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Introduction
[bookmark: _GoBack]Samsung starts its business from South Korea in 1938 and today is being a one of the biggest companies for technologies operating in 80 countries. This report is about Samsung as a global organisation.You will be able to go thru to marketing explanations and its stages, Samsung’s achievements and set future goals. SWOT analysis, Porters 5 forces model and 4 Ps marketing strategy will be included. As well as that, Samsung’s Ansoff Matrix, Promotions and related stakeholders. In this report I will diagrams and pictures about marketing and strategies of the company.
Definition of Marketing
What is Marketing? It could be ad, brochure, press release, but it is most likely to be a Facebook page or a Twitter account. Marketing is how you talk about the product and the way you explain how awesome it is. Marketing is at the intersection of the business and the clients- the business’s interests and the needs of the customers. It is not about who can talk faster, but more about understanding customer’s needs. (Michael Brenner,2019) 
Definition of Marketing Process
Within the marketing process there are different ways which can be created for customers to suit their requirements. Action and reactions can be so many between customers and organisations, which are trying to create value for and meet customer’s expectations. 
Stages in Marketing Process
[image: ]In the marketing process, different situations have to be examined in order to find the opportunities, then a strategy has to be framed for a good suggestion, take tactical decisions, complete a plan and monitoring the results. It includes the following: Situation Analysis, Marketing Strategy, Marketing Mix Decisions andImplementation and Control. 


Situation Analysis
This kind of analysis are about finding basis for identifying chances to meet unfulfilled customer’s needs. Situational and environmental analysis are done to understand the marketing opportunities, identify the capability of the company and to find the surroundings in which the organisation operates with. Advantages are driven by company’s commitment and the focus has to be on the core product for a collaborative work. 
Marketing Strategy
When marketing options are identified, it comes to a strategic plan to pursue the opportunities available after the analysis. Usually, big brands rely on their own loyalty from existing customers and this becomes a strategy when introducing new products or services. 
Marketing Mix Decisions
When the analysis is done, and the best available option is chosen, and the strategy is made about the option, then we come to the important decisions. At this step, expanded tactical decisions have to be taken for the control of the marketing mix. These are decision about the development of the product, pricing, promotions of the product and its distribution. In this point of the planning is important to value the premium price and be strict about its guidelines for distribution.
Implementation and control 
After all, when the marketing plan is completed, outputs are monitored to fit in the marketing mix according to the marketing changes. It is time for the final step of the marketing process. Implementation and control are about transforming the written or planed strategy into reality and presenting the product according to this process. (Tutorialspoint ,2019)


Where do we want to be?
Samsung has settled its goal for the new coming year. They called their plan “Vision 2020”. They want to innovate in technology, products and solutions to inspire new communities to join their desire for creating better world rich of digital experiences. As a leader in creativity way they always knew their responsibilities in the global society and because of that they give a lot of effort to offer new values to the technology industry and their customers. Their wish is to create exciting and promising future. Samsung is a guide to common understanding and measurable goals and a set of specific achievement is a part of their vision. They wish to earn annual sales of USD 400 billion, while Samsung takes place overall brand value among the global top 5. (Samsung, 2019)


[image: ]
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Source: Samsung,2019
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SWOT Analysis
Strengths
Samsung is popular with its big range of products, because of the heavy assets of technology. As well as that, Samsung is known with its quality of products and services. They are a big corporative brand and crushed new product ideas in five months. Customers gets attracted by new innovation of the design and the fact that Samsung always finds way to get to know customers needs and be ready to suit them. 
Samsung invest a lot in technology and product design, but they also have high investments in human resource, as this is important if the organisation seek to succeed. 
Samsung also focuses a lot to high innovations and try to keep improving the products with an idea of attracting more customers, keep the existing ones and capture more market shares. (Ovidijus Jurevicius, 2019)

Weaknesses
Although Samsung’s focus is on innovation of products, they get to a point where they are not very proactive to introducing new ones and having a lack in product differentiation. 
Samsung tries to suit in the mass market instead of going to the niche market and this is the reason why Samsung’s prices are lower than competitors. Products at low price seem to be with lower quality, so Samsung products are recognised as lower quality compared to other brands.
Some of the products of Samsung are not user friendly with their software system, which is a hurdle for the company to make it a leader on the market. 
Opportunities 
[bookmark: _Hlk28394842]In order to gain more market shares, Samsung can think of making something different from their competitors. To increase their customer base, Samsung should provide distinguish services. Another opportunity is a variation of products and innovating something unique or variety in existing ones; this will be an attraction its target audience, bring a new market and increase the value of their shares. 
The demand for smartphones is increasing when comparing to other technologies, Samsung is having their chance to innovate a user-friendly mobile phone with affordable price. 



