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Since its founding in 1938, Samsung has been a worldwide technological corporation that has significantly affected several sectors. Samsung, founded by Lee Byung-chul in South Korea, began as a tiny trade firm and became a global leader in consumer electronics, mobile devices, and other cutting-edge technology. In addition, Samsung has made substantial investments in research and development (R&D) to enhance innovation and technology. With over $22 billion in R&D expenditures in 2021, Samsung placed second among the world's largest R&D spenders. This investment in R&D allows Samsung to create new features, enhance product performance, and remain competitive (Britannica, n.d.).
To remain competitive in a continually expanding market, Samsung has undergone significant adjustments during the last six years. The company's strategy to move into the mid-tier smartphone market is a notable development. Samsung created the Galaxy A and M series in response to the rising demand for reasonably priced, superior-quality smartphones. Samsung has achieved remarkable success as a consequence of this shift in approach (Naresh, 2022). According to the market research firm Canalys, Samsung's mid-range smartphones were instrumental in increasing the company's total smartphone sales. In the third quarter of 2022, Samsung delivered a great 78.9 million smartphones worldwide, surpassing its rivals and achieving a 19.3 percent market share (Greengart, 2020).
Samsung's emphasis on the mid-range category might be linked to shifting customer tastes and market circumstances. Despite the continued popularity of high-end smartphones, there has been a discernible movement toward handsets with lower price tags. This trend is more pronounced in developing economies, where cost is essential in buying choices. By increasing its offers in the mid-range area, Samsung hoped to grab a more significant market share and appeal to value-oriented, budget-conscious customers (Arjun Kharpal, 2018).
[bookmark: _Toc134200519]Change Management Models
Two change management models, Lewin's Change Management Model and the notion of planned and emergent change, may be used to study the change made by Samsung in changing its attention to the mid-range smartphone category.
The change stated in the preceding answer, which featured Samsung's push into the mid-range smartphone category, may be seen as a comprehensive change initiative. It necessitated a strategic shift in Samsung's product offerings, targeting a new market group and perhaps necessitating considerable changes across many organizational departments, including product development, marketing, and distribution (Hussain et al., 2018). This development significantly influenced Samsung's entire business strategy and required a complete approach to properly adopt and integrate the mid-range smartphone sector into the company's operations. The Lewin change management model is applied for large-scale change programs.
[bookmark: _Toc134200520]Lewin's Change Management Model
Lewin's Change Management Model may be applied successfully when analyzing the expansive change program undertaken by Samsung throughout its transition into the mid-tier smartphone market. This model's first step, thawing, entails building awareness and a feeling of urgency among workers and stakeholders around the need for change. In this instance, Samsung would share market research, competition analysis, and consumer insights to emphasize the rising demand for mid-range smartphones and the necessity to conquer this market segment. This phase is essential for aligning key stakeholders and building support for the change (Cummings, Bridgman and Brown, 2015).
Moving on to the changing phase, Samsung would implement the intended adjustments in a methodical and regulated way. At this point, Samsung would design a thorough strategy to transfer its product portfolio and attention to the mid-range category, where strategic planning would play a crucial role. This would entail defining defined objectives, identifying target audiences, and creating a product development and marketing roadmap plan. Samsung's research and development teams would create and manufacture mid-range handsets that suit consumer expectations and desires. To entice clients in the mid-range sector, they would provide new features, enhance performance, and offer competitive prices (Tang, 2019).
In addition to product development, Samsung would adopt a specific marketing and positioning strategy to convey the value and advantages of its mid-range handsets to the designated target audiences. This would comprise customized advertising campaigns, positioning tactics, and channel relationships. The marketing teams of Samsung would perform market research and collect customer insights to understand the demands and preferences of the mid-range smartphone sector, allowing them to build marketing activities appropriately (Worley and Mohrman, 2014). Samsung will also rearrange its supply chain and distribution networks to meet the massive transformation initiative. This would include building agreements with suppliers, improving logistics, and assuring enough supply of mid-range smartphones in target areas. By optimizing its supply chain processes, Samsung could satisfy the demand for its new product offers and expedite customer delivery (Harrison et al., 2021).
In the refreezing stage, Samsung would concentrate on cementing and incorporating the changes into the company culture and procedures. This would include delivering training programs to workers to develop the skills and talents necessary for the mid-range smartphone market. Samsung will also realign its performance management systems and incentives to meet the new strategic orientation (Cone and Unni, 2020). Clear communication routes would be built to keep staff abreast of the progress of the change program, and frequent feedback mechanisms would be put in place to collect thoughts and resolve issues. Samsung would integrate its performance management methods and rewards with the new strategic orientation. This would include updating key performance indicators (KPIs) to reflect the goals of the mid-market sector and rewarding workers based on their contributions to the change program's success. To keep staff apprised of the status of the reform effort, Samsung will build transparent lines of communication. Regular feedback methods would be created to gain insights, resolve problems, and make required improvements depending on the information gathered (Harrison et al., 2021).
