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summary
The aim of this thesis is to analyse Samsung's market position and competitors, Samsung's competitive advantages, adopted Porter's generic strategy, diversification and innovation strategy and globalisation marketing strategy, to evaluate the strategies adopted by Samsung and to assess the effectiveness of its strategy implementation. The comprehensive analysis of Samsung's market positioning, competitive advantages, strategic planning and management reveals the process of strategy formulation and execution and the key factors that have contributed to its success in a competitive market as a global technology leader. The research in this paper can provide a deeper understanding of Samsung's strategic choices and execution in the competitive market, and provide reference and reference for corporate strategic decision-making.
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[bookmark: _Toc190035286][bookmark: _Toc157165357]1.0Introduction
This thesis analyses and critically evaluates the competitive and growth strategies of Samsung.In today's competitive business environment, strategic decision making is crucial and strategic decision making is vital in the business environment as it guides firms to clearly position themselves, effectively utilise their resources, and capitalise on market opportunities in order to achieve long-term competitive advantage and sustainable growth (Adrian & Bob, 2012).Samsung, as a globally recognised multinational corporation, occupies an important position in the fields of electronic products, semiconductors, and communication technologies. The purpose of this paper is to thoroughly analyse Samsung's strategies in terms of market positioning, competitive advantage, and business diversification through various theoretical and practical case studies, and to explore the effectiveness and challenges of its strategic decisions. Through this study, we aim to provide valuable references for corporate decision makers and academics, as well as provide guidance and suggestions for Samsung's future strategic development.

[bookmark: _Toc1817297597][bookmark: _Toc614868713]2.0Competitive strategy analysis

[bookmark: _Toc1808285145][bookmark: _Toc407150027]2.1Samsung's market position and competitors

Samsung, as a leading global technology company, has positioned itself in the market with a focus on innovation, quality, and diversity. In areas such as smartphones, TVs, home appliances, and semiconductors, Samsung has established its leadership position in the market by continuously introducing cutting-edge technologies and unique designs to meet the growing needs of consumers (Yakovleva, 2022).The extensive coverage of its product line and the consistency of its quality have enabled it to meet the needs of different consumer groups, ranging from the high-end to the mid-market. In addition, Samsung's active promotion of sustainable development and social responsibility, in line with its brand image, further strengthens its position in the global market (John & Sons ,2002).In terms of competitors, Samsung faces competition from a number of sectors, including mobile phone manufacturers such as Apple, Huawei and Xiaomi, as well as electronics manufacturers such as LG and Sony. Each of these competitors has its own strengths in different areas, such as Apple's brand loyalty and influence in the high-end market, Huawei's strong performance in the Chinese market, and Xiaomi's competitive advantage in terms of price/performance ratio. Nonetheless, Samsung has successfully competed with its competitors and maintained its leadership position in the global market by virtue of its continuous innovation, global marketing strategy, and strong R&D capabilities (SIHE, 2004).However, as competition in the industry intensifies and technological advances continue to advance, Samsung will need to continue to maintain its keen market insights and flexible strategic adjustments to maintain its position in the face of stiff competition.

[bookmark: _Toc659859671][bookmark: _Toc1087604447]2.2Analysis of Samsung's Competitive Advantage

The Samsung Group has made remarkable achievements in the field of electronic products with its superior competitive advantages. The primary advantage is reflected in its continuous technological innovation and strong R&D capabilities. Innovation is vital for businesses as it is a key driver for maintaining competitive advantage, developing markets, improving efficiency and driving sustainable growth (Sanjay ,2023).Through forward-looking research in the fields of semiconductors, display technology and communications, Samsung has not only achieved a leading position in key technologies, but has also been able to respond quickly to changes in the marketplace and deliver compelling, high-performance products. Secondly, globalised production and supply chain management is another competitive advantage that Samsung is proud of. Enterprise-scale production helps to reduce costs, and economies of scale can be achieved through mass production, reducing the production cost per unit of product (Yu,2015).A globally dispersed manufacturing base gives Samsung the flexibility to quickly scale production to meet local market demands while effectively controlling costs. This globalisation strategy has made the company more adaptable and capable of responding to complex and changing market conditions.

