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An essay on marketing issues of Samsung
Due to the birth of the free-market economy, many companies are now operating on a global basis to further increase their revenue. This article has been given constructive insight into the marketing fundamentals of Samsung. Being the world's largest IT-based manufacturer, the company holds the annual revenue of $222 billion which was established in 1938. Currently, Korean originated brand operates in more than 74 countries with more the 219 sales bases around the world. The first part of the essay demonstrates various processes and stages of marketing fundamentals regarding the Samsung Group. The latter part illustrates the reasons behind the strategic fit of Samsung by analysing both the primary and support activities of Samsung. To sum up, the article has evaluated various stakeholders’ group and their impact on the marketing activities of the company.
[bookmark: _Toc38527471]Processes and stages of marketing
The marketing process is a set of chronological steps that help firms to find out consumers' problems, analyse opportunities, and capture the target audience (Kotler et al, 2016). The viewpoint is a combination of five elements. The variables of the marketing process are described in the context of Samsung.
Mission Statement: The objective of Samsung is to devote technology and human resource for developing global society by creating value-added products and services (Mission Statement Academy, 2020). The statement outlines four core values including integrity, key people, excellence, and adaptation.
Situation Analysis: Companies like Samsung need to analyse the current market situation before expanding the existing market. According to Gurel (2017), firms use PESTLE and SWOT framework to analyse the external factors of the macro environments. Being the largest mobile manufacturer in the world, Samsung also revises these frameworks.



Macro environment analysis 
Political Environment: The Brexit issue has caused a great impact on the mobile phone market in the UK because the product price remained the same over the year.  According to Davies (2017), The price of the pound has decreased by 18.5% against the dollar due to the effect of Brexit inflation. Besides, the core rival of Samsung, Apple, has increased up to 25% price on the “UK App Store” (Hern et al, 2017). So, the firm should reconsider before expanding the market in the UK.
Economic Environment: With a nominal GDP of over $3020 Billion, the UK holds the position of 6th largest economy globally (Tradingeconomics.com, 2020). But the country is currently facing a sluggish economy due to the Brexit issue causing a 75% surge in the interest rate. But the Govt has issued “Base Cut” to minimize the inflation rate by 2%. So, the firm should take proper planning before investing. 
Social Environment: Mintel (2016) has stated that consumers are currently shifting towards smartphones which have caused a decrease in the USP of tablets. Besides, recently, the UK market has seen the growth of “Phablets” which are larger smartphones of 5 inches. A journal published by trusted review (2020) shows that both” Samsung Galaxy S20 Ultra” and “Samsung Galaxy Note 10 Plus” holds the position of Best Phablet globally. So, social factors are quite applaudable.
Technological Environment: Tech nation (2020) has reported that people of the UK have seen growth in the cell phone industry as the govt. has contributed over 10.1 Billion Euros in the Technological sectors. As the firm is quite ahead from its rival Apple regarding technological advancement, versatility, and adjustability, the company has a booming future in the UK market.






Marketing Strategy: 
A company should focus on building a customer-friendly marketing strategy. The Segmentation, Targeting, and Positioning (STP) strategy of Samsung is stated below:
Segmentation: Samsung segments consumers base based on consumer characteristics, lifestyle, and productivity. For instance, the firm launches the “A” series targeting the tech-savvy people with the age range of 12-23. But, the “M series” and “Galaxy Notes” are launched targeting the age range of 18-55(Laub et al, 2020).
Targeting: The core consumer segment is the combination of “Conscious Progressives” and “Actualisers”. The Conscious Progressives fall into the age range of 18-30 and are quite techy whereas the Actualisers are determined people within 30-55 who are fond of “One-Stop-Buying” (Perch, D., 2020).
Positioning: The cell phone giant uses three types of positioning method including “Anticipatory”, “Imitative” and “Diverse-segment strategy” (Dudovskiy, 2020). These strategies help the firm to position against the rivals. 

Marketing Mix: The Marketing Mix(4p) of Samsung is bellowed:
Product: Being the 6th largest valuable-brand with a brand value of $66.1 Billion, the company’s products are developed in 6 design centers globally. Besides, over 34 R&D centers are engaged in innovation (Businesskorea, 2020).
Price: For setting the product price, Samsung uses the combination of both “Price Skimming” and “Competitive Pricing”. For instance, the firm has given discounts over $150 to Galaxy S8 and S8 plus as a part of the price skimming strategy (Forbes, 2020).
Place: Companies like Samsung uses “Channel Marketing” to operate a distribution function around the globe. The suppliers of Samsung are categorised into first-tier and second-tier suppliers. The 2nd tier suppliers supply products to the 1st tier suppliers to minimise the risk. Moreover, the 1st tier suppliers are responsible for over 94% of the procurement expense.