[bookmark: _Toc134200521]Planned and Emergent Change
Planned and emergent change elements may be detected in the context of Samsung's transition into the mid-range market segment. Planned change refers to the deliberate and planned steps an organization takes to execute a particular transformation. In this instance, Samsung saw the market need for mid-range smartphones and proactively planned and introduced the Galaxy A and M series. Market research and a strategic goal to gain a greater market share prompted the change (Liebhart and Garcia, 2010).
However, emergent change elements are also evident. Emergent change refers to unanticipated or unplanned modifications that result from external or internal forces. During the execution of its mid-range plan, Samsung may have found unforeseen obstacles or possibilities. For example, if market feedback revealed the need for more features or price modifications, Samsung may have modified its product selection or marketing strategy in reaction to new information. In a dynamic corporate environment, these emergent shifts enable firms to stay adaptable and flexible (Samsung, 2021).
Samsung's transition towards the mid-range smartphone category corresponds with Lewin's Change Management Model by recognizing the need for change, implementing the shift, and consolidating the new market segment inside the business. In addition, the change exhibits elements of both planned and emergent change, demonstrating a combination of deliberate strategic decisions and responsiveness to market dynamics. This strategy enables Samsung to manage the ever-changing smartphone industry and maintain its competitive edge (Times of India, 2019).
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The shift towards the mid-range smartphone segment in Samsung was driven by various factors, which can be analyzed using the PESTLE framework. 
Political Factors
Government policies and regulations substantially influence the business climate. Political concerns like trade agreements and the preservation of intellectual property rights may have influenced Samsung's choice to concentrate on the mid-range market segment. For example, advantageous trade arrangements, such as trade agreements between nations, may have eased easier access to target markets for Samsung's mid-range handsets.
Economic Factors
Economic variables influence consumer behavior and market dynamics. Samsung's strategy shift towards the mid-range smartphone category may be linked to economic issues such as the changing spending power of consumers and the rising demand for cheap handsets. According to Statista, the worldwide smartphone industry's sales from mid-range smartphones reached around $116 billion in 2020, highlighting Samsung's market potential (Statista, 2022).
Sociocultural Factors
Sociocultural influences affect consumer tastes and commercial trends. Samsung's plan to target the mid-range category aligns with sociocultural factors such as the increasing popularity of inexpensive smartphones across a broader population. This transition was primarily driven by changing customer attitudes and desires for value-oriented electronics. According to a study by Counterpoint Research, mid-range smartphones accounted for 45 percent of worldwide smartphone shipments during the third quarter of 2020, emphasizing the importance of this market category (Kelly, 2022).
Technological Factors
Innovations in technology influence industrial landscapes and product capabilities. In the case of Samsung, smartphone technology developments and inexpensive components' availability played a vital role in creating high-quality mid-range smartphones. Samsung's ability to distinguish its mid-range products was bolstered by technological considerations such as the broad use of 5G connection and developments in camera technology. According to Strategy Analytics, worldwide sales of 5G smartphones hit 160 million units in 2020, showing a rising demand for 5G-enabled midrange handsets (Kharpal, 2021).
Environmental Factors
Increasingly, environmental concerns and laws influence corporate choices. Although environmental considerations may not directly impact the move towards the mid-range category, Samsung's emphasis on manufacturing more energy-efficient and environmentally friendly products aligns with the industry-wide trend toward sustainability. By implementing sustainable methods, Samsung may appeal to people concerned about the environment (Kharpal, 2021).
Legal Factors
Business tactics are influenced by legal considerations such as competition laws and consumer protection rules. Legal issues such as compliance with competition laws, protection of intellectual property, and regulatory requirements in target areas would have influenced Samsung's strategy to target the mid-range category. Adhering to these legal issues safeguards Samsung's market position by ensuring that it operates within the legal frameworks of many nations (Mehta, 2023).
[bookmark: _Toc134200523]Resistance Factors to Change
Based on the context of Samsung's shift towards the mid-range smartphone segment, some potential resistance factors that could be identified are:
Employee Resistance
Those satisfied with the current corporate culture and practices may reject the change. They may be apprehensive about prospective job losses, changes in employment positions, and the unpredictability of the company's new direction.
Customer Resistance
Customers used to Samsung's prior offers in the high-end or flagship smartphone market may resist the company's transition to the mid-range category. They may prefer expensive features and be reluctant to embrace mid-range products (Lines et al., 2015).
Supplier Resistance
Suppliers with long-standing relationships with Samsung may resist the change due to concerns about changes in demand or shifts in the company's product requirements. They may need to adjust their operations or product offerings to meet the new requirements.
