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[bookmark: _Toc129527091]Introduction
The fundamental ideas and concepts that guide the creation and execution of marketing strategies are referred to as marketing fundamentals. Businesses must adhere to these fundamentals in order to establish and uphold a solid brand image, acquire, and retain customers, and boost revenue and sales. Understanding the wants and needs of the target audience is the first step in developing an effective marketing strategy. This entails carrying out market research to ascertain the preferences, habits, and trends of customers. Businesses must develop products and services that satisfy customer needs after identifying those needs. This involves figuring out the advantages, features, and positioning of the product in relation to the competition (Armstrong et al., 2020).
This report will highlight the concept of segmentation alongside its advantages and disadvantages.  the report will also highlight the segmentation, targeting and positioning strategies of a Samsung again, the report will give a description of the current marketing mix strategies being employed at the company.
[bookmark: _Toc129527092]Market segmentation
Market segmentation is the process of dividing a larger market into smaller groups of consumers with similar needs, characteristics, or behaviors. This allows marketers to target their products, services, and marketing efforts more effectively to each group, resulting in more efficient use of resources and higher customer satisfaction. The process of segmentation typically involves several steps: The first step in the segmentation process is to identify the larger market that the company wants to target. Once the target market has been identified, the company conducts research to gather information about the needs, preferences, and behavior of the target consumers (Armstrong et al., 2020).
Based on the research, the company identifies the variables that can be used to segment the market. The company then creates profiles of each segment, which describe the characteristics of the consumers within the segment.  The company evaluates the potential of each segment based on factors such as size, growth potential, profitability, and competition. Once the target segments have been identified, the company develops a marketing mix tailored to the needs and preferences of each segment.  The company implements its marketing mix strategies and monitors the results to determine whether they are effective in reaching and satisfying the target consumers (Kotler and Keller, 2016).
Advantages of market segmentation
Market segmentation allows companies to develop a deeper understanding of the needs, preferences, and behaviors of their customers. This understanding helps companies to create more targeted products and marketing strategies that are tailored to specific customer groups. By focusing on specific customer segments, companies can be more efficient with their marketing resources. They can create marketing campaigns that are specifically designed to target each segment, resulting in higher returns on investment.  Market segmentation also allows companies to differentiate themselves from competitors by creating products and marketing strategies that are tailored to specific customer groups. By meeting the specific needs of customers, companies can create a unique value proposition that sets them apart from competitors (Kotler and Keller, 2016).
Disadvantages of market segmentation
Segmenting a market can be expensive, requiring additional research and marketing resources. Companies need to invest time and money in researching and analysing customer segments to identify their specific needs and preferences. By focusing on specific customer segments, companies may miss out on potential customers outside of those segments, limiting their market size. Developing marketing strategies for multiple segments can be complex and may require additional resources and expertise. Companies need to create different marketing messages and campaigns for each segment, which can be time-consuming and difficult to manage (Armstrong et al., 2020).
[bookmark: _Toc129527093]Samsung’s overview
Samsung is a South Korean multinational conglomerate that operates in a wide range of industries, including electronics, appliances, semiconductors, telecommunications, and more. The company was founded in 1938 by Lee Byung-chul as a small trading company, and has since grown into one of the largest and most successful companies in the world (Samsung, 2021). Samsung is best known for its electronics products, including smartphones, TVs, home appliances, and more. The company has a strong focus on innovation and quality, and invests heavily in research and development to stay ahead of the competition. Samsung is also a major player in the semiconductor industry, producing memory chips and other components for a variety of devices (Samsung, 2021).
[bookmark: _Toc129527094]Segmentation strategies of Samsung:
Samsung's segmentation strategy is based on a combination of demographic, geographic, psychographic, and behavioural factors, allowing the company to target different customer groups based on their specific needs and preferences. Demographic segmentation refers to the division of customers into different groups based on age, gender, income, education level, and other demographic characteristics. Samsung uses this strategy to target specific customer segments, such as students, young professionals, families, and seniors, with products and marketing strategies that cater to their unique needs and preferences (Samsung, 2021). 
For example, Samsung's Galaxy A series targets younger customers who want an affordable smartphone with good features, while the Galaxy S and Note series target high-end customers who value premium design and advanced features. Geographic segmentation refers to the division of customers into different groups based on their location and region. Samsung uses this strategy to target customers in different markets with products and marketing strategies that are tailored to their specific needs and preferences. For example, Samsung offers products specifically designed for emerging markets such as India and China, where affordability is a key consideration for customers (Kim and Ko, 2012).
Psychographic segmentation refers to the division of customers into different groups based on their lifestyle, personality, and values. Samsung uses this strategy to target customers who value innovation and technology with its premium products such as the Galaxy Fold and Galaxy Z Flip, while also offering more affordable smartphones for customers who prioritise practicality and functionality. Behavioural segmentation refers to the division of customers into different groups based on their buying behavior and usage patterns. Samsung uses this strategy to target customers who prioritise energy efficiency with products such as refrigerators and washing machines with advanced energy-saving features. Samsung also targets customers who value convenience and connectivity with its smart home appliances that can be controlled through mobile devices (Kim and Mauborgne, 2015).
[bookmark: _Toc129527095]Targeting strategies of Samsung:
Samsung's targeting strategy is based on a combination of differentiated and concentrated targeting approaches. This means that the company targets multiple customer segments with different products and marketing strategies, while also focusing on specific customer segments with specialised products. For example, in the home appliances segment, Samsung targets customers who value innovative technology and design with its premium product line, while also offering more affordable products to target customers who prioritise affordability. One of the key factors that influence Samsung's targeting strategy is customer needs and preferences. Samsung conducts extensive market research to understand the needs and preferences of its target customers in different regions and product categories. This research helps the company identify specific customer segments and develop products that cater to their unique needs and preferences (Lin and Lin, 2021). 