Threats
Because of the domination of Samsung competitors in home appliances such as LG, Panasonic and Sony and in mobile phones e.g. Nokia, iPhone and etc. the brand has to struggle a lot to be a leader in the technology world. 
[image: ]Competitors are highly increasing, so it is difficult to establish in the industry, there is something more than only comparing in the electronic items. 

SWOT Analysis is a helpful source of information for strategic planning because it builds the strengths and show the weaknesses of an organisation. Gives opportunities for changes and overcome the treats. Another advantage is that it helps the company to capabilities with the competitors. (Prachi Juneja)
Porters 5 forces model
Industry Rivalry
This element is highly important for Samsung as the other multinationals’ companies like LG, Nokia, Motorola and of course Apple are part of this competitive rivalry. There is a big competition and the margins are tights so Samsung cannot take its position in the market for granted. Samsung is actually facing a competitive problem while emerging markets like India. It could be equal to the legendary ‘fight’ for domination between Coca-Cola and Pepsi. 

Barriers to Entry and Exit
The industry is considered with high barriers to entry and low to exit. It is often difficult to go in these emerging markets, because there are many factors which has to be taken into consideration such as finding a distributing network and supply chain. However, it is very easy for the global conglomerates to exit this market, because all they need to do is to handover and sell the business to domestic or a foreign performer in case of lack in sales. This means that Samsung approached step-by-step many emerging markets and exited others where it was unprofitable. That is why companies for White Goods like Samsung often do their due diligence before entering emerging markets.

Power of Buyers
Buyers have a big power in Samsung. This is because buyers have multiple choses when selecting the best product, but once they stick to a product, they cannot just get rid of it, because it is a high value item. After that, buyers will keep going to the company for services or spare parts. Most emerging market’s customers are known with taking decisions more difficult, because of researches on everything available. In this case buyers and companies will always need each other. 
Power of Suppliers
Samsung operates in many markets and there are many suppliers who are trying to offer services at lower price since the ancillary sectors are very deep. This does not mean that companies can use undue force over the suppliers, once the supply chain is made. It is very difficult to stop working with a supplier and make new connections. That is why Samsung and other white good makers make a lot of marketing researches before opening a new store and also use consultancies’ help when taking this kind of decision. 
Threat of Substitutes
This is a very important part for white goods provider as there are a lot of competitors and because of the fact that durables are normally longer-term purchases, Samsung has to think about very strong marketing strategy. As well as that, companies like Samsung often have differential pricing in order to attract customers from across the income pyramid and keep them away from cheaper alternatives. White goods suppliers are always getting to emerging market, but some of the consumers are not really attracted by these new technologies and prefer to do their housework in traditional way. On the other side, more and more women are entering the workforce on these markets, which will make the use of these products necessary. (Prachi Juneja)
Strategy 
Samsung’s active performance include 3 parts: Segmentation, targeting and positioning. These activities show Samsung marketing strategy. Segmentation is about dividing population in different groups of characteristics. Targeting is finding specific customers for their products and services. The last one, positioning, is selecting the most useful marketing mix for their targeted clients. 
Segmentation
Segmentation is divided in four sectors and they are Geographic which is made in two groups Region and Density, the second one is Demographic where four groups take place and they are Age, Gender, Life-cycle stage and occupation, third sector is Beha-vioral and it has another four groups- Degree of loyalty, Benefits sought, Personality and User status. The last sector of segmentation is Psychographic which has only two related groups and they are Lifestyle and Social class.


