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Introduction
In this digitalized world which we also call the Global Village, a proper plan of marketing is necessary to develop for a business to survive in the tough competition. Marketing cannot be done in a single day, a systematic process integrated in stages are gone through for its accomplishing (Cateora, 2020). Any condition of a business and its forecast can be understood by analysing the situation of the business through the operation of marketing mix. Samsung a pioneer when it comes to high-tech system and digital service provider (Samsung, 2020). In this paper, the analysing of the marketing fundamentals is illustrated by identifying their characteristics which it comes to achieve business goals. 














[bookmark: _Toc69056939][bookmark: _Toc69850492]The Concept Marketing
Marketing is involved in the promotional process of the products and the services that an organization proves to the mass. With a view to promoting, a series of Marketing activities are followed accordingly (Palmatier, 2019). In this regard, Samsung is among the toppers when it comes to provide high-end technology to its customers to construct the digital world wiser and more intelligent. The marketing and sales team of Samsung are well renowned for conducting optimal promotional strategies all over the globe (Morgan, 2019). 

[bookmark: _Toc69850493][bookmark: _Toc69056940]The process Marketing 
The core idea of the marketing process is to satisfy the customer that an organization has targeted by allocating the price of the provided goods. The process helps to abridge the healthy relationship and understanding with the customers and consumers. 


[bookmark: _Toc69850494][bookmark: _Toc69056941]The Steps in the Marketing process 
The sole purpose of the marketing process is the acknowledgement of the customers’ demands and the construction of the required strategies. The steps of marketing are enlisted below: 

[bookmark: _Toc69056942][bookmark: _Toc69850495]Visualise the needs of the customers
The first step that will lead an organization to success is understanding the customers while processing with the marketing process. It is not quite easy to understand the customers, it needs a wide extension of scrutinization and information gathering. Primarily, the organization should move from the customers nearby and understand these local ones in terms of their needs and demands (Thabit, 2018).  The products are display in different categories for different customers at certain price. The economic condition of customers drives to the outlook of a products. Samsung believes that the customers are the ones who drive the business to success (Kotler, 2019).

[bookmark: _Toc69056943][bookmark: _Toc69850496]Marketing strategy development for satisfying the customers.
As mentioned earlier, the organizations have to grab the surrounding and local consumers at first and understand the needs and the demands of the latter as well as the current trends and product levels. Nevertheless, when the product outlook is appreciated by a wide range of consumers, the number of customers increases gradually (Verel, 2020). The organizations should get access the customers and run surveys for gathering important data. Samsung always strive for customer satisfaction because they acknowledge that they are the sole purpose of profit maximization that leads to highlight the brand image as well. 


[bookmark: _Toc69056944][bookmark: _Toc69850497]Decision Making Criteria
Once the targeting and the development of the strategies are done by the companies for their operation, the management have to take decisions to practice their marketing activities (Popova, 2019)
· Expenses for making each good
· Details and characteristic of the good
· Prospects for the goods analysed
· Promotional activities for the goods
· Fixing date of goods launching
The stated conditions are essential for controlling the success of the business and develop further. When the related decisions are taken, the company have to proceed with the subsequent stages. Once everything is set, the organization must focus on the deliverance of quality products to its customers (Pedersen, 2021). 




[bookmark: _Toc69056945][bookmark: _Toc69850498]Execution of Plan 
Once the decisions for setting up the products are done, the organization must run their plan and simultaneously aim on necessary things that will drive in company in their success. Executing such activity should be easily done and individuals in the organization should know what to do at any circumstance (Palmatier, 2019). Exploration of the market needs to address by the organization and executed to be more aware on the current scenario as well as the condition of the competitors. Whenever the organization will launch a better product, the others will get outnumbered. 



[bookmark: _Toc69056946][bookmark: _Toc69850499]Result display
Once the product has already been launched, the deliverance of it to the market has to be done for a further feedback and review from the customers (Van Berten, 2020). The customers can low rate in goods purchased. These bad reviews should not be taken as something negative but a motive for the company to do better and improve their service as well as the products launched. Samsung has an open hub for the customers to express their opinions on the products and thus, made them popular with excellent customers’ satisfaction in all the countries they run. 








[bookmark: _Toc69850500][bookmark: _Toc69056947]The Marketing Stages 
If an organization wants to do good and achieve success, to follow the stages of marketing is a must. The strategies of business do not stay constant throughout the time. Compel the stages of marketing does take a lot of time, effort and consistency. Every business have to encounter development on different stages of marketing (Kotler, 2019). The needs and the level of satisfaction of the customers will change accordingly to the market present in the world. According to those changes, the organization has to develop its business. Some of the prominent strategies are enlisted below: 


[image: ]

