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Samsung Group's comprehensive strategic organization analysis and suggestions on direction reshaping

Abstract: Today, with the development of economic globalization, an excellent enterprise should not only focus on the domestic market, but also focus on the global market. At the request of the stakeholders and senior management of Samsung Group, the Company formed a professional team to participate in emergency response projects. This report hopes to achieve the following key objectives: (1) creatively reshape the strategic organizational direction of Samsung Electronics, including the implementation of old businesses and the innovation of new businesses; (2) Under the global popularity of COVID-19, it provides Samsung Electronics with the advantages of future resilience and sustainable development. Therefore, based on the internal information provided by Samsung Electronics, this study first conducts a comprehensive strategic organization analysis of Samsung Group, including internal and external ones, which will use some strategic analysis templates. In addition, the Company also took into account the extensive impact of the strategy we proposed on the organizational strategy of Samsung Group in different fields, with a view to improving the global strategic management level of Samsung Group.
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[bookmark: _Toc15533]1 Introduction
This report takes Samsung Electronics as a case and makes an in-depth exploration and analysis of it. Samsung Electronics, as the representative of large Korean enterprises, was considered as a low-cost household appliance enterprise in the international market at the beginning. When South Korea faced the financial crisis in 1997, Samsung also experienced the setback of bankruptcy. In a short period of less than 10 years, Samsung Electronics developed into an international brand leading the digital era, and now it has become a world-renowned company (McKinsey, 2020).
The trademark of "Samsung" mainly means "big, many and strong", and the third is the number that Koreans like, while the star means bright and eye-catching. Samsung is centered on Samsung Electronics, with Samsung Products, Samsung Life and other companies. In 1987, Samsung Electronics and its subsidiaries were designated as large-scale enterprise groups (Zhang, 2021).. In 2015, there were more than 30 benchmark subsidiaries, including the parent company Samsung Products. In 1938, Li Bingzhe founded the Samsung Chamber of Commerce in Daqiu. Since then, he has set up several branches in the Chamber of Commerce of Samsung Group, expanding its scale. In the late 1950s, as a representative of mergers and acquisitions, it grew into the No. 1 enterprise group in the financial world. Samsung achieved an overall sales volume of 200.7 trillion won in 2015 (Rob, 2019). After more than 70 years, today's Samsung Group has expanded from a small export company to a multinational giant in the business world (Donny Jackson, 2021).
From the above, we can see that the development of Samsung has been smooth and bumpy. When the road is bumpy, we will use bold plans and detailed measures to solve it. When the road is smooth, we will innovate and expand to achieve faster development. It is the secret of the achievements of Samsung Group to adjust and innovate the enterprise development strategy in time according to different market development periods. It is also true that Samsung Group can become today's business myth.
[bookmark: _Toc23464]2 Comprehensive strategic analysis of Samsung Group
[bookmark: _Toc19826]2.1 Brand image and positioning
A. [bookmark: _Toc23638]Brand image
Until the mid-1990s, Samsung had always been a bargain in consumers' minds. In order to change the impression of Samsung brand in consumers' minds, Samsung adjusted its development strategy in 1999, announced to build a world super brand, and positioned its products as "high-end and fashionable" (Zhang, 2021). In order to highlight its high-end brand image, Samsung has injected its products into the product identification of "leading technology, fashion simplicity, high-end, high value, and digital E-style", implemented a high price policy in terms of price, and transferred its products from chain stores that pay more attention to price to some exclusive stores that pay more attention to quality for sales in the sales channel, thus changing consumers' impression of Samsung from low-end, outdated to high-end and fashionable (Donny Jackson, 2021).
As for the brand logo, Samsung focuses on the strategy of image design. First of all, in the logo design of Samsung, in order to highlight the high-end image, the background color is blue, which represents high-tech, reflecting the universality of Samsung's business field; Secondly, the text uses SAMSUNG, the world's common English, which reflects Samsung's will to challenge the world, and the mature logo style gives a high-tech enterprise image. The final shape is the ellipse symbolizing the universe and the world, reflecting the image of the three people who are creative and innovative.