Market Competition
The competitive landscape in the mid-range smartphone segment may pose a resistance factor. Existing players in the mid-range market and other competitors may intensify competition and make it challenging for Samsung to gain market share and establish a strong foothold (Chen and Ann, 2020).
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Stakeholder mapping may be a beneficial technique for identifying and addressing the above resistance factors in the context of Samsung's transition into the mid-range smartphone category. By identifying the main stakeholders and their degrees of influence and support, Samsung can build focused tactics to address their concerns and increase support for the change.
Employee Resistance
Using stakeholder mapping, Samsung can identify workers who may oppose the change and evaluate their power inside the firm. Engaging these individuals early in the change process through focused communication and participation may aid in addressing their concerns. Creating employee focus groups or forums where employees can express their thoughts, ask questions, and offer feedback, for instance, may assist in reducing resistance. In addition, confidence and support for the change may be bolstered by giving training programs to improve their abilities and competencies in the mid-range category (Balci and Surucu, 2021).
Customer Resistance
The identification of major consumer categories and their attitudes regarding the transition to mid-range cell phones may be aided through stakeholder mapping. Samsung may acquire insight into customers' tastes and problems through market research, surveys, and consumer feedback. Based on this information, Samsung may design focused marketing efforts to educate buyers about the advantages of mid-range smartphones, stressing the value proposition and distinctive features. Offering competitive pricing, appealing warranties, and after-sales assistance may also assist in overcoming consumer resistance and promoting product adoption.
Supplier Resistance
Samsung can discover possible areas of supplier resistance by mapping out important suppliers and their degree of influence. Establishing open lines of communication with suppliers and incorporating them early in the change process may assist in addressing their concerns and gaining cooperation. Samsung can give suppliers information on market trends and future product needs, as well as cooperate with them in collaborative efforts to align their operations with the new direction. This partnership may build connections, boost supplier loyalty, and reduce resistance (Cone and Unni, 2020).
Market Competition
Identifying rivals and their market effect in the mid-range smartphone market is vital. Samsung may design tactics for differentiation by examining competitors' strategies, product offers, and market positioning. This may entail emphasizing distinctive characteristics, investing in research and development to remain technologically competitive, and providing competitive prices. Through the effective mapping of stakeholders, Samsung can also identify potential strategic partners or alliances that can help strengthen its market position and create opportunities for collaboration and innovation (Andrijasevic and Novitz, 2020).
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Figure 1: Stakeholder Map of Samsung (self-created)
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Samsung's strategy transition into the mid-range smartphone market needs strong leadership to drive change and overcome organizational resistance. Transformational leadership and democratic leadership were two kinds of leadership that Samsung executives used throughout this change.
Vice Chairman of Samsung Electronics Jay Y. Lee was a notable leader who embodied transformational leadership during Samsung's transition. Lee was instrumental in establishing the company's vision and motivating staff to accept the change. He articulated a compelling vision of Samsung's future in the mid-range market, highlighting the importance of innovation, customer-centricity, and agility. Lee's transformational leadership style was distinguished by his ability to inspire and encourage individuals to take ownership of the change process. He fostered a culture of innovation and cooperation by constantly engaging with people and promoting their ideas and opinions (Giachetti and Marchi, 2017).
Samsung employed several change-driving methods under the leadership of Lee. For instance, the business made substantial investments in research and development to create mid-range smartphones with new features and designs. This emphasis on innovation allowed Samsung to distinguish its goods on the market and win clients in the mid-range category. Lee promoted a client-centric strategy by conducting extensive market research and collecting consumer feedback. This enabled Samsung to comprehend client preferences and adapt their midrange offers appropriately. Lee effectively pushed the strategy change into the mid-range category by prioritizing innovation, customer-centricity, and staff engagement (Kharpal, 2021).
DJ Koh, the former president and CEO of Samsung's IT and Mobile Communications business, was another leader who demonstrated democratic leadership throughout this change. Koh understood the need to incorporate workers in decision-making and give them the authority to participate in the change process. He valued collaborative decision-making and solicited feedback from workers at all levels of the business. Koh's democratic leadership style established a culture of inclusiveness and cooperation, generating a feeling of ownership among his staff (Yoo and Kim, 2020). Koh's leadership aided in implementing the change by enlisting cross-functional teams from many departments in the planning and execution phases. He promoted cooperation between the R&D department, marketing teams, and sales teams to integrate their efforts and guarantee a smooth transition to the mid-range area. Employees were encouraged to contribute their thoughts, problems, and proposals via avenues of contact that Koh made available. This method not only increased employee participation but also assisted in identifying possible obstacles and possibilities throughout the change process (Tang, 2019).
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During the strategic shift towards the mid-range smartphone segment, Samsung adopted various approaches to change, including the behavioural, cognitive, and humanistic psychology approaches. Each approach provided unique insights and strategies to support the change process, although they also had limitations.
