uses competitive pricing and reduces the price of that specific product (or increases the incentives) to compete and acquire market share and ultimately increase sales. However, this could result in lesser profits.

III. Place
Place is a term that is used to describe where customers can buy a product or service, and particularly the distribution of goods from companies to customers. This aspect of marketing is changing rapidly as more consumers prefer to make purchases online following the Covid-19 pandemic. Samsung sells its products to third party retail stores and resellers; it also maintains some of its own stores in selected cities. As Samsung is such a well-known brand, most electronic retailers need to stock their products. 



IV. Promotion
Promotion describes the ways in which the company will communicate with customers to create awareness of their products. The company will also attempt to engage with and persuade consumers to purchase these products (or services) using variety of promotional options such as adverts or targeted campaigns on a range of media, including the mainstream social media outlets including Facebook, Instagram, YouTube. 
Samsung advertises using a mixture of print (hard copy) and digital advertisements. It takes advantage of social media, Facebook, Instagram and YouTube. There are regular promotions using discounts and incentives along with targeted marketing campaigns.
5. SEGMENTATION, TARGETING & POSITION
I. Market Segmentation 
[bookmark: _Hlk139621344]Market segmentation is where potential markets are divided into smaller segments that can be reached effectively with products and services. There is no single method of segmentation and the company will consider different methods of segmentation, to market to customers. Samsung segmentation consists of the four main methods which are geographic, demographic, psychographic, and behavioural.
Geographic segmentation is dividing the market into different geographical areas. A company may decide to operate in one or several geographical segments. For example, the UK could be one segment and Europe a different segment. 
Demographic segmentation is based on age, life-cycle stage, gender, income, occupation, education, religion, ethnicity, and generation. These segment variables are easier to measure than most other types. Samsung target audience is worldwide with the sale of smartphones and tablets. It splits the geographic segment into regions worldwide and also upon rural/urban density. The segmentation can be seen in greater detail on the table at the bottom.


II. Targeting
Once the different segments are evaluated, the company must decide which it will target. Companies can target undifferentiated marketing (broad), micromarketing (which is very narrow), or differentiated marketing which is focused or concentrated marketing. 
Samsung chooses its target audience from feasibility studies conducted on various segments which identify the audience that is likely to purchase its products and services. For example, for its mobile phones it targets professionals, mobile executives and corporations. The aim being to attract customers but also to retain previous customers. 


III. Positioning

Positioning is “the act of designing the company’s offering so that it occupies a meaningful and distinct position in the target customer’s mind.”  
(Source - Fahy, J and Jobber, D (2022), Foundations of Marketing)

[bookmark: _Hlk139621779]Positioning in the market requires the consideration of three variables, namely the customers, the competitors and the company itself. Samsung is able to target multiple segments at the same time. They do this by providing different products and services that will meet the needs of each target group. The focus being not only on the pricing but the features and functions of the products. The company also offers products that mimic those products of other successful brands. For example, the Galaxy series mobile phones offer features that are like the Apple iPhone.

The segmentation, targeting and Positioning of Samsung are further illustrated in the Table Below
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IV. Criteria for successful segmentation 

To determine whether a company has properly segmented its market, the following five criteria are usually considered. 

1. Effective: the segments identified should consist of customers whose needs are relatively homogeneous within a segment, but significantly different from those in other segments. 

2. Measurable: it must be possible to identify customers in the proposed segment, and to understand their characteristics and behaviour patterns. 

3. Accessible: the company must be able to formulate effective marketing programmes for the segments that it identifies. 

4. Actionable: the company must have the resources to exploit the opportunities identified through the segmentation scheme. 

5. Profitable: most importantly, segments must be large enough to be profitable to serve. 
(Source - Fahy, J and Jobber, D (2022), Foundations of Marketing)
V. Issues in market segmentation 
The issues to be addressed in studying and applying market segmentation falls into the following four areas, suggested by Piercy and Morgan (1993):
1 the methodology of market segmentation;
2 the criteria for testing segments as robust market targets; 
3 the strategic segmentation decision itself; 
4 the implementation of segmentation strategy in the company. 
In segmentation the company needs to identify the customer characteristics with which to segment the market. Then, it needs to consider the techniques to evaluate the segments of the market. 

6. IMPLEMENTATION OF MARKETING 
For implementation, the department will need to review marketing and positioning strategy. Marketing will need to include advertising, and this will be a very important aspect. There needs to be a review of the different avenues for marketing such as traditional (television, magazine) or digital marketing such as websites, e-commerce or social media.

Along with the traditional marketing channels, Samsung has digital marketing strategy which the department needs to build upon. It maintains a good digital presence with its website, e-commerce and social media presence (Facebook, Instagram & YouTube). 

The company will need to measure the performance of its digital marketing and will need to know how effective the online marketing activities are, and the social media presence along with web presence. For digital marketing, this is relatively easy to measure. Website hosting platforms and digital advertisers are able to provide analytical figures to measure performance.

There are three broad sets of considerations. 
1. Activity (input) metrics: show the inputs and investments (e.g. number of content posts, frequency, type of posts; number of search and display ads).
2. Interaction (response) metrics: show how the target audience engages with content and advertising, such as number of fans/ likes/ followers, comments, shares, reach, click-throughs.
3. Performance (outcome) - outcomes of activity, such as leads generated, referrals, conversations.
(Source - Fahy, J and Jobber, D (2022), Foundations of Marketing: Seventh Edition)
Once the company has measured its marketing performance it can then assess whether the strategy is working or if there needs to be adjustments in the marketing mix or the various segments or any other aspect that may need adjusting.

7. CONCLUSION

[bookmark: _Hlk100327048]Samsung marketing strategy has worked well for the company. Over the past decade or more it has been able to transform its previous image of selling cheap products to a global brand which is renowned for premium products. This is especially in the field of mobile phones and consumer electronics. It has built up a brand loyalty with customers who trust the company to provide premium products, and this increased its competitive advantage over rivals such as Apple.
Samsung has a digital marketing strategy that produces excellent results, and it has some of the best social media exposure compared to its immediate rivals. Its Facebook page has the largest number of users in the world (over 160 million users worldwide).
However, it has not been immune to failures. In 2016, Samsung produced some faulty mobiles, Galaxy Note 7, which were prone to exploding and this led to bad publicity which went viral.  In the end, the company had to recall its product and it lost market value with an estimated revenue loss of $5 Billion. In addition, it was embroiled in a legal battle with Apple over patent infringement which did not help with the company’s image.
Overall, Samsungs marketing strategy has developed well, and it has made the company a global company that is trusted and respected with a brand value of $107 Billion. 

8. RECOMMENDATIONS
As the company has a large annual marketing budget, it must be prepared to provide this consistently high level of investment to establish and maintain the position of the company and brand in the marketplace. It should avoid the temptation to cut back on expenditure in the short term, as a response, to downturns in the market, such as the Covid-19 pandemic or the cost-of-living crisis.  Such cutbacks could affect revenues and the brand image.
It is recommended that the marketing department should conduct regular research to understand the changes that are taking place in the market. It should also consider what the rivals in the marketplace are doing to see if any of their marketing strategies could be incorporated into the company’s marketing strategy. When this information has been collected and evaluated, the company can decide whether to reassess its marketing strategy or to formulate a new one.
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