For example, in the smartphone market, Samsung targets different customer segments with its Galaxy series of smartphones. The Galaxy S and Note series target customers who value premium design and advanced features, while the Galaxy A series targets customers who prioritise affordability without sacrificing basic features. Additionally, Samsung's B2B products such as its Knox security platform and DeX desktop experience cater to business customers who require specialised features for their work. Samsung's targeting strategy is also influenced by regional differences in customer needs and preferences. For example, Samsung offers products specifically designed for emerging markets such as India and China, where affordability is a key consideration for customers. Samsung's affordable Galaxy M series smartphones and budget-friendly home appliances cater to customers in these markets (Kim and Ko, 2012).
[bookmark: _Toc129527096]Positioning strategies of Samsung
Samsung uses a number of positioning strategies to differentiate itself from its competitors and create a unique brand image. Samsung is known for its focus on innovation, and the company has made significant investments in research and development to create products that offer advanced features and capabilities. For example, the company's smartphones are known for their high-quality cameras, large screens, and innovative software features like Bixby, Samsung's virtual assistant. Additionally, Samsung's TVs are known for their advanced display technology, such as QLED and MicroLED, which offer superior colour and contrast compared to traditional LCD displays.  Samsung places a strong emphasis on quality and reliability in its products, with a focus on ensuring that products are built to last and offer a high level of performance. The company uses rigorous testing and quality control processes to ensure that products meet its high standards, and uses premium materials and components to create products that are durable and reliable. For example, Samsung's home appliances are known for their build quality and long-lasting performance, while the company's smartphones are built using premium materials like glass and metal (Kotler and Armstrong, 2021).
Samsung places a strong emphasis on customer service and support, with a focus on ensuring that customers are satisfied with their products and have access to support when they need it. The company offers a variety of support options, including online and phone support, as well as in-person support at its retail stores. Additionally, Samsung offers a variety of warranties and service plans to help customers protect their products and ensure that they continue to function properly.
[bookmark: _Toc129527097]The 7Ps marketing mix strategies of Samsung
In order to maintain its competitive edge, Samsung uses a mix of marketing strategies to reach its target audience and promote its products. The following is a 7Ps marketing strategy that Samsung has adopted currently. 
Product: Samsung's product strategy is centered around innovation and meeting the needs of its target customers. For example, the Galaxy S21 series offers advanced features such as 5G connectivity and improved cameras to appeal to the premium market segment. By constantly innovating and improving its products, Samsung can differentiate itself from competitors and maintain its position as a leading technology brand (Samsung Newsroom, 2022).
Price: Samsung's pricing strategy is designed to balance affordability with maintaining its reputation as a premium brand. For example, the company's budget smartphones, such as the Galaxy A series, offer a combination of features and affordability that is attractive to price-sensitive customers. At the same time, Samsung uses a skimming pricing strategy for its high-end products, such as the Galaxy Z Fold 3, which is priced at a premium to reflect its innovative design and unique features (Samsung Newsroom, 2022).
Promotion: Samsung's promotion strategy is focused on highlighting the benefits of its products, such as their innovative features and design. For example, the company's advertising campaigns often showcase the camera capabilities of its smartphones or the fitness tracking features of its smartwatches. Samsung also uses social media and influencer partnerships to increase its brand visibility and reach new audiences (Samsung, 2021).
Place: Samsung's distribution strategy is designed to reach customers through a variety of channels, both online and offline. The company has its own retail stores in some markets, such as the US and South Korea, which offer customers a hands-on experience with its products. In addition, Samsung sells its products through online channels and partnerships with other retailers, such as Amazon and Best Buy (Samsung, 2021).
People: Samsung's people strategy focuses on investing in employee training and development to ensure that its employees have the knowledge and skills required to deliver high-quality customer service. This can include training on product features, as well as soft skills such as communication and problem-solving. By investing in its employees, Samsung can provide a positive customer experience and build long-term relationships with its customers (Samsung, 2021).
Process: Samsung's manufacturing and distribution processes are designed to be efficient and reliable, which helps ensure that customers receive their products in a timely manner. For example, the company uses automated manufacturing techniques to produce its products quickly and accurately, while its global distribution network helps ensure that products are delivered to customers around the world (Lee and Kim, 2019).
Physical evidence: Samsung's physical evidence includes the design of its products, packaging, and branding. For example, the company's products are designed to be visually appealing and innovative, with features that set them apart from competitors. Samsung's packaging is also designed to be eco-friendly, which can appeal to environmentally-conscious customers. Additionally, Samsung's brand identity is recognisable around the world, with its distinctive logo and tagline helping to build brand awareness and recognition (Samsung Newsroom, 2022).
[bookmark: _Toc129527098]Conclusion
By focusing on specific customer segments, companies can be more efficient with their marketing resources. This allows marketers to target their products, services, and marketing efforts more effectively to each group, resulting in more efficient use of resources and higher customer satisfaction. Samsung is a leading player in the electronics industry, with a strong focus on innovation and quality. The company uses a combination of demographic and psychographic segmentation to identify target customers, and positions itself as a leader in the industry through its innovative products and cutting-edge technology. Samsung's marketing mix strategies emphasize product quality, premium pricing, and strong customer support, all of which help the company maintain its competitive edge in the market.
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