Targeting 
[image: ]After selecting the segmentation sectors, Samsung has to pick their target for every group. As Samsung has big range of products, the target audience has to be selected for all of the different goods provided. That is the reason why they separated it in three parts. Samsung IT and Mobile Communications, Samsung Consumer Electronics and Samsung Device Solutions. As an example, can be that Samsung selected for IT and Mobiles target audience in age between 18 and 65, but for Electronics consumers 25 to 65. By this we can see the separation in different groups. 
Posisioning
Because of offering many products and services, Samsung uses multi-segment positioning which means that they target more than one segments at the same time. As example, the range of smart technologies are professionaly made in different sizes, screen resolutions and functions, because Samsung tries to suit their targeted audince’s needs. Imitative positioning is used as marketing strategy in order to beat competitors in design and functionalities. Some of the Samsung’s products such as mobile image sensors are having low turnover, but this is because products have been made with anticipation with the idea of increasing the turnover in future. (John Dudovskiy, 2017)
The 4 Ps in marketing mix strategy 
Product 
Samsung spends a lot for researches and development, because their goal is to deliver the best products to its clients. There is a wide range of products which are separated in different categories and this takes part of their marketing mix. Products are divaded in five sectors and they are Mobile Devices such as Smartphones, Tablets and Accessories, second place takes the Home Appliances like Washing Machines, Refrigerators and vacuum cleaners, then TVs and AVs for example Televisions, Audio and Video systems, fourth is Information Technology such as printers and monitors and lastly, Storage/Memory as SSD, Memory cards and flash drives. 
Price
Samsung uses the policy of skimming price. When Samsung intoduces its new products with having higher storage capacity, the product price gets higher as well, but if competitors launch a smartphone with identical features, Samsung usually set its prices lower in order not reduce the value of the market shares.
Competitive princing is the other pricing strategy used by Samsung. It still has not became a leader in other products such as home applinces. It is a trustful brand, but it is still behing LG for example. Competitive pricing has been used to prevent attacking from competitor. 
Place
Samsung is working either with direct retailers and service dealers. Retailers usually has to include Samsung in their offers as the company is world-famous, but service dealers are working only with corporate sales. As a part of their strategy, Samsung uses only one distributor in particular location and it is destributors responsibility to promote products to other locations.
Promotions
For promotions, Samsung uses newspapers and digital media, in order to attract new customers. To make a higher number of followers, Samsung invite many celebrities to promote their products. This is a very important part of Samsung’s marketing mix strategy. Another way of successful advertising which samsung use is sponsoring major events and offers discounts during national festivaals. (Mbaskool, 2019) 
Marketing concept 
Marketing concept is an idea that company follow to assess customer’s needs and based on that organisation take their decision in order to attract consumers. It is used by companies which believe that their business is driven by their customers, but nowadays most of companies use marketing concept. 
Marketing concept includes the following strategies: 
· To identify target audience and market 
· Find customer’s needs and wants of targeted market 
· Develop products and Service suitable for the target market
· Suit customer’s needs better than competitors
Samsung is definitely following these stages as they believe on their customer and always try to suit their needs. Samsung is a company which targets its market very well and aiming to be on the top. (Martin, 2016)
There are many advantages of doing marketing to customers and one of them is that this increases visibility of the company, as more adverts going on, as more people see it. Also more marketing helps customers make decisions for their purchase quicker. It creates loyalty and trust even to prospect customers. (Debra Murphy,2019)

Advantages of branding 
Customer recognition. A strong brand builds customer recognition. When customer is looking for a particular product or service, they will recognise the brand while searching. In most of the cases, customers will choose a known brand instead of trying something new. 
Customer loyalty and shared values. Customers attraction comes from sharing value with loyal brands. In order to have a strong brand you have to express these values to build connection with clients. Often the brand loyalty lasts a lifetime and even customers share the experience they had with future generation.
Competitive edge in marketing. Brand is what makes it different from others in the marketplace. If customers can recognise a brand, this makes it better than others and helps lend a competitive edge. (Linda A. Fanaras)
 
[image: ]The Ansoff Matrix
[bookmark: _Hlk28483989] (
Source: http://www.elma-bpm.com
)Ansoff Matrix is a strategic tool used by businesses for analysing and planning growth strategy. It includes 4 different strategies and they are marketing penetration which is about increasing sales of existing products on the existing markets. Second is product development which focuses on new products for existing customers. Then, market development and it is about entering new markets with existing products. Lastly, diversification focusing on entering new markets by introducing new products.
Samsung’s Marketing penetration
In all markets Samsung operate in, the growth with existing products can be seen. Samsung presents its market penetration strategy to increase market shares. The company can use aggressive marketing, promotion and offer competitive pricing in order to have better market shares than competitors. For example, before Samsung realise a new smartphone, they drop prices on existing ones.