B. Market positioning
Samsung set up an electronics company in 1969, and in the 1980s, its development in the semiconductor field was in full swing, and it continued to develop toward high-end products. However, before 1997, Samsung had never left a high-end impression on consumers. Even though Samsung carried out a "new business" campaign in 1993 and turned to "win by quality" (Rob, 2019), it was committed to building Samsung into a world-class enterprise, The low price image of its products has only been partially improved. Until 1999, the company changed its development strategy into a brand strategy focusing on operating its own brand. In order to reshape the brand image, Samsung Group implements the single brand strategy, strives to build a "Samsung" brand, and positions the product in the high-end market. The unique technical personality is injected into the product, which is positioned as "digital, fashion, high-end, high value". Now Samsung has become the world's top technological innovation company in terms of technology. With its fashionable design and high-quality products, it has seized the world market, attracted a large number of consumers and improved its brand image.
C. Price positioning
In the late 1980s and early 1990s, Samsung products were poorly sold in the U.S. market. Western consumers generally believed that Samsung was a low-end and outdated product that could not arouse consumers' desire to buy. Therefore, Li Jianxi believed that if this situation was to be changed, the product could not be positioned as a low-end product with low cost and low price. He implemented a brand strategy and turned the positioning to the high-end. In order to fit the high-end brand positioning, Samsung implemented the corresponding "high price" strategy, which not only improved the brand image, but also opened the level with other similar products (Mark, 2022). In China, Samsung mobile phones are priced one third higher than similar phones, but their sales are rising. The accurate price positioning has established a high-end image for Samsung and brought more profits.
[bookmark: _Toc20878]2.2 Market competition strategy
A. [bookmark: _Toc24619]Price competition strategy
According to the results of market strategy comparison of Samsung mobile phones and other electronic products, consumers, purchasing motives, market, production/sales situation and leading enterprises are different between the two products. Most consumers of TV sets are individuals and very sensitive to the price (Donny Jackson, 2021). Because unlike monitors, more than 95% of mobile phones are for personal household use and are purchased from their own income. Although the current mobile phone market is mostly concentrated in the advanced market, considering the long-term strategy, Samsung Group's products need to gradually close to Apple and other enterprises to form its own unique competitive advantage (McKinsey, 2020).
According to the analysis of Samsung Group's current price strategy, taking TV as an example, the competitive product field of PDP TV is large screen TV with more than 40 inches. Although it has absolute advantages over TFT-LCD in the field above 40 inches, considering the living environment of ordinary consumers and the distance to watch TV, the products in the second half of 40 inches have some growth restrictions in terms of household use. According to the forecast in the report of LG Economic Research Institute of Korea, 37 to 47 inches of the market are satisfied with both consumers and suppliers, accounting for about 70 to 80% of the total demand in the large screen market. In order to ensure the price competitiveness of PDP TV, it is necessary to reduce the price of PDP modules that account for more than 50% of the TV cost (McKinsey, 2020). At present, PDP TV has gone through the introduction period and just entered the growth period. Although the current price is relatively high and there are not so many consumers, PDP can expand to the 20 inch digital TV market and reach the popularity of PDP TV if it can ensure more competitive price than TFT-LCD. In order to reduce the price, several schemes in the manufacturer's practice should be continued. It is a meaningful cost reduction activity to either simplify product design, reduce the number of parts, or achieve multi side process selection, or improve product qualification rate to reduce losses. The success of this practice will affect the results of efforts to expand the industry market.