Samsung's product diversification strategy is also a key component of its competitive advantage. Product diversification strategy can help firms reduce market risks, expand customer base, increase revenue sources, and improve competitiveness (Wang & Yiu, 2019). Product diversification helps companies to reduce risk, meet different customer needs, expand market share, and enhance competitive advantage. Covering a wide range of areas such as smartphones, TVs, home appliances, and semiconductors, this diversification not only reduces dependence on specific products or markets, but also consolidates its market share in different areas. Continuous product innovation and design excellence have earned Samsung a broad user base and made its products more competitive in the market.

Finally, Samsung's global brand awareness provides trust and recognition in the marketplace. Through long-term brand building and marketing, Samsung has become a reliable brand in the minds of consumers. This brand influence provides strong support for the marketing and sales of the company's products and helps to maintain a leading position (Foroudi, 2019).

Overall, Samsung's competitive advantages stem from the synergy of technological innovation, globalisation strategy, product diversification and brand awareness. These strengths have not only enabled the company to stand out in a highly competitive market, but have also laid a solid foundation for continued growth in the future.




[bookmark: _Toc655937389][bookmark: _Toc2134621112]2.3Strategic planning and management at Samsung
Samsung's strategic planning and strategic management are centred on technological innovation, diversification, globalisation and brand building. Its strategic planning focuses on continuous investment in research and development and forward-looking technological research to ensure its leading position in the highly competitive market, as well as diversification strategies across multiple fields to reduce business risks and achieve comprehensive development. At the same time, through the establishment of global production bases, sales networks and research and development centres, Samsung is able to better meet global market demand, avoid single-market risks, and continuously strengthen its brand image and recognition in the minds of consumers through brand building and marketing activities. In terms of strategic management, Samsung has demonstrated excellent execution and strategic vision, and through the organic combination of Porter's generic strategy, diversified innovation strategy and globalised marketing strategy, it has realised the unity of its technological leadership, diversified development and globalised market layout, laying a solid foundation for its sustained success in the highly competitive electronics market.

[bookmark: _Toc1306136872][bookmark: _Toc715222602]3.0Competitive strategies adopted by Samsung

[bookmark: _Toc664568070][bookmark: _Toc1280299555]3.1Porter's generic strategy

Porter's generic strategy refers to firms achieving competitive advantage through cost leadership, differentiation or focus strategies. (Islami, Mustafa& Topuzovska, 2020). In analysing Porter's generic strategy for Samsung, it can be observed that it has adopted multiple strategies to stay ahead in the competitive market. Firstly, Samsung has achieved productivity improvements and utilised economies of scale globally through its cost leadership strategy, which has enabled it to offer competitive products and services. Its continuous investment in production, supply chain management and technological innovation has enabled it to maintain its leadership position in the industry.
In addition, Samsung has also adopted a differentiation strategy, which helps the company to differentiate its products or services in the market and to attract customers and provide higher value, thus achieving competitive advantage (Tecia ,2011). Samsung provides consumers with distinctive product experiences through continuous product innovation, unique design and high quality services. From flagship smartphones to home appliances, Samsung is committed to building its brand image in the market and winning over consumers by providing high value-added products and services. Finally, Samsung has also adopted a focus strategy on specific market segments and specific product lines. The focus strategy allows the company to concentrate its resources and capabilities on specific market segments or product areas to meet the needs of specific customer groups in order to achieve competitive advantage (Lee, Hoehn & Karim, 2021). For example, in the smartphone market, Samsung has launched several series of products for different consumer segments and has achieved precise positioning and market share by gaining a deeper understanding of the needs and trends of the target market.

Samsung has maintained its presence in the global electronics market by adopting a variety of strategies in competition and by continuously adapting and optimising its strategic portfolio to the changes and challenges in the market.

Porter's generic strategy adopted by Samsung has been successful over the past few years. They have been able to remain competitive in the global market through their cost leadership strategy while winning over consumers through their differentiation strategy in terms of product design and brand image. The focus strategy has allowed them to meet specific market needs with greater precision.