Figure 1: product life cycle (Kotler, 2019)
1. [bookmark: _Toc69850501][bookmark: _Toc69056948]The Stage of Development 
The marketing process starts with the development of ideas and plan for then being analysed and assessed. With the help of such survey, the organization can be able to understand whether to run according to the current strategies or develop modern and innovative one for the sake of their targeted customers. The online media presently plays vital role in the surviving of any business (Popova, 2019). Customers’ satisfaction should be analysed and thus, the 4C Model comes in handy on this purpose (Ceteora, 2019).
· [bookmark: _Toc69056949][bookmark: _Toc69850502]The value of the Customers
To determine and acknowledge the organization’s position in the market, the value of the customers comes into consideration.
· [bookmark: _Toc69056950][bookmark: _Toc69850503]The purchase Cost
It is the determination on whether the consumers are willing to purchase goods for the set price.
· [bookmark: _Toc69056951][bookmark: _Toc69850504]The process of Communication
While conduction the marketing, the process of communication is a must for encountering business success (Van Berten, 2020). 
· [bookmark: _Toc69056952][bookmark: _Toc69850505]The Feasibility and Convenience 
[bookmark: _Toc69056953][bookmark: _Toc69249791]This is the condition whether the products are for the customers and if they have valuable purposes to purchase those.

2. To Start-up
Once the proper planning and development of the service and products are provided in the market for the convenience of the customers, the organization goes through the stage where customers get in touch with the organization. These reviews are then analysed by the organization and used as insights in improving the current condition of the products. By doing so, there will be a help in the increase in the business profitability (Thabit, 2018). Be it a small or a large organization, this stage might be costly but it is an opportunity of improvement. 
3. [bookmark: _Toc69056954][bookmark: _Toc69249792][bookmark: _Toc69850506]The Survival Stage 
A business starts to flourish when it survives to all the stages with the operation of good techniques. The survival at the crucial stages, set the business into a new perspective where it starts to achieve greater return and profit. Along with the profit, the number of the customers will start to increase on daily basis. To avoid great losses and degradation, every business organizations should follow-up a marketing model for survival (Palmatier, 2019).
4. [bookmark: _Toc69056955][bookmark: _Toc69249793][bookmark: _Toc69850507]The Growth or Expansion stage
When adequate amount of return gets into the organization’s pockets, the business will start to grow according to the other expansions in different areas in the market. This condition will highlight the organization among the competitors (Popova, 2019). It is necessary to know that at this stage another model can be used for the business expansion and update it accordingly. 

4. [bookmark: _Toc69056956][bookmark: _Toc69249794][bookmark: _Toc69850508]The Stage of Maturity
The maturity stage is at the top of any other stages where the organization decides to keep up with the expansion plan or not. Since this stage is the most lucrative one, it happens to be very competitive in the market arena (Verel, 2020). Many organizations fail to survive in such stage when they do not have a plan with an optimum strategy. 
[bookmark: _Toc69056957][bookmark: _Toc69249795][bookmark: _Toc69850509]The Marketing Mix
A set of activities in marketing for a product or service that an organization chooses to compel the objectives to reach its goal, is called Marketing mix.  Generally, the 4Ps of Marketing mix is analysed by the organizations: 
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Figure 2: The 4p’s of Marketing Mix (Lim, 2020.)


· [bookmark: _Toc69056958][bookmark: _Toc69249796][bookmark: _Toc69850510]Product
The product or the service is the primary thing provided to the customers which will satisfy their needs in terms of purchase. Samsung provides opportunity to the customers to express their opinion on the products, as for example they provide mobile set for all the range of customers (Samsung, 2021). Samsung indeed started with a different product line and developing ever since. 
[bookmark: _Toc69056959][bookmark: _Toc69249797]
· [bookmark: _Toc69850511]Price
The price has to bet to the products or services to provide information to the customers. This price is set according to the customers affordability. For example, Samsung is best known to provide affordable android handset with the best quality by considering viability and reliability from the customers. Along with the smartphones and tablets, Samsung has a variety of household products in their stock, ready to satisfy their customers. Only from mobile, Samsung earned a total of 3.7 billion US dollar in 2016. Their revenue range has been increasing thanks to their excellent strategies in pricing products (Samsung, 2021).
. 
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[bookmark: _Toc69056960][bookmark: _Toc69249798]Figure 3:  Samsung revenue from 2009 to 2019 (Samsung, 2021)
· Place 
The place in the marketing mix indicates the localities where these products or services will be conveyed and distributed with a view to access the target customers. Both offline and online stores should be easily accessible by the customers. Samsung is set in 74 countries having thousands of stores available for assisting their customers with an approximate of 287,000 employees (Samsung, 2021). 
· [bookmark: _Toc69056961][bookmark: _Toc69249799][bookmark: _Toc69850512]Promotion
Promoting the business of the organization, helps in the boost of organization run to achieve maximum goal. Wherever we go, banners of Samsung can be witnesses. Samsung is one of the most prominent brands out there in the field of technology where customer find reliability (Elliot, 2018). From advertisement, TVCs, TV show promotion, banners and campaigns, Samsung has proved to be at the acme when it comes to promotion and branding. 


[bookmark: _Toc69056962][bookmark: _Toc69249800][bookmark: _Toc69850513]Conclusion
It is necessary also to consider the customer during the journey of marketing process by the organization to ensure maximum reliability. Apart from the strategies, the marketing mix comes at handy to establish appropriate condition where the organization acknowledge the situation and take decisions. Every mentioned condition is connected and operated accordingly to achieve the goal of the organization.
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