B. Quality competition strategy
In the digital TV market of Samsung Group, in order to be more successful than TFT-LCD, PDP achieved six indicators of the seven breakthrough technologies in the early stage of the goal - luminescence, color contrast, power consumption, resolution, picture quality and life. PDP has completed the minimum basic quality of electronic products. But compared with the quality of CRT TV, there is still room for improvement. The future improvement direction is also to further upgrade the quality improvement, and the goal of quality improvement is not TFT-LCD but CRT. According to the following comparison table between TV and mobile phone, the most important quality factors of TV are brightness and color contrast quality. Consumers believe that the difference between brightness and color contrast is an obvious factor. In addition, the requirements for digital TV related projects are added, such as resolution, lightness, etc (Dan, 2022).
In terms of brightness and color contrast, with the ready-made image of CRT TV, the market has formed a specific reference standard to a certain extent, but the benchmark and requirements for adding indicators have not been specifically determined, and need to continue to be revised and adjusted. With the trend of large screen TV, consumers gradually pay attention to space and weight. In the past, when considering TV quality projects, these two aspects were not considered so much, but since the advent of televisions with more than 30 inches, these two indicators have become increasingly important. Technically, the quality level of PDP module is still improving. Some quality indicators meet the target requirements, while others have not. The visual angle and reaction speed have reached the same level as CRT, while the brightness, color contrast and other items have not reached the level of CRT. There is a little difference in color contrast between the same indicators and TFT-LCD. In the long run, in addition to the TV market, PDP will enter the large screen monitor market, so PDP needs to make further efforts to achieve the quality goal and reach the quality level of TFT-LCD, which is dominant in the monitor market.
[bookmark: _Toc11705]2.3 Macro strategic analysis
The determination of macro strategy cannot be separated from the analysis of macro environment. We use PEST analysis method to carry out the analysis.
A. [bookmark: _Toc19534]Analysis of political environment（P）
Samsung Group's electronic products are exported to countries all over the world. Due to the national policy factors of countries all over the world, the electronic industry is greatly affected, such as LCD. Only China's industry administrative departments include the National Development and Reform Commission and the Ministry of Industry and Information Technology (Mark, 2022). Among them, the National Development and Reform Commission is mainly responsible for formulating industrial policies, studying industrial development plans, guiding industrial restructuring, and implementing industrial management; The Ministry of Industry and Information Technology is mainly responsible for drafting, organizing and implementing industrial plans, technical specifications and standards, drafting industrial laws and regulations, formulating industrial rules, guiding industrial quality management, and promoting strategic adjustment, optimization and upgrading of industrial structure (Donny Jackson, 2021). In addition, the proposal of the global low-carbon cycle background will accelerate the pace of new urbanization, improve the overall construction level of new countryside, further narrow the gap between urban and rural areas, and achieve the integration of urban and rural development. With the improvement of people's living standards, the demand for high-quality electronic products has also increased (McKinsey, 2020).
Samsung Group's macro strategy should be considered from the perspective of political background. For example, in China, Samsung Group's macro strategy should be urban and rural development and integration. For such developing countries, they need more cost-effective products to enable more people to use, rather than high-end diversified products. For the United States, Samsung Group's macro strategy should be the innovation of "sophisticated" technology, which is different from China.
B. Economic environment analysis（E）
As an important external environment for strategic decision-making activities of enterprises, the economic environment includes such factors as income level, expenditure and consumption structure, savings and credit scale, economic development status, economic system and urbanization degree. Although the world economy in 2018 is faced with the impact of the Sino US trade war and the problems of supply side reform and the transformation of new and old drivers, the economy is operating steadily, maintaining medium to high speed development, and making steady progress. The GDP of South Korea is also growing steadily, reaching the first global growth rate in 2021 (McKinsey, 2020). The pulling effect of people's consumption on economic growth has been further enhanced, and the demand structure has been constantly improved (Rob, 2019).