Promotion: According to a report published by AdAge (2020), Samsung has bit P&G in the race of promotion with an advertising budget of over 4.4 Trillion Won. Along with advertising and campaign, Samsung applies “KOL Marketing” commonly known as “Influencer Marketing”. For example, in 2018, the company has achieved 2.1 million interactions with a pitch volume of 22.3 million causing 9.15% reach in the engagement rate.
Implementation and Control: The companies governing body maintains the value system by retaining core values. Besides the top decision-making body plans for CSR projects to ensure transparent communication among key people. Moreover, to assess sustainability, the company uses “Six Pilers” of sustainability including “Product Stewardship”, Environmental Commitment”,” Key People”, “Green Technology”,” Investment in R&D” and “Sustainable Supply Chain” (Sustainability Report, 2020.)
[bookmark: _Toc38527472]The role of marketing in creating value for customers.
Value chain analysis is essential for identifying value-added organisational activities and maintaining the strategic fit over competitors (Porter et al, 1985). Porters “value-chain” framework includes two types of activities including primary and support activities. The value-chain analysis of Samsung is described below:
Primary activities:
Inbound Logistics: Along with a supplier base of over 579 global suppliers, the company also holds over 2700 suppliers in multiple industries around the globe (Business Korea. 2020). The majority of the suppliers are mainly in Asia, approximately about 79.4%. Others are based on 14.8% in America, 4.4% in Europe, and other nations.
Operations: Samsung operates over 38 R&D bases in more than 76 countries around the globe. About 90% of products are in-house products (Samsung UK, 2020). The core operations are divided into three categories including “Consumer Electronics”, “Device Solvents” and “IT and Mobile Communications”.
Outbound Logistics: The company operates “Samsung Electronics Logistec” to integrate organisations logistic operations maintaining a competitive logistic system. With a human resource over 540 employees and more than 8000 freelancer employees, the company executes payment collection and dealing with insurance claims through negotiation.
Marketing and Sale: Marketing and sale aim to attract target customers with perceived brand associations. The cell phone giant had over $11.5 Trillion marketing budget with an advertising expense of over $4.4 Trillion which was 13% more than the previous year. The budget surge has helped Samsung to beat P&G and hold the top position of the World’s largest Advertising Brands (Adage.com. 2020).
The firm operates more than 53 sales bases across the world. The company mainly focuses on satisfying consumers' needs by applying emotional level value creation. For instance, Samsung launched the “Do What You Want” campaign, which attracted bold customer segments mainly the “Post-Millennials”.
Service: Samsung develops consumer loyalty by offering “pre-sale” and “post-sale” services. The firm surveys customer satisfaction index regularly to gain higher customer loyalty and retain prevailing consumer satisfaction. To maintain customer services, Samsung maintains a uniform hotline number to provide “Samsung Direct Service” globally (Samsung UK, 2020). Besides, the company also focuses on positive “Word of Mouth” communications to prevent the negative effect of WPM.
Support Activities:
Firms Infrastructure: The cell phone giant, Samsung operates the Samsung Venture Investment Corporation (SVIC). The SVIC’S main objective is to provide financial support to start-up firms in the areas of IT, communications, R&D, semiconductors, biotechnology, and electronics.
Human Resource Management: The company assigns highly skilled employees in IT, management, and R&D sectors. As the key focus of the organisation is creativity and flexibility, the firm invests more in improving training for generating higher research expertise.
Technological Advancement: As a high-tech company, Samsung needs to concentrate on product innovations rapidly. So, the company has established over 34 R&D institutes globally. Samsung R&D sector is categorised into three units including SAIT, R&D team, and divisional development team (Dudovskiy, 2020). Through recycling technology, the company has focused to apply “Go Green technology”.
Procurement: As most of the Samsung products are developed in the “in-house” atmosphere, Samsung uses the “Intra-firm” procurement system. This system helps the company to create a competitive advantage over suppliers through global procurement.
[bookmark: _Toc38527473]Stakeholder Engagement and Impact
The stakeholder analysis regarding Samsung is bellowed:
Customers: As Samsung holds more than 22% of the market share of the smartphone market globally, consumers are considered as one of the crucial stakeholders of Samsung. To maintain product value and safety issues, the firms enforce efficient value and safety measure system which lead to selling about 250 million smartphones globally (Statista, 2020). Besides the company uses Samsung Electronics Newsroom, Young Samsung Community to connect with consumers.