[bookmark: _Toc333104443][bookmark: _Toc208477945]3.2Diversified Innovation Strategy

Samsung has adopted a diversified innovation strategy in order to maintain competitive advantage in different areas and to expand its product portfolio to achieve wider market coverage and growth. This strategy is centred on the continuous introduction of new products and services across multiple segments and continuous investment in R&D to maintain technological leadership (Hitt, Hoskisson& Kim, 1997). For example, Samsung has implemented a diversified innovation strategy in the smartphone sector by introducing a range of products with innovative features and designs. For example, they introduced foldable screen mobile phones, a new type of mobile phone that offers more screen space, enhances user experience and attracts a large number of consumers. In addition, Samsung has been innovating in camera technology, processor performance, and battery life to push the smartphone industry forward. In the TV sector, Samsung has also been innovating, introducing products with high resolution, smart features and customised experiences. They have been introducing new technologies such as QLED display technology and 8K resolution to meet consumer demand for high-quality visual experiences. In addition to consumer electronics, Samsung is also implementing a diversified innovation strategy in semiconductors, home appliances, and the Internet of Things. They have invested significant resources in research and development of new chips, smart home products, etc. to expand their business scope and meet the needs of different markets.

When evaluating this strategy, it can be seen that Samsung has been successful in a number of areas and has maintained a competitive edge in the global market. Through continuous innovation and diversification, Samsung has expanded its market share, increased its brand presence, and maintained its technological leadership.

[bookmark: _Toc2143989419][bookmark: _Toc1342993358]3.3Globalised marketing strategy

The global marketingisation strategy enables a company to coordinate and integrate marketing activities globally to meet the needs of different markets and increase brand awareness and market share (Susan P. Douglas, 1995). Samsung has adopted a globalisation marketing strategy to develop its competitive position, mainly focusing on building a strong brand image worldwide and promoting its products and services to various markets.Below are the actions they have taken to realise this strategy and an assessment of this strategy:

GLOBAL BRAND POSITIONING: Brand image is critical to a company and it directly affects consumer awareness, trust and loyalty to a product or service, which in turn determines market position and business success (Kim, Chun & Ko, 2017). Samsung is committed to a unified brand image globally that emphasises innovation, high quality and reliability. They do this through consistent advertising campaigns, logos, and product designs.

Regional market customisation: Although Samsung promotes a unified brand image globally, they also focus on market customisation in different regions. Through market customisation, firms can better meet the needs of different consumer groups, increase the degree of product or service personalisation, and enhance competitiveness and market share (Weinstein, 2004). For example, they will adjust their product positioning and marketing strategies according to the culture, consumption habits and competitive environment of different regions.

Cross-platform marketing: Samsung widely promotes their products and brand by utilising various marketing channels and platforms such as TV advertisements, social media, and offline retail shops. This cross-platform marketing strategy helps to expand their brand reach and market coverage (Soniel, 2018).

The globalisation marketing strategy has been successful for Samsung. They have successfully promoted their products and services to various markets around the world and gained consumer recognition and trust by establishing a unified brand image and customised marketing strategies in each regional market. Cross-platform marketing and sponsorships have also helped to increase brand exposure and influence.

[bookmark: _Toc1402052120][bookmark: _Toc1636237936]4.0Critical assessment of Samsung

[bookmark: _Toc2099405956][bookmark: _Toc1722890517]4.1Critically evaluate the strategy adopted by Samsung