With the increase of residents' income level, residents' demand for Samsung and other electronic products is also increasing. With the promotion of Internet plus, consumers' demand for electronic products, especially high-quality products, is gradually increasing, which can promote the development of the electronic industry. The electronic information industry is a new high-tech industry, known as the sunrise industry, and its market prospects are very broad. The latest data of Samsung Group's financial report shows that from January to April 2019, the added value of Samsung Group's electronic information manufacturing industry increased by 9.0% compared with the same period last year, and the growth rate decreased by 3.6% year on year. Among them, the added value of Samsung Group in April increased by 12.4% compared with the same period last year, and the growth rate increased by 2.2% month on month. It can be seen that as the electronics industry of the sunrise industry, the quality of Samsung Group has been recognized at home and abroad, and has a very broad market development space, which is necessary for the selection of Samsung Group's macro strategy.
C. Social environment analysis（S）
The development and changes of the social environment can, to a large extent, affect the determination and innovation of Samsung Group's macro strategy. In recent years, Samsung has actively fulfilled its social responsibilities and engaged in public welfare undertakings, which has also made its brand more prestigious. In 2019, Samsung Electronics has entered the world market for the 27th year (McKinsey, 2020). Over the past 20 years, Samsung has practiced the principle of social responsibility, committed to being a company that contributes to society, and actively carried out social welfare activities worldwide.
As early as 2004, China Samsung began to pay constant attention to children in remote and poor areas, how they can get better education and how they can develop physically and mentally healthily, and cooperated with the China Youth Development Foundation to launch the "Hope Primary School" project. At present, 168 Samsung Hope Primary Schools have been built in 28 provinces (districts and cities) nationwide. In 2018, China Samsung concentrated its education poverty alleviation resources in the "three districts and three prefectures" deep poverty areas, and donated 20 million yuan to build 18 Samsung Hope Primary Schools in four poverty-stricken counties in Linxia Prefecture, Gansu Province. By 2020, all 18 schools have been completed and put into use. In 2018, according to the summary of relevant data released by the Chinese Academy of Social Sciences, Samsung Electronics won the first place among foreign enterprises and won the favor of the Chinese people with a broad sense of social responsibility. To a large extent, Chinese people are more willing to know them because of these behaviors, which is more conducive to the company's product development and strategic positioning. From the perspective of China's population structure, the strategic target group of Samsung Group is mainly people aged 15-50. In China, the target group of Samsung Group accounts for a large proportion, and the market prospect is very promising.
In addition to regular public welfare projects, Samsung also spared no effort in post disaster relief. Previously, Samsung donated more than 130 million yuan in total after the Wenchuan, Ya'an, Yushu, Yunnan and other earthquakes. In 2017, Samsung donated 10 million yuan to the China Foundation for Poverty Alleviation to support the relief and post disaster reconstruction of drought and flood disasters in Jiuzhaigou, Sichuan, and Gansu. In the face of the sudden COVID-19, Samsung donated 30 million yuan (including emergency supplies) through the Red Cross Society of China for the first time, and organized and planned to support the community to carry out various anti epidemic activities. These social public welfare behaviors are inseparable from Samsung Group's "people-oriented" macro strategy.
D. Technical environment analysis（S）
Although no one in South Korea knows about Samsung Group, they have to admit that there is still a big gap between Samsung Group's electronic technology capability and foreign (especially American) core enterprises. Not only that, with the rapid development of the Internet era, consumer demand is becoming more and more diversified, requiring Samsung Group enterprises to achieve more frequent iterative updates in technology, and to take technology as the guidance in the overall macro strategy. The entire market environment challenges the enterprise's technology research and development capabilities.