Behavioural Approach
The behavioural approach focuses on changing observable behaviors utilizing reinforcement, incentives, and punishments. In the context of Samsung's change, this approach included the development of incentive and reward programs to motivate staff to embrace the new course. For instance, Samsung may provide performance incentives or recognition programs to staff who contributed to the successful development and marketing of midrange smartphones.
However, a limitation of the behavioural approach is that it focuses exclusively on external incentives and may not address people' underlying attitudes and beliefs. This might result in cosmetic or temporary improvements, with workers returning to their previous behavior once rewards or incentives are eliminated (Higham et al., 2021).
Cognitive Approach
The cognitive approach focuses on the influence of ideas, beliefs, and perceptions on behavior. In the context of Samsung's change, this approach equipped staff with the required expertise and information on the mid-range smartphone category. Training programs, seminars, and instructional materials were used to assist staff in comprehending the reason for the change, the advantages of the mid-term plan, and how it connected with market trends.
Simply providing information may not change deeply ingrained attitudes and beliefs, limiting the cognitive approach. Individuals may have cognitive biases or emotional ties to old methods of doing things, which might prevent them from accepting new ideas. To overcome these constraints, it may be necessary to implement additional measures, such as addressing emotional obstacles and offering continuing support (Martins, Rindova and Greenbaum, 2020).
Humanistic Psychology Approach
Humanistic psychology stresses the significance of personal approach, self-actualization, and intrinsic drive. This approach included empowering workers and fostering a supportive work environment within the framework of Samsung's change. If Samsung fostered autonomy, creativity, and cooperation, employees could contribute their unique skills and abilities to the change process. By adopting the humanistic psychology approach, Samsung intended to instil a feeling of purpose and satisfaction in its workers while linking their personal beliefs and objectives with corporate change. This approach acknowledges people's inherent drive and personal development requirements, which may result in increased commitment and participation throughout the change process (DeRobertis, 2020).
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In conclusion, Samsung's strategy to move into the mid-range smartphone market was a substantial change that needed excellent change management. The firm had to adapt to compete in the very competitive smartphone sector. Therefore, the change was unavoidable. Samsung implemented a variety of change management theories and tactics, including Lewin's change management model, planned and emergent change, stakeholder mapping, and leadership styles, to drive change and overcome resistance.
Samsung's change management methodology was successful in producing the anticipated outcomes. The firm was able to raise its market share in the sector of mid-range smartphones, as well as its profitability and customer happiness. The effectiveness of Samsung's change management process is attributable to strong leadership, stakeholder management, and suitable change management models and methodologies. By establishing a clear vision, communicating effectively with stakeholders, and providing the necessary resources and support, Samsung's leadership played a significant role in driving change. While some change management approaches had limitations, such as the inability of the behavioural approach to account for the complexity of organizational change, Samsung overcame these limitations through careful planning and execution. Focusing on digitization, cultural change, and customer-centricity enabled the organization to traverse the change process effectively. Samsung might evaluate the change program's efficacy using various metrics, such as market share, customer happiness, staff satisfaction, and financial performance. These measurements will assist in establishing whether the change has been effectively executed and if it has produced the expected consequences. In addition, regular monitoring and assessment of the change process would provide continuous improvement and modification, assuring Samsung's continued competitiveness in the constantly evolving smartphone sector.
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Several suggestions may be made for future change efforts in light of the change management method used by Samsung during its strategic transition to the mid-range smartphone category. These guidelines attempt to improve the efficacy and success of change management processes inside the company.
Initially, it is essential to prioritize effective communication during the change process. Transparency and constant communication facilitate understanding, alignment, and commitment among stakeholders. Any possible resistance or misunderstanding may be reduced by ensuring that all workers are informed on the rationale, goals, and status of the change. Utilizing many communication channels, such as town hall meetings, email updates, and team briefings, may assist in distributing information efficiently and promote a common understanding of the change (Chausson et al., 2020).
Secondly, building a culture of constant learning and flexibility is crucial. Change is a continuous process, and businesses must develop a mentality that welcomes it as a constant rather than a one-time occurrence. Encouraging people to continually learn, design, and adapt to new conditions aids in maintaining change momentum and remaining ahead of the competition. The provision of training programs, workshops, and knowledge-sharing platforms can support this culture of continuous learning and enable employees to thrive in a dynamic environment (Chen and Ann, 2020).
In addition, it is essential to regularly analyze and monitor the progress and results of change efforts. Establishing key performance indicators (KPIs) and metrics associated with the change goals enables objective assessment and measurement of achievement. Monitoring KPIs provides rapid detection of deviations or obstacles, permitting proactive interventions and changes. Regular feedback loops, surveys, and evaluations may give vital insights into the change's success and aid in making well-informed choices for future modifications or enhancements (Giachetti and Marchi, 2017).
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