The Samsung Group has used a globalised marketing strategy, a diversified innovation strategy and a Porter's generic strategy in developing its competitive position. These strategies have certain advantages in the current environment, but they also have some limitations.
Firstly, Samsung's global marketing strategy is one of the keys to maintaining its dominance in the industry. By establishing strong sales channels and brand image worldwide, Samsung is able to promote its products to different markets and adapt to the needs of local consumers. This strategy has enabled Samsung to expand its market share globally, increase brand awareness, and strengthen its bond with consumers. However, in the current environment, the global market is becoming increasingly competitive, and the market demand and competitive landscape in different regions are constantly changing. As a result, Samsung needs to continuously adjust its globalised marketing strategy to adapt to changes in different markets and maintain its competitive advantage.
Secondly, Samsung's diversified innovation strategy has enabled it to maintain its competitive advantage in multiple areas. By pursuing product innovation and R&D in a variety of areas, including smartphones, TVs, home appliances, and semiconductors, Samsung has not only been able to satisfy diversified consumer needs, but also to reduce its dependence on a single product or market and reduce economic risk. However, diversification also brings challenges of management complexity and resource allocation. Product development and marketing in different fields require substantial investment in resources and manpower, which may lead to excessive resource fragmentation and difficulties in strategy execution (Henry ,2022).
Finally, Samsung adopted Porter's generic strategy of gaining competitive advantage through cost leadership, differentiation and focus strategy. Through cost leadership, Samsung is able to offer competitively priced products in a highly competitive market; through differentiation, Samsung is able to differentiate itself from its competitors in terms of product design, quality and service; and through the focus strategy, Samsung is able to concentrate its resources and efforts on specific areas or products to improve specialisation. However, with the changes in the market and the development of technology, Porter's generic strategy also needs to be constantly adjusted and improved. At the same time, Samsung faces challenges from low-cost competitors in some emerging markets, and its cost leadership may be threatened.

In summary, the globalised marketing strategy, diversified innovation strategy and Porter's generic strategy used by the Samsung Group in developing its competitive position have certain advantages and limitations. In the current environment, Samsung needs to continuously optimise and adjust these strategies to adapt to market changes and maintain its competitive advantage. It also needs to seek new growth opportunities globally and continue to drive innovation and development.

[bookmark: _Toc1559582282][bookmark: _Toc2098906718]4.2Effectiveness of strategy implementation

The globalisation marketing strategy adopted by Samsung has succeeded in promoting its products to the global market by building a strong brand image and an extensive sales network, increasing market share and brand recognition. However, there is still room for improvement in terms of personalisation in response to local cultures and market needs (Daniel W, 2019).

The diversified innovation strategy has enabled Samsung to maintain its leading position in the field of science and technology, and to satisfy consumer demand for various types of high-tech products through continuous product innovation and technological research and development. However, there is a need to strengthen in-depth insights into market trends and consumer needs to ensure that innovations can truly meet market demands (Valentina ,2020).

And the combination of two of Porter's generic strategies, cost leadership and differentiation strategy, can allow Samsung to be able to maintain better competitiveness in the market. However, as the market becomes more competitive, Samsung needs to adjust these strategies to ensure that the company is flexible and innovative across regions and product lines to maintain Samsung's global leadership. As competition intensifies, Samsung will also need to continue to improve product differentiation and quality, and strengthen cost control to maintain its edge.



[bookmark: _Toc1861501939][bookmark: _Toc1758823804]5.0Conclusions and recommendations
This paper focuses on the strengths and weaknesses of Samsung's competitive rivals and itself and discusses the strategic planning and management of the Samsung Group, it also analyses Samsung's adoption of the Porter's generic strategy, the diversification and innovation strategy, and the globalisation and marketing strategy in order to develop its current competitive position, giving examples of the actions that it has taken in order to achieve this strategy. And critically evaluate these three competitive strategies adopted by Samsung in developing its competitive position. Samsung, as a leading global technology company, has achieved a significant market position in the highly competitive electronics market. Through continuous technological innovation, diversification and globalisation strategies, Samsung has managed to consolidate its competitive advantage and continue to increase its brand value and market share. Porter's generic strategy provided Samsung with the strategic framework that enabled it to succeed in cost leadership, differentiation and focus. Meanwhile, the diversification and innovation strategy enabled Samsung to grow in multiple business areas and reduce single business risks. The global marketing strategy has expanded the global market for Samsung and enhanced its international competitiveness. However, although Samsung's strategy has shown some success, it still faces some challenges, such as increased competition in the market, technological changes, and uncertainty in regional market demand.

In the future, Samsung can strengthen its communication and interaction with consumers in each region, deepen its localised marketing strategy, enhance its investment in market research and innovation, continue to improve product quality and technology, and flexibly adjust its strategy to adapt to the changing market environment, so as to ensure long-term sustainable development.
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