With the advent of the 5G era, a large number of high-tech enterprises are facing the adjustment of industrial upgrading, as is Samsung. Twenty seven years ago, Samsung's investment in China was a labor-intensive industry, mostly distributed in the eastern coast. After years of unremitting efforts, Samsung has changed its industrial structure from labor-intensive in the past to capital technology in the present. Its investment direction has moved from the eastern coastal areas to the central and western regions. Samsung has invested in LCD, semiconductor, and power battery industries in Suzhou, Tianjin, Xi'an and other places. Samsung Xi'an Semiconductor has invested a total of 17 billion dollars in the production of 10 nanometer flash memory chips with the world's most advanced technology (Dan, 2022). In the opportunity of industrial transformation and upgrading, Samsung has successfully transformed into a capital and high-tech industry, and has a complete industrial chain layout and strong product self research capability. From screens, sensors, chips to 5G, the product line layout is clear. Therefore, Samsung's technological advantages have great advantages in China.
[bookmark: _Toc16517]2.4 Micro strategic analysis
This section will use the SWOT method to conduct a comprehensive analysis of the external opportunities and threats of Samsung Group's products, as well as the strengths and weaknesses of the company, and then propose certain solutions in the following section.
A. [bookmark: _Toc746]Strength（S）
1 High brand awareness. Samsung Group is not only the leader of Korean enterprises, but also has set up 300 corresponding institutions and offices in more than 70 regions around the world. It has a very high reputation in IT, communications, machinery, semiconductor, display equipment and other fields (McKinsey, 2020). In 2019, Samsung ranked sixth among the world's top 500 brands. In addition, after many years of development, its brand awareness and product quality are favored by consumers. ② Strong support from the Group. As an international large company, Samsung Group has many subsidiaries, and many superior resources are concentrated in the headquarters. Moreover, as the main product of Samsung Group, electronic products should be strongly supported by the Group, no matter in terms of human resources, financial resources, channels and other resources. ③ Strong innovation ability. Samsung has nearly 320000 employees, most of whom are under 45 years old, and 20% of whom are in the product research and development department. This shows that Samsung attaches great importance to product research and development. Moreover, Samsung often invests huge R&D funds and manpower to research new technologies and launch innovative products, such as curved surface electronic products, which are independently developed by Samsung with its strong technical R&D capabilities. Since they were put on the market in 2017, curved surface electronic products have become popular products in the market and lead the consumption trend and style of the entire electronic product industry, It has injected new business opportunities and vitality into the shrinking DIY market.
B. Weakness （W）
[bookmark: _Toc29130]① The product takes the high-end route and gives up the low-end market. In the Chinese market, the target market of Samsung's electronic products is mainly concentrated between the first tier and second tier cities, while the third and fourth tier cities are less popular. Due to the limited market scale of the industry in the first and second tier cities, the market competition is growing (Zhang, 2021).. At this time, the market capacity of the third and fourth tier cities will gradually increase, which is also the way the company should go. ② The product price is on the high side. Although Samsung's products are of high quality, in the market, the threat of substitutes for electronic products is increasing. If the product pricing is too high, which exceeds the consumer's tolerance, those customer groups with more sensitive prices will choose cheaper substitutes. Therefore, once Samsung's product pricing exceeds the price sensitive customers, the product sales of these customers will be affected.
C. Opportunity （O）
① Consumers are more inclined to choose brand products. With the increase of economic income, consumers have more free funds to choose products with better quality and high popularity. ② Online marketing channels grew rapidly. With the deepening of Internet plus, the proportion of online sales channels is getting heavier and heavier, and the proportion of online sales of Samsung Group is gradually increasing, which is an inevitable trend of the times and an important sales channel for businesses to seize the market (Dickson Glen, 2020).
D. Threats  （T）
① The competition in the electronics industry is intensifying, and the competitiveness of competitors is getting stronger and stronger. At home, especially in the environment where the government supports the development of domestic brands, not only the entry of foreign well-known enterprises has brought challenges to Samsung, but also the rapid development of domestic brands (such as TPV AOC, Lenovo, etc.) has impacted Samsung's electronic products in the Chinese market. ② The price competition is fierce, and the channel profit drops. As more competitors enter the market, price war will inevitably occur. As a well-known brand enterprise, Samsung has high product quality and cost, and is at a disadvantage in the fierce price competition (Dan, 2022).