[image: ]Idealo’s diagram shows the dropping prices in 2 years’ time.  
This gives opportunity to Samsung to have high value of market sales and get new customers. 

Samsung’s Marketing Development
[image: ]Samsung started from South Korea as a small business and now is a global brand. This is because of the marketing development strategy. On the diagram below can be seen the growth of the company. 





This strategy helps Samsung targeting existing products entering on new markets. Samsung keep using different ways to approach to new markets which include direct export, licensing and investments. This strategy helps the organisation to have global presence. 


Samsung’s Product Development
[image: ]This strategy takes important role in Samsung’s development. Samsung innovates new products and their target is existing market. 
Samsung is a popular brand for the smartphone industry. They developed new smartphones and different markets but launches new products in the existing markets.


Samsung’s Diversification
The wide range of products which Samsung offer including smartphones, chemicals, home appliances and etc shows the volume of diversification strategy. Samsung diversified in different business until finding an opportunity to grow in different regions of the world. The company has many products and services operating around the world. (DARPAN SAXENA,2019)
Stakeholder 
A stakeholder can be individual, group or organisation who is responsible for the outcome of a project. It is in their interest the project’s success and could be either outside the sponsoring organisation. Stakeholder can be internal or external. (Peter Landau, 2017)
Internal stakeholder could be employee, owner, shareholder or management. Those who have interest in the company and care about its future and want to keep their place. In Samsung employees are internal stakeholders because they depend on the company for receiving salaries. Samsung’s shareholders are internal stakeholders as well because it is in their interest the company to go up, when the company is getting better- shares become more expensive.
External stakeholders are those who are outside the organisation; customers, creditors and suppliers. They want to know that they are dealing with an honour company. Customers are Samsung’s external stakeholder, because they are not in the organisation, but it is still important for them the reputation of it. Also the creditors are external stakeholders, because in order to work with the organisation they have to see potential. (Deborah Schell)
[image: ]Samsung tries to create value which will help its stakeholders. Management and stakeholders actively communicate because they are important part of decision making.  
Samsung communicates with its stakeholder in many ways such as meetings, conferences and seminars. Samsung loves to employee talented and motivated people. With its employees, Samsung communicates via VOE (Voice of Employee).
Samsung specialise in communicating with clients. They have innovated client-centres management in order to understand customer’s needs and wants. To keep the communication with them, Samsung organises meetings. 
Samsung also keep communication with their shareholders to share with them management status and issues. This is done by shareholders meetings and IR activities. (Samsung securities,2016)
Promotions 
Communication is very important for the success of a business. Communication means sharing information between individuals or groups to perform benefits. In business world it can also be about how the organisation promotes its products and services to target market. (WebFinance, 2019)
Communication models present the process of understanding the ways of communication and show process metaphorically. They break communication ways from complex to simple and keep everything in order. First model is linear type which is one-way communication. Information goes straight from sender to receiver and there is feedback. The second one is transactional model where sender are receivers are equal in the conversation. It is related with the social reality and relational context. In this models of communication, non-verbal contact such as body language is also understood as feedback. The third one is the interactive model of communication. It is similar to the transactional model as it is as well two-way communication but is mostly used for modern media. It allows people to respond and share their opinion to communications as videos and news. (Businesstopia, 2018) 
[image: ]
[image: ]


[image: ]


Integrated Marketing Communication needs a lot of effort and brings a lot of benefits. It allows organisations to boost sales and profits, saving money, times and stress. It wraps communication around customers and helps them take decision in the buying process. Massages picked with care also help customers with timely reminders, updated information and special offers. Good images are useful to make long-term relationships with customers. (MMC Learning,2019) 
Conclusion
Samsung is a global organisation with wide range of products. They have strong strategies for their marketing and promotion, and this is how they came up to this point. This report gave me the opportunity to explore the company via a closer look about their strength, weaknesses, opportunities for new innovations and goals. As it was explained in the report Samsung is always thinking about their clients and new markets which helped them thru the years to grow their business. As every organisation there are things which Samsung can do better and develop and this can be agreed from the analysis done in this report. Used references will be added at the last page. 
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