Investors and Shareholders: According to Forbes (2020), due to the Note 7 explosion crisis, the investors of Samsung lost more than 15.9 Trillion Won which caused the fall of about 7% of market share. After this huge loss, the company has taken effective measures by establishing a Governance Committee supervised by BOD. Besides, Samsung also strengthens the transparency of sponsorship operations to protect information sharing. The company also arranges “Analyst Day”, “One-to-One meetings” to energise the shareholder return policy and risk management system.
Employees: For reducing the employee turnover rate, Samsung needs to ensure workplace safety, job security, and an equal pay system. For instance, the firm has started three years of “Inclusion and Diversity Policy” in North America for ensuring equal opportunity. Besides, corporate governance focus on building innovative organisational culture. Samsung LIVE, Newsletters, and Reporting Systems are some of the tools, that help the company to manage the work environment.
Suppliers: According to the Sustainability Report (2020), about 34 % of the supply chain is formed with comprised of key suppliers. To evaluate the key suppliers, the company uses “Annual Supplier Assessment”. Samsung also holds “Tech Fair” to support suppliers about their creative innovations. Moreover, the “Partner Collaboration Day” and annual supplier meetings are arranged by Samsung to foster the relationship with suppliers. 
Local Communities: Along with standardisation in foreign nations, the company also focuses on localisation in the domestic territory. To revitalise the local economy, Samsung assists domestic SMEs by applying for the “Smart Factory Program”. Besides, the giant also concentrates on sustaining the stream ecosystem through operating local community blogs like Suwon and Gwangju sites.
Specialised Institution: Samsung arranges “Business Networking Events” to obtain feedback from both national and global NGO’s. Along with BSR (Business for Social Responsibility), the company has developed human rights policies (Samsungsds.com, 2020). Besides, Samsung has also planned for the “Global e-Sustainable Initiatives” also known as GeSI, to enforce fluent engagement with NGOs.
Government: Samsung always complies with the rules and regulations for fair-trading, equal pay policy, workforce diversity to maintain compliance with authority. Besides, the company also exerts indirect economic influence by operating SME programs along with government agencies. Moreover, the firm also takes part in policy consultation by operating a venture investment strategy to collaborate with governing bodies.


[bookmark: _Toc38527474]Conclusion 
In the endnote, it can be said that a firm cannot be successful in the existing market unless it analyses all the possible factors affecting the market. A firm needs to evaluate on the market situation through analysing the pollical factor, social factor, economic factor and so on. Samsung also fulfilled the requirements by conducting PEST analysis. Then, after analysing the marketing environment, a firm should conduct research on the value creation. Samsung has revised the core factors by analysing the Porter’s value chain framework. Companies like Samsung also needs to justify the key communities though evaluating stakeholder engagement and the impact in marketing field.
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[bookmark: _Toc38527476]Reflective Review
The above project illustrates how a company can evaluate and analyse the marketing fundamentals by using tools and frameworks of marketing viewpoint. 
The demonstration has begun by identifying proper institution and the authority has selected Samsung for me. I have constructed the main body by categorising in three parts. In the 1st section, I have developed the overall marketing process referred by Philip Cotler (2013) which also includes marketing mix framework, PESTLE analysis, and STP strategy of the marketing program. In the 2nd section, I have analysed the value creation process of Samsung by analysing Porter's (1985) value chain model. In the last part, I have revised the stakeholder matrix by analysing both internal and external stakeholders. Furthermore, the moderators have also asked about the communication tools that are used in this project. So, I have selected quite a few tools by analysing secondary sources that can be helpful in the promotion and raising awareness about Samsung.
In my personal opinion, E-mail marketing is a convenient tool used by Samsung. I have chosen e-mail as a communication medium because of its economic and cost-effectiveness. From my educational knowledge, I know that E-mail marketing can reach over mass customers charging nothing for per message. So, the marketing budget of Samsung remains the same as e-communication costs nothing. During my research in communication tools, I have found that over 34% of the people use email globally. Besides, I have found that Samsung has earned over 14 million impressions in only one month by using e-mail marketing.
The second-best communication tool that I recommend is Business Blog. I prefer blogging because it provides a channel of communication exerting huge social influence. I believe business blogs can help Samsung by building relations with consumers through presenting content in both personal and casual way. Besides, I have learned from the article of Dudovskiy (2020), Samsung's main target segment is the Post-Millennials who are largely influenced through blog reviews. So, as a matter of fact, we can say that Samsung can exert positive WOM through posting Bloggs. Besides, from a secondary source, I have learned that posting or advertising in social media goes through privacy issues. Because, those platforms are owned by others, a company can post any detailed content without concerning about privacy concerns. Moreover, blogs can help companies like Samsung to hold a strong customer base. In the concluding note, I would suggest Samsung group to post more content on the company’s blogs.
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