[bookmark: _Toc2415]3 Assessment of strategic options
According to the above SWOT analysis, there are mainly four strategies: growth strategy (SO), diversification strategy (ST), turnaround strategy (WO) and defensive strategy (WT). According to the life cycle theory, Samsung Electronics, after many years of development in China, is now in a mature period. In the mature period, the technology and management system of the enterprise are relatively perfect. At this stage, it is more important to consolidate market share and further expand market share on this basis. At present, the internal advantages of Samsung Electronics are mainly manifested in brand awareness, group support, strong innovation ability, perfect sales services, outstanding product quality, etc. Although the current economic environment is relatively severe and the market competition is very fierce, consumers' strong pursuit of brands, rapid development of online marketing channels (Glen, 2020), and the emergence of new products driven by new technologies in the overall external market environment. Based on this, Samsung Electronics should focus on SO growth strategy and ST diversified business strategy.
In addition, at this stage, Samsung Electronics also has a large product homogeneity problem in product strategy. For example, the appearance of the mobile phones produced by Samsung Electronics is not very different from that of other manufacturers, that is, they lack identifiable involvement. At the same time, as an important user of Android mobile phone system, Samsung mobile phones, after installing the same APP, have no significant difference in feel and operation effect compared with domestic mobile phones of the same price, which indicates that Samsung electronic products have a large product homogeneity problem, and it is impossible to identify and sell consumers by changing consumer preferences (Martínez, 2019).
[bookmark: _Toc16998]4 Suggestions of strategic organization
Samsung Group should always adhere to the concept of "talents first". Samsung Group has always regarded outstanding talents as the driving force for the growth of the enterprise. In particular, it has a complete training system for all employees, and conducts hierarchical and classified training for different employee groups. While teaching and popularizing work skills, they also instill the values of Samsung Group into the staff spirit. To meet the needs of high-quality development, Samsung Group should also gradually emphasize creativity and global vision in training, and pay attention to the interaction and exchange of international talents (Victor, 2019).
Samsung Group should constantly strengthen its technological innovation capability. Since 2000, Samsung Group has always maintained a high intensity of R&D investment. For example, in 2018, the R&D expenditure of Samsung Electronics under Samsung Group reached 13.4 billion euros, ranking first in the global R&D investment, accounting for 7.2% of operating revenue (Martínez, 2019), and it is the most sustainable technology company in the world. According to the World Intellectual Property Indicators 2018 report, from 2013 to 2015, Samsung Electronics ranked the second in the world in terms of patent application, obtaining 21836 patents, which has great potential to lead the future development (Glen, 2020).
Samsung Group should focus on the development of diversified main businesses. After continuous optimization, the business of Samsung Group is mainly concentrated in the four fields of electronics industry, machinery heavy industry, financial services and services, and there are 16 listed companies in South Korea. In 2019, Samsung Electronics, Samsung Life Insurance and Samsung Products were listed in the Forbes Global 500. The three companies achieved a total operating revenue of nearly 280 billion dollars, but the sales revenue of Samsung Electronics accounted for about 90% of the total, and the revenue of other businesses was small (Victor, 2019). Samsung Group should see more diversified development opportunities in its future development strategy.
Samsung Group should integrate into the global industrial chain and value chain. Samsung Group has developed from being primarily engaged in the trade business of dried fish, vegetables, fruits, etc. to a comprehensive industrial group with a global layout. Its overseas assets, overseas sales revenue and profits, and international recognition are at a high level. Among them, 86% of Samsung Electronics' operating revenue comes from overseas, which is a world-class multinational enterprise worthy of the name. In the context of globalization, Samsung Group should be more related to the global industrial chain and value chain to build its own globalization strategy.
Samsung Group should build a world-famous brand. Samsung Group has gradually changed its image of being at the low end of the global industrial chain and value chain for a long time as a synonym for "cheap goods". Its brand value has been rising from 5.2 billion dollars in 2001 to 91.3 billion dollars in 2018 (Victor, 2019). It is one of the companies with the highest brand value in the world after Amazon, Apple and Google. In the future development process, Samsung Group should find its own strategic positioning and achieve long-term innovation.
[bookmark: _Toc20927]5 Conclusion
The company was entrusted by Samsung Group to carry out a comprehensive strategic critical analysis. In order to solve the problems of declining profit margins and customer loss, Samsung is promoting the development of diversification strategy. Because of the accumulation of previous technologies, Samsung products have been in the leading position in the industry, which is more conducive to the development of differentiation strategy. Based on the macro and micro comprehensive strategic analysis, this study puts forward some systematic strategic suggestions for Samsung Group, including several different dimensions such as talent, technology, innovation, diversification and globalization.
[bookmark: _Toc1830]Appendix
Samsung's brand development has gone through six stages (McKinsey, 2022):
1. Initial stage (1938-1969). In 1938, the "Samsung Chamber of Commerce" was established in Daegu, South Korea. Its main business was to export fruits and vegetables, dried fish, etc. Later, it established its own flour and sugar factory. In 1948, the headquarters was moved to Seoul and renamed as "Samsung Products". In 1969, Samsung Electronics was established.
2. Industrial era stage (1970~1979). In 1973, Samsung entered the second "Five Year Management Plan", and its industrial focus turned to heavy industry, chemical and petrochemical industries. During this period, Samsung Heavy Industry, Samsung Shipyard and other companies were established. At the same time, Samsung has also devoted part of its energy to the household appliances industry, which is developing in full swing, not only for domestic self sales, but also for export to countries around the world, expanding its market share. In 1974, Samsung acquired 50% of the shares of Korean Semiconductor, which made Samsung a tycoon in the field of electronics and semiconductor.
3. Entering the stage of global technology market (1980-1989). With a solid foundation in the semiconductor field in Korea, Samsung has gradually entered the international market and become a new star in the semiconductor market. Samsung Data System Co., Ltd. was established in 1985, Samsung Economic Research Institute was established in 1986 to provide technical support for the development of Samsung Semiconductor, and Samsung Integrated Technology Institute was established in 1987. In 1988, Samsung started its "second venture", that is, to merge Samsung Electronics, semiconductors and wireless communications, to open up new fields, embark on a new journey, and strive to move forward with the goal of "world-class enterprises in the 21st century". In the 1980s, Samsung Group not only reached a new peak of diversification, but also its technological level was second to none in the international market.
4. "New operation" stage (1994-1996). In the early 1990s, it was very common for the high-tech industry to compete mainly through mergers and acquisitions and alliances. So in 1993, Samsung announced the implementation of the "new operation" movement, which is a strategic innovation movement. It aims to achieve the transformation from quantity to quality, and drive the improvement of business quality with the improvement of product quality and service, and finally become a super first-class enterprise in the 21st century. The "new operation" movement is an important turning point in the development of Samsung Group. Taking this as an opportunity, Samsung began to conduct all-round quality management and world top strategy.
5. Digital frontier stage (1997-1999). In response to the financial crisis in 1997, Samsung began a drastic adjustment and reform. Rectify its 34 industries and 12 foreign companies with long-term losses, cut 40% of its employees, and even sold 10 business divisions. This series of measures not only extricated Samsung from its predicament, but also made Samsung Group more dazzling in the international market like a phoenix reborn from the ashes, thanks to its superior digital technology and other aspects of proper operation.
6. Leading the digital era (2000~now) The advent of the digital era has spawned many industries and brands, and has also given the leading enterprise Samsung Group a new opportunity to step onto a new ladder of development. Samsung's performance can not only be described by its brilliance, but also the market share of 13 products in the digital field alone has reached the first in the world, including semiconductor products, displays, CDMA mobile phones and TFT